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One of Today’s Major Trends: 


The Reshuffling of the _ 
vorporalta, Preazation Pa ery” 


Getting the New Man into 
Sales Production. . . Immediately 
‘Page 51 


HE new Rodgers & Hammerstein hit musical, 
| Wenn Drum Song,” at New York’s St. James 
Theater contains a show-stopping song called “I 
Enjoy Being A Girl.” The lyric starts off like this: 


When I have a brand new hair-do 
With my eyelashes all in curl, 
I float as the clouds on air do, 
I enjoy being a girl!* 


Pat Suzuki sings it, and Ladies’ Home Journal 


couldn’t resist it—the song, as well as the notion it 
contained. (After all, we enjoy being a magazine 


Never underestimate the power of 


edited for women who enjoy being women! ) 

Because women do enjoy being women, they enjoy 
the way Ladies’ Home Journal is edited—for, of and 
about women. Over 5,750,000 women buy and read 
the Journal every month. 


Advertisers, men for the most part, may not under- 
stand the wonderful rapport between women and 
their favorite magazine. But advertisers quickly see 
—and understand—and enjoy—the way women re- 
spond to ideas in the Journal. This is why adver- 
tisers give us the biggest, healthiest box office take 


of any women’s magazine! © 1958 by Richard Rodgers 


and Oscar Hammerstein 2nd. 


the No. 1 magazine for women... JOURNAL 


A CURTIS PUBLICATION 
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UPs In Kansas City’s ee ae 


Here's the statistical story of Kansas City's progress for the first quarter 
this year as compared with the first quarter of 1958. 


FIRST QUARTER 1959 INCREASE OVER 1958 FIRST QUARTER 1959 INCREASE OVER 1958 


Bank Cleari Postal Receipt 
%6. 140302782 .... UP $786,177,273 17,369,308 UP ss37,226 


Bank D it Electric Current 
°$769,080,552 |p $57,320,241 698,583,961 kilowatt UP 51,378,715 


hours 
Checks Cashed hte al 
3444055961... UP 556,206,975 wating Completa 


Real Estate Sold p Star's Adv. Lineage 690,219 lines 
$29,346,000 .. eal $540,000 11,241,549 lines 6.5% Increase 


THE KANSAS CITY STAR 


Average Net Paid Circulation Apri! 1959 And Increase Over April 1958 


Morning, 340,336—UP 6,508 Evening, 345,775—UP 6,044 Sunday, 368,251—UP 9,217 
MAY 15, 19539 
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Distribution 


Toronto 


Heath Develops New Dealer Group Paying 
Canada Mail-Order Consumer Prices 


General Management 


The Reshuffling of the 
Corporate Organization Pattern 


ions Marketing 
. a two billion dollar market : 
in which 62.7% * of all daily | How Mother's Cookies Crumbled 


newspaper readers read the | the Competition 
TORONTO DAILY STAR E 
80 King Street West, Toronto New Product Introduction 


In the United States: ° 
Ward Griffith & Co. Inc. | When a New Product Tangles with 


“the Old Way of Doing Things” 


*Gruneau Research Survey 1958 


Salesmanship 


10 Ways your Production Men 
Back Each One of Your Salesmen 


Sales Promotion 


Take Me Back to My Little Grass Skirt 


Sales Training 


Getting the New Man into 


He what's up fi » | Sales Production . . . Immediately 
that SELLS! | 


Effective Displays do the job 
in today’s fast moving mere 
chandising world. Put your COMING JUNE 5 
product in the “up front’ 
space. Show more—sell morel Forming the Corporate Image 


For new ideas in displays, write | With acquisition can come chaos—or customer confidence— 
STAINLESS METAL depending on the skill with which the corporate image problem 
PRODUCTS, INC. is handled. 

(Wire Products Division) 

O. Box 8213 How does customer identity, or lack of it with a newly acquired 

Chattanooga 11, Tenn, | a — P 
division affect your timing in name changes? Here’s an answer 
from Rockwell Manufacturing Co., with the schedule used for 
profitable name-transition in the company’s expansion to a 


$107,055,000 business. 


Sales Management 


SALES MANAGEMENT 


Executive Offices: 630 Third Ave., New York 17, N. Y., YUkon 6-4800 


HIGHLIGHTS 


NO DISCOUNT NEEDED FOR THEIR DEALERS 


After a 12-year build-up in the mail-order business Heath 
Company's electronic do-it-yourself products have found 
a booming new market through dealers so eager that they'll 
pay consumer prices. Page 71 


REACH MORE BUYERS, 
TELL MORE BUYERS, 
PRE-SELL MORE BUYERS 


in HOSPITALS 


HOSPITALS, Journal 
of the American Hos- 
pital Association, is 
read regularly by the 
greatest number of 
people who buy for 


CORPORATE ORGANIZATION STRUCTURE IN FLUX 


What are the new patterns of organization structure de- 
manded by expanded distribution, longer lines of com- 
munication, rising costs? Some of the nation’s industrial 
leaders report on their handling of the problem. Page 33 


TAKING 


THE MOUNTAIN TO MOHAMMED 


With a little imagination this sales manager managed to 
get his new product not only introduced and demanded 
in 11 western states, but demanded by the powers-that-be 
who might otherwise have scorned to taste it. Page 62 


hospitals. 


Issued twice-a-month, 
HOSPITALS reports 
important news, tech- 
niques and develop- 
ments in the hospital 


field while they are 
still new. 


BEFORE TRAINING-—A FIELD LESSON HOSPITALS displays 


your product story on 
the Main Street of the 
dynamic, $6 million-a- 


If your salesman can’t relate his training to experience al- 
ASS day hospital market. 
s 


ready encountered in your company, it’s a waste of time, 
wid menage . . _— sales training system. Why this Send For Useful, 
cart-before-the-horse 2 SALES-MAKING DATA 
ON THE RECESSION-PROOF 


HOSPITAL MARKET. 


method can work for you, 
too. Page 51 


ADVERTISING DEPARTMENT SM 


HOSPITALS 


JOURNAL OF THE AMERICAN HOSPITAL ASSN. 
840 North Lake Shore Drive 
Chicago 11, Illinois 


Please send comparative data on 
hospital publications. 


DEPARTMENTS AND SERVICES 


Advertisers’ Index Marketing Pictograph 


Corporate Close-up Significant Trends 


Name Title 


Editorials They‘re in the News Company 


Principal Product 


Executive Shifts Today’s Advertising 


Street 


Letters 


Worth Writing for City. 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Lunchronettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highwoys 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 
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EXECUTIVE OFFICES: 630 Third Ave., New York 17, N. Y., YUkon 6-4800 


EDITORIAL 


PUBLISHER and EDITOR 
VICE PRESIDENT, EDITORIAL 
EXECUTIVE EDITOR 
MANAGING EDITOR 
SENIOR EDITOR 


Human Interest Editor 
Senior Associate Editor 
Midwest Editor 

Copy Editor 

Art Director 


DIRECTOR OF RESEARCH 
Associate Director of Research 
Consulting Economist 


PRODUCTION MANAGER 
Assistant Production Manager 


READERS’ SERVICE BUREAU 
Editorial Assistants 


Philip Salisbury 

A. R. Hahn 

John H. Caldwell 
Robert C. Nicholson 
Lawrence M. Hughes 


Harry Woodward 
Alice B. Ecke 
Robert A. Kelly 
Phyllis B. Daignault 
Rich Life 


Dr. Jay M. Gould 
Alfred Hong 
Peter B. B. Andrews 


T. Robert O’Brien 
Alice Harris 


H. M. Howard 
Grace Bigger 
Barbara Saypol 


SUBSCRIPTIONS 


DIRECTOR 
Assistant Director 
Subscription Manager 


U. S. and Canada: $10 a year 


President 

Treasurer 

Vice President, Sales 
Vice President, Editorial 
Senior Vice Presidents 


R. E. Smallwood 
Edward S. Hoffman 
Cc. V. Kohl 


Foreign: $15 


John W. Hartman 
Ralph L. Wilson 
Randy Brown 

A. R. Hahn 

C. E. Lovejoy, Jr. 
W. E. Dunsby 

R. E. Smallwood 


FAST SERVICE 


To effectively reach this 


Wm. McClenaghan 
ome . iLL BROTHERS Bill Brothers Publications in MARKETING (in addi- 
specialized market specify tion to Sales Management): Sales Meetings, Premium 
FAST FOOD Fy Practice. INDUSTRIAL: Rubber World, Plastics 

for an advertising schedule Technology. MERCHANDISING: Fast Food, Floor 


Covering Profits and Tires-TBA Merchandising. 


ae A ne Y eee, fee Associated National Magazine 
} i Gs Business MPA 


PUBLICATIONS 


Business Publishers 


BS a = Publications Publications Association 
$ Oo ©O BD) SALES MANAGEMENT, with which Is incorporated PROGRESS, is genes the first and 


third Friday of every month, except in May, July, September and November when a third 
issue is published on the tenth of the Hated with Bill Brothers Publishing Corp. 
Entered as second class matter May 27, 1942, ‘at the Post Office, East Stroudsburg, Pa., under 
the act of March 3, 1879. Publication’ (printing) offices, 44 pata Crystal St., ast Strouds- 
burg, Pa. Address mail to 630 Third Avenue, New York 17, 


ve o0er SALES MEETINGS, Part I! of Sales Management, is aah hx times a year—in January, 
630 THIRD AVE March, May, July, 


Street, Philadelphi sire. Walnut 21768; Phill Hartt and production oc ‘Letwin, Eater, 
re aceipnia Pa n p Harrison, Pu etwin, fr. 
NEW YORK 17, N. Y. 


Copyright, Sales Management, Inc., 1959 
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eceseses MEDIA RECORDS 


LEADING NEWSPAPERS 
in 
GENERAL GROCERIES ADVERTISING 


YEAR- 1958 


LINAGE 


So 


_ , 1,578,157 
Philadelphia Bulletin - E&S--*-*** * 


1, 576,978 
. Milwaukee Journal - E & a eg ae eee ee? ye 
. Chicago Tribune - M & aor: i cnet eee eS his is 
_ Los Angeles Times ~- et ee ae ei ’ ay 

l, , 62 
. Toronto Telegram ~- E. 


. 1, 405, 864 
Pittsburgh Press -E&S-+-++*°°"* ° 


‘ 1, 393, 886 
Fa Denver Post- E&S- og eee a ee 


é 1, 384, 254 
8. Montreal Star - E a. ie, eee ee 


5 ‘ 1, 366, 164 
9, St. Louis Post-Dispatch - we & Bs « + + * 


M 
£ 
D 
1 
A 
RK 
E 
Cc 


‘ 1, 328, 803 
10. Providence Journal - mk Ss. 6 2 * : 


upsonms = -oNE 


The Milwaukee Journal is always among the top 


Thursdays is a “who’s who” of grocery adver- 
five newspapers in the nation in general grocery 


tisers. Retail grocery advertisers concentrate 
advertising — often first or second — because it 


90% of their Milwaukee newspaper ad dollars in 
offers an ideal combination of values for food The Journal, providing powerful sales support 
advertisers. ‘ — 
for national grocery advertising. 

Family income here is 5th highest among the 


Dominant schedules and ROP color are econom- 
nation’s 20 largest markets. 


The Milwaukee ical in Milwaukee because one newspaper Joes 
Journal food pages have been voted the finest 


the selling job in 9 out of 10 homes, and the 
in the nation. 


The big, separate section on milline rate is one of the lowest in the nation 


THE MIL W AU KEE JOURNAL 


Ip. 
Nepr 


O'MARA & ORMSBEE, INC 


NEW YORK CHICAGO DETROIT LOS ANGELES 


SAN FRANCISCO 


Watch for The Milwaukee Journal Consumer Analysis for 1959, off the press in late April 
with the current picture of grocery buying habits, brand positions, product usages 


store preferences and dealer distribution 


MAY 15, 1939 


“A ARYESI MIAN 


In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


ADVERTISING Orrices: Philadelphia * New York * Chicago 
REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
Fiorwa Resorts: The Leonard Company * Miami Beach 
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| just like the pied piper 
and hig fife... 


They Know How to Use Advertising 


Two days ago 12 industrial supplies manufacturers, who sell 
through industrial distributors, received awards for outstanding 
1958 advertising and promotional material used to point up the 
extra values of their distributors’ services. 


The awards are designed to encourage manufacturers to dem- 
onstrate the substantial additional values consumers receive by 
channeling purchases through industrial distributors. 


One award, made by the National and Southern Industrial 
Distributors’ Associations, is to a company “for excellence in 
promoting distributor services in trade paper advertising.” 


One of the winners: W. E. Fruhan, assistant manager of sales, 
Pipe Division, Republic Steel Corp. voice and vision 
of NBC in 
South Bend - Elkhart 


call Petry today! 


Of the four winners in this category, one is Carl O. Hedner, WRN DU-TV CHANNEL 16 
assistant general sales manager, The Yale and Towne Manufac- 


turing Co. BERNIE BARTH & TOM HAMILTON 


An award is made to a company “for excellence in promoting 
distributor services in catalog advertising.” 


We suggest that other associations consider the value of these 


awards (now presented for the ninth year). 

“Your advertising’s first and most important job is to promote | COV ’ 
the sales of your product,” says the Awards Committee of the 
National and Southern Industrial Distributors’ Associations. “Sec- CUSTOM DESIGNED . & 
ond and very important, too, it should state your method of dis- MANUFACTURED ¢ 


tribution, and establish your Industrial Distributor as the vital 
link between you and your customers.” 


We offer our congratulations to Republic Steel’s and Yale and 
Towne’s sales managers for their astuteness in using advertising 
as a sales tool to win the interest, understanding and support of 
their distributors. By such advertising they have made the jobs 
of their field salesmen easier and they have helped their dis- 
tributor salesmen ask for, and get, the order from the ultimate CATALOGS 


industrial user. SALES MANUALS 


If you would like to receive complete details on how to set up | SAMPLE BOOKS 
an awards program or participate in one for your industry, you RING BINDERS 
might start by obtaining a copy of the brochure, “Your DOUBLE SERVICE MANUALS 
Industrial Advertising Target.” Write to Advertising and Awards WALLPAPER BOOKS 
Committee Headquarters, 1900 Arch St., Philadelphia 3, Pa. PRESENTATIONS 


THE S. K. SMITH CO. 
Once-Over-Lightly Is Not Enough | 2857 N. WESTERN AVE., CHICAGO 18 


NEW YORK 17 CLEVELAND 13 


Young, vigorous President Bret C. Neece, of Landers Frary LOS ANGELES @ 


& Clark, 106-year-old independent household appliance manu- 
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WHO-TV IS 
“TOP BANANA”! 


WHO.-TV is on top of the bunch in Central Iowa 
television, and the formula’s as easy as pie — 
banana pie! 

WHO-TV simply gives this booming $2 billion 
market the very best there is in television. 

And WHO.-TYV nourishes its giant audience, with a 
terrific library of top film packages. Three top rated 
daily shows (Mon.-Fri.) are exceptional, low cost 
“buys” for your announcements. Cumulative ARB 
ratings are: 

FAMILY THEATRE (Noon-2 p.m.)}—42.0% 
EARLY SHOW (4:30-6:05 p.m.)—47.9% 
LATE SHOW (10:30 p.m.-sign-off}—31.7% 


Ask PGW for ALL the reasons why WHO-TV is 


“top banana” in Central Iowa! 


ARB SURVEY 
METROPOLITAN DES MOINES AREA 
(Jan, 12-Feb. 8, 1959) 


FIRST PLACE QUARTER HOURS 


Number Reported Percentage of Total 


1-Week 4-Week 1-Week 4-Week 
245 264 52.5% 56.6% 
174 161 37.3% 34.5% 
43 35 9.2% 7.5% 

4 6 1.0% 1.4% 


which also owns and operates : 
5 yy: residen 
WHO Radio, Des Moines Col. B J Palmer, P : 


WOC-TV, Davenport P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc., 


National Representatives Affiliate 


WHO.-TV is part of Ch | 13 D M e 
Central Broadcasting Company, | anne ° es omes 
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facturer, has just staked his money that Raymond Loewy, in- 
dustrial designer, has the right idea about design. 


Loewy, who has just been retained by Landers Frary & Clark, 
stated in the presence of President Neece and Stanley Fisher, 
vice president and general sales manager, at a recent meeting: 


“While there is a lessening trend toward obvious differences 
in competing products, public taste has risen to such a degree 
that the cosmetic design, the once-over-lightly with a new color 
scheme, no longer passes the acid test of customer acceptance. 


“The customer has not only his taste to worry about,” con- 
tinued Loewy, “but he has the compelling effect of advertising. 
The only products that stand a chance of influencing his choice 
are those which are conspicuous for their improvements in style, 
function, cost and quality.” 


Loewy contends, too, that automobile designers have lost their 
style leadership to architectural designers. No longer do designers 
of such products as appliances follow the pattern established by 
automobile designers. Today they draw their inspiration from 
the simple, non-gadgety lines that characterize new office build- 
ings. 


He's a Lucky Forecaster 


By one of the odd twists of history the peace and prosperity 
of the United States may turn on how well an ex-market research 
consultant handles his job if he is selected as chancellor of West 
Germany. 


Ludwig Erhard, 62, is Minister of Economics and Vice Chan- 
cellor in Konrad Adenauer’s cabinet. From World War I on, 
he was a practicing economist in a market research institute in 
Nuremberg. He lost his job at the institute but escaped becoming 
involved with the Nazis. 


Today he is regarded as the leading candidate to succeed Ade- 
nauer who is now campaigning for the Presidency, largely a 
ceremonial position. 


Erhard threw out controls, in 1948, against the advice of both 
his German and American advisors. Prices soared, but Erhard 
persuaded people to hold off buying, and prices came down. 
Production began to pick up. Germany’s national product is 
growing at a rate twice that in the United States. 


The New York Times Magazine takes this measure of the 
prospective new Chancellor: 


“Erhard patrols Germany energetically and almost constantly, 
and just as restlessly has traveled the world and come to know 
its distant places. He has visited the United States five times, 
and has come to feel so much at ease with its people that he can 
say, ‘If I weren't German Id like to be an American.’” 


Erhard sounds like a good man to have on our side during 
the Khrushchev-inspired crisis over Berlin. 
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Opportunity 
to Increase 
Sales! 


THOMAS 
REGISTER 


@ The 50th Annual Edition will ex- 
ceed any previously published, both 
in comprehensiveness, scope and 
value to its paid subscribers. 


@ It offers a sales potential un- 
matched in buyer-seller traffic, un- 
equalled in sales producing inquiries 
...booming in direct buying action, 
50,000 items of 12,500 manufactur- 
ers will be on display. 


@ Schedule YOUR products for 
front line attention now. 


Thomas Publishing Company 


461 Eighth Ave. « New York 1, N. Y. 
2 ABP 


Industry's No. 1 Marketplace 
of Buying Action! 


— 


92,000 
READERS 
SEND 

A DOLLAR 


As the result of a single 
promotion in Harper’s Bazaar, 
92,000 readers sent a 

dollar bill for this 


cosmetic “Beauty Box? 
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t~ACTION / 


Fashion is certainly one of the greatest forces in 
selling—but it is even more than that. It is a broad 
and almost limitless influence on every day living— 
on the way we dress, the homes we buy, the food we 


eat, and the cars we drive. 


When HARPER’S BAZAAR featured its “Beauty Banco” 
of 15 advertisers’ samples, available in a shining 
cube at $1.00 each, the entire output of 50,000 was 
mailed within six weeks of publication, and 42,000 
dollar bills were forced to be refunded—all through 


a single page promotion in a single issue. 


Similarly, when BAZAAR tied in with the new Galaxie 
by Ford—relating women’s fashions to the glamor- 
ous lines of 1959 cars—more than 130 retail firms 
jumped on the wagon. Wrote Stanley Marcus, Presi- 
dent of famed Dallas’ Neiman Marcus: “This was 
one of the most unusual and effective promotions in 
which we have participated?” 


Springboards for Action 


Just as fashion is the springboard for action among 
readers of HARPER’S BAZAAR, So is an interest in boat- 
ing, home-making, travel and sport the springboard 
for action among the readers of other Hearst Special 
Interest Magazines. For advertising dollars work 
hardest where interest is greatest...and readers of 
Hearst Special Interest Magazines are already sold 
—only need to be told! 


Six Keys to Profits Through Action 


e Hearst readers are prospects, not just suspects 
e Advertising is focused where interest is keenest 
e Editorial and advertising content work together 
e Editorial integrity lends prestige to advertising 
e@ Each Hearst Magazine is an authority in its field 
e Hearst readers are sold—only need to be told! 


Bride s Home COSMOPOLITAN 


SCIENCE 
DIGEST 


POPULAR 
MECHANICS 


MAY 1959 


House Beautiful 


{EARST MAGAZINES GET ACTION 
fie, f > ' ds 
y’ ae ao 


1S, 


© 1959 by the Hearst Corporation 


ROCK ISLAND + MOLINE + EAST MOLINE + DAVENPORT 


FIRST 100 MARKETS 


HIGH EMPLOYMENT HERE, Total 
employment in the Quad-Cities 
jumped more than 7000 between 
Jan. 15 and mid-March of this 
year, according to the Illinois and 
the lowa State Employment Serv- 
ices, Employment figures here now 
stand at 102,350. Outlook for the 
next few months is for additional 
moderate employment expansion. 


DEERE & CO. LEADS WAY. A recent 
statement by the management of 
Deere & Co. indicates largest sales 
volume in company history—now at 
a half-billion dollar a year level. Of 
the more than 300 other industrial 
concerns in the Quad-City area, 
many of them share directly in this 
prosperity; others are prospering 
in a large variety of unrelated 
product markets. 


ABILITY TO BUY, Quad-Citians use 
spendable income (per family EBI 
well over $6,000.) to buy goods and 
services, generously. Here indeed 
is an excellent market in which to 
place a profitable advertising in- 
vestment. 


TEST IT YOURSELF. More national 
advertisers are using the Quad- 
Cities as a test market: metropoli- 
tan population—steady employment 
—potent buying power—controlla- 
ble isolation. 


ASK US. We are happy to supply 
current data and help correlate 
your promotion plans in the Quad- 
City metropolitan area. Address 
Harold Swanson, national advertis- 
ing director, for these two Illinois 
newspapers which cover 3 of the 
4 Quad-Cities. 


Quad-Cities Largest Combined 
Daily Circulation 


MOLINE DISPATCH 
ROCK ISLAND ARGUS 


Nat'l Repr. — THE ALLEN-KLAPP CO. 


CORPORATE -CLOSE-UP 


Look Announces Advertising by Zones 


In a dramatic announcement this week, Look Magazine unveiled 
a new plan designed to appeal directly to the marketer with a regional 
advertising problem. Basically, Look’s approach is this: The magazine 
will accept half-page and full-page ads to run in any or all of seven 
marketing zones. This means advertisers may run as many as seven 
different pieces of copy in a given issue of Look or an insertion in just 
one zone without using the other six. Look calls its new brain child 
“Magazone Plan.” 


Says Look of Magazone: “It’s a revolutionary new plan involving 
the distribution of Look’s national circulation into seven standard 
marketing zones.” 


Magazone will enable advertisers to place their insertions in copies 
of Look circulated in any zone individually or in any combination 
of the seven zones. The change in Look’s publishing scheme will be 
effective with the issue dated September 15. 


Look’s advertising and production brains have been working for 
four years on the many mechanical and other difficulties involved in 
such a plan. The service has been tailored to fit the needs of advertis- 
ers with specific problems not economically solved by usual national 
advertising. Marketers who might want to break their advertising into 
sectionalized pieces would include those who face such problems as: 


regional preferences 
changing price tags from one section of the country to another 
specialized regional distribution 
limited test marketing 
dealer listings—-where such listings would be impossible na- 
tionally because of length 

e market concentration in a few areas 


The seven Look Magazones will be: New England, Middle Atlantic, 
Southeast, East Central, West Central, Southwest and Pacific (includ- 
ing Alaska and Hawaii). 


Look has some 2,100 prime prospects lined up for solicitation (and 
has hired 10 new salesmen to augment its present sales staff). These 
prospects were garnered from the publication’s experience in split- 
run advertising. Cost per thousand for Magazone advertising is $6.11 
for the first 400,000 (this would be equal to Look’s circulation in the 
Southwest zone) and $4.45 for each additional thousand of circulation 
that a given zone might have. Cost for Look’s full run: $4.14 per thou- 
sand. 


Since war's end Look has been gaining ground on its competitors. 
Now only two national magazines—Life and The Saturday Evening 
Post—surpass it in ad revenue. 


Look, for its first four issues in 1937, was a monthly, then went 
bi-weekly and has stayed that way. In 1946, the magazine rated 13th 
in national advertising revenue. Today it is third. 


Look insists it isn’t attempting to compete against any particular 
type of medium. And it maintains it would be happy if Life and the 
Post were to follow its lead in offering advertising insertions by zone. 
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YOUR SALES GOOE 


How’re your sales in the Jackson, Michigan, area? 

Good? Maybe they could be better. Not too good? 
Perhaps they could be improved. 

Jackson, Michigan, is an important market, where 
47,000* people (up 600 from the corresponding period 
of a year ago) are employed at better than average 
salaries and wages. 

A market—Jackson metropolitan area—where retail 
sales are $146,027,000 yearly according to Standard 


Rate & Data Service. 

Improve the sales of your product with a consistent 
advertising schedule in Jackson Citizen Patriot, only 
daily and Sunday newspaper in Jackson county. The 
newspaper with 97% of its circulation concentrated in 
the city and retail trading zones. 

Call a Booth man for complete information about 
Jackson, Michigan. 


*MICHIGAN EMPLOYMENT SECURITY COMMISSION FIGURES. 


JACKSON CITIZEN PATRIOT 


NATIONAL REPRESENTATIVES: A. H 
B. Newman, 435 bk Michigan Ave 


San Franciscc 


A Booth Michigan Newspaper 
MAY 15, 1959 


Kuch.110 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
ee 


\Uperior 7-468 @~ Brice McQuillin, 785 Market St., 
1; td Bldg., Detroit 26, WOodward 1-0972 


; ‘all The Powershift Lathe with Preselector is the 
latest in a series of innovations that have kept 
the Lodge and Shipley Company a leader in " 
its industry for more than 65 years. Thomas 
Kling heads the division of Lodge and Shipley 
which has added heavy-duty quality shears, 
press brakes, and hydraulic presses to its 
line of metalworking production equipment. 


Why marketing 
followed 


production's advice 


As a major machine-tool builder, Lodge and Shipley wanted to 


make sure its catalog is as useful as possible to machine-tool 
buyers. Reports Mr. Thomas Kling, Vice President and Gen- 
eral Manager of the Machinery Division: 


@@In many years of production assignments, I found the manufac- 
turers’ catalogs in Sweet’s my best and most convenient source of 
product information, and I know our production people continue 
to do so, 

“When Marketing raised the question of how we can make our 
catalog most useful to production men, we recommended Sweet's 
on the basis of our own experience: 

“Manufacturers” catalogs in Sweet’s are the easiest of all to find 
and use. They present no filing or indexing problems, never be- 
come mislaid or lost, are always up-to-date. They also make it easy 
for us to contact nearest sources of further information and supply ; 
save much time and trouble in selecting needed products. 

“Having Sweet’s maintain our catalog throughout our market 
makes certain we give our potential customers the same kind of 
product-information service we like to have ourselves. We are con- 
fident our catalog in Sweet’s is a sound investment in prompting 


many companies to do business with us.99 


Of all marketing tools, your catalog can do the most to prompt buying 
actions in your favor. Your nearest Sweet’s representative can give you 
many reasons why this is so, and why Sweet’s can assure the most 


buying actions from catalog use. Please call or write us. 
5 5 


SWEET’S CATALOG SERVICE 
Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18 
Service offices in principal cities 


Sweet's helps you market—the way industry wants to buy 
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Key to an exclusive franchise for 420,000 women... 


They’re a big market in any media man’s 420,000 exclusive women adults . . . 632,000 
language .. . the 420,000 adult women with adult women readers... 1,352,000 total 
money in their hands and buying on their audience. 

minds who read The Daily Inquirer... 

and ‘“‘pay no heed”’ to the evening paper. What a total audience for everything you 
These 420,000 exclusive readers are only market! What an exclusive audience for 
part of the 632,000 ladies who read The everything you market to women! What a 
Daily Inquirer . . . and read it with all-inclu- time for scheduling The Inquirer . . . and 
sive appetites for all the wares in the busy, exercising your exclusive franchise . . . for 
bustling stores of Delaware Valley, U.S.A. 420,000 women! 


For all the facts, all the figures, send for the extract of "Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 


Pag Che Philadelphia Inquirer 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
$42 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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—SIGNIFICANT TRENDS — 


Marketing News as Viewed by the Editors 


Business Getting Rosy Cheeks 

All things considered, and the recession given its 
due, business today is healthier, wealthier and 
wiser than it has ever been. Some even say we're 
in the beginning of a new boom. 


The upward tilt of the economic see-saw is en- 
couraging and 1959 could very well turn out to be 
a truly fine year —a year that puts color back into 
the pallid cheeks of business. 


Capital spending will be up 7% this year over last, 
says McGraw-Hill. Most significant, a record sum 
— $6.8 billion — is going into modernizing obsolete 
plants and equipment. 


The production index is at a new high. So is per- 
sonal income, retail sales. Housing starts are 
breaking records. New car sales are purring along 
and optimism for sales of 1960 cars — which go on 
sale this year — is at a peak. 


Even corporate profits are showing a significant 
gain! 


Consumer spending is on the increase. Vacation 
travel is expected to jump 10 to 15% this year. 
Leisure and recreational products may possibly 
enjoy record-breaking sales. Appliances, long in 
the doldrums, seem to have new wind in their 
sales. 


The rate of business failures is dropping while, 
at the same time, the number of new incorpora- 
tions is increasing. Gross National Product, de- 
. spite the effect of a still-critical ratio of unem- 
ployment, is pushing toward the half-trillion-dollar 
mark. 


Business appears to be bright-eyed and bushy- 
tailed and few signs of its recent illness are any- 
where to be seen. 
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People Do Buy in Summer 

Children’s books and games, it had been assumed, 
sell only in the winter. Because, obviously, during 
the summer children are outdoors and mothers 
don’t buy books and games for them. 


Sounds logical, doesn’t it? But look what hap- 
pened to Whitman Publishing Co. sales when 
variety stores tried automatic stock control that 
called for re-ordering when inventory dropped to 
a pre-determined point, whether or not the manu- 
facturer, the buyer, the manager or counter-girl 
felt that re-orders would be justified: 


“Our sales rose sharply immediately after school 
closed,” said C. W. DeWitt, Whitman’s president, 
in a recent article in Variety Store Merchandiser. 
“And they kept climbing until early August. July 
sales were second only to December. This oc- 
curred when automatic re-ordering left the cus- 
tomer to decide for herself . : . with no pre- 
judgment by other influences.” 


30 Years Below Zero 

In a brief span of three decades, frozen foods have 
quietly revolutionized U.S. living. Today, there 
are 1,600 processors who pack annually more than 
4.5 billion pounds of quick-frozen foods. Total 
retail value is almost $2.5 billion. Even 20 years 
ago, frozen foods as an industry was only 7% its 
present size. 


Reading, Writing and Rhetoric 

Members of the Sales-Marketing Executives of 
Chicago, Inc., say that they would put emphasis 
on the following five courses if they were entering 
college now: (1) public speaking; (2) psychology: 
(3) sales management; (4) English; (5) salesman- 
ship. Interestingly, 88% of the members of this 
club have some college training. 


ee SIGNIFICANT TRENDS —<continved) 


Every Cow Can Be Contented Now 

Whether or not Carnation’s cows ever were more 
“contented” than, say, Borden’s, the idea seems to 
have been that better-adjusted bovines gave more 
freely of non-curdling milk. 


Probably, Carnation Co. was not pleased to learn, 
recently, that the miracles of modern science can 
now make all cows (and steers and sheep and 
other creatures) happier with their lot. But to 
farmers and stock-raisers, who don’t care which 
brand bears their end product, animal tranquiliz- 
ers are money in pocket. 


If human tranquilizers can become a $200-million- 
a-year business, without directly adding to our 
waistline, what are the potentials of tranquilizers 
which do put more meat on the hoof? 


SM’s aggie-economists report that two types to 
combat worry and neuroses in our fourfooted- 
friends have been put on the market: One—Trilefon 
of Schering of Bloomfield, N. J.—is injected en 
route to market, to keep animals from worrying 
away many saleable pounds. The other—Tran-Q 
of Pfizer of Brooklyn, N. Y.—is added to animal 
food on the farm to make more meat. 


The aggie-economists estimate a $2 million annual 
potential for Tran-Q among the eight million cattle 
in the country, and a $6 million potential in the 
same market for Trilefon. 


We forgot to ask what all this means to the little 


lambs and piglets. 


No Product Sells Itself 


Suppose you had a product that would benefit 
anyone using it. And, not only was this product 
needed by every man, woman and child, but this 
need had been recognized and voiced by these 
very prospects. Would you fire your salesmen, 
cancel your advertising and sell by postcard? 


Harken to these words from a recent newsletter 
put out by Richard Manville Research, Inc., New 
York City: 
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“Next time you wonder why more people ignore 
your brilliant, expensive advertising and don’t buy 
X cans of beans, look at these facts-of-life figures 
on a vitally important “product”—Salk Vaccine. Its 
“benefits”: to save human life from crippling polio. 
Sounds like a cinch to “sell”—considering its value. 
Yet, note these facts: 


“Despite three years of publicity efforts by the 
National Foundation, The American Medical As- 
sociation, the U.S. Public Health Service, and all 
the hundreds of millions of dollars of publicity on 
TV, radio, in newspapers, magazines (including 
free shots to those requesting them), more than 
half of the population has not gotten the Salk vac- 


cine vaccination! 


“Out of America’s 175 million people, 98 million 
(56%) have not had any Salk shots; four out of 
seven Americans have still done nothing.” It takes 
constant, consistent sales effort to get people to 
act—even for their own good! 


INTERESTING, IF NOT SIGNIFICANT .. . 


“Continued on Page 43, Column 2,” said the last 
line of a Stadler Fertilizer Co. ad in a recent issue 
of The Cleveland Press. Sure enough, on page 43 
were the final two paragraphs of the advertise- 
ment. An inexpensive way to become a “multi- 
page” advertiser . . . The nation’s 13,000,000 left- 
handed people will no longer have to blister their 
hands with right-handed pinking shears. Singer 
Sewing Machine Co. has now introduced a chrome- 
finished pair for southpaws, “the first pair in home- 
sewing history” . . . Shopping centers, a postwar 
phenomenon, accounted for 15% of total gross 
retail sales last year—$30 billion worth . . . Sales 
volume in the packaging industry will approach 
$16.5 billion this year, a 10% growth over the 
1958 total, says R. A. Hickman, manager of mar- . 
ket planning for the Dobeckmun Co., Cleveland, 
a division of Dow Chemical Co. . . . McGraw-Hill 
estimates that it would cost $35 billion to replace 
all facilities that manufacturing companies con- 
sider obsolete. For all business the cost would be 
$95 billion. 
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Knoll Associates advertisement prepared by The Liowe Company 


*k “The influence of this New Yorker campaign is strongly felt 
in every Knoll showroom throughout the United States...” 


Satu fe Kull President, Knoll Associates, Inc. NEW YORKER 


MAGAZINE 


He swapped stoves 
or vegetables...and built 
a business in millions 


How—even in tough times—a 
special knack for selling keeps 
Tappan on the rise 


Tappan President W. R. Tappan, 


the third generation of success 


“One basket of beans, six bushels of corn, three 
pounds of cornmeal...” 


Seventy-eight years ago the late W. J. Tappan sold his 
cast-iron cooking ranges the best way he could- 

often by barter. With his inventory packed into a 
wagon, he made the rounds of the Ohio River Valley 
swapping his stoves for fresh vegetables, plus whatever 
cash the thrifty farmers’ wives would scrape together. 


From this humble start, the. Tappan Company has 
grown into the largest independent manufacturer of gas 
and electric ranges for the home. 


Tappan has grown by inventing and marketing better 

products. It developed the more conven- 
ient, divided cooking top, the “see-through” 
oven door and the chrome-lined oven, 
which made cooking easier and got better 
Tappan brought 
out its “Fabulous 400” which it called “the 
first new step in range designing in 

years.” This space-saving range hang gs 


results. More recently, 


from the wall or sits on a cabinet, the 
oven is at eye level and the burners recess 
like drawers. 


Tappan’s search for better methods ex- 
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tended to its advertising, too. As a result, it succeeded— 
in the middle of a prolonged recession for the rest of 
its industry — in setting new sales records. 


How Tappan tapped the world’s largest selling force 


As much as two years ago, the appliance industry had 
slowed down drastically. People were in no mood to buy. 
And dealer enthusiasm, the very bloodstream of the 
appliance business, was drying up. 

Sensing the buyer resistance ahead, Tappan asked its 
agency, Ketchum, MacLeod & Grove, to re-examine and 
strengthen its advertising program. 


The advertising agency made one addition to the 


achedule. For the first time, it used the Reader’s Digest 


—making the Digest the base of Tappan’s 
national advertising. 

Even before the advertising appeared, 
the Tappan sales force—a realistic, experi- , 
enced staff that works solely on commission 
— responded enthusiastically and spon- 
taneously. They expected great support 
from a magazine with the readership 
and faith of 35,000,000 people. 

After Tappan offered its “Fabulous 400” 
and Gold Ribbon Ranges in the September 
Digest, this optimism proved more than 
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justified. Seasoned dealers— who handled the products 
of many companies — sensed a boom-in-the-making. 


President W. R. “Dick’’ Tappan tells what followed: 


“The Digest advertising in our new marketing program 
seems to be the ingredient that touched off a new sales climb. 
The Digest was the only magazine we used in September. 
Orders from dealers speeded up after that . . . and dealers 
even mentioned the advertising in their orders. By the end 
of 1957, our range sales hit an all-time record high . . . while 
appliance sales were generally down 10%.” 


The sales rise that followed Tappan’s advertising in 
Reader’s Digest was no coincidence—as 1958 showed. 
Last year, after experiencing the pulling power of the 
magazine, Tappan increased the frequency of its Digest 
advertising. By year-end, while the industry continued 
down 9%, Tappan sales shot up another 20°! 

The Digest contributed four unique advantages to 
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Tappan’s remarkable sales rise. Companies in many in- 
dustries are taking advantage of the same four benefits. 
1) The largest proven audience that can be bought any- 
where. It is larger than any other magazine; larger than any 
newspaper or newspaper supplements; larger than the average 
nighttime network television program. 
2) The largest quality audience that ean be found. The Digest 
has more readers in every income, occupational, or interest group 
than any other magazine. And the higher the income group, the 
greater the Digest’s share of the reading audience. 
3) Discrimination in the advertising accepted. The Digest 
alone of major advertising media accepts no alcoholic beverages, 
no cigarettes or tobacco, and no patent medicines. It accepts only 
advertising that meets the highest standards of reliability. 
4) Belief in what the magazine publishes. People have faith 
in Reader’s Digest, in its editorial and advertising columns alike. 
In Reader’s Digest, you reach the best part of America 
—intelligent, prosperous families whose enthusiasm for 
product can insure its success. And you can do 
economically and effectively. 


People have faith in 


JReaders Dige st 


Largest magazine circulation in the U. | 
Over 11,750,000 copies bought oar 


10 
CANDLES 
IN 
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DARKNESS 
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WLW-C 
Television 
Columbus 


2 of the 6 dynamic 


WLW-D | wlw stations 


Television 
Dayton 


Here’s the 


¥ 


way to ALL“ 


of the Big..... 


Via circulation that stems from 
no other source but a 
editorial product 


THIS is the book that 

is edited for, 100% 

paid for, and read by 

the engineers and con- 

tractors who identifiably 

do heating, piping and air 

conditioning work . . . the ones 

who specify and buy. Singly, or 

in combination, these factors (shown 

above) purchase-control every job in the 

industrial-big building field. Your advertis- 

ing in HEATING, PIPING & AIR CONDITIONING 

meets them face-to-face plus the leading 

wholesalers and OEM’s. Pure circulation... 

responsible circulation! Don’t settle for less. Choose 

HP&AC — well worth your advertising dollar because it 

has proved well worth the reader’s dollar. e Highest quality 

100% paid ABC circulation. e Leads in number of editorial 
pages. e Leads by over 2 to 1 in advertising volume. e Has more 
advertisers and is used on an exclusive basis by more advertisers. ; Zz 
KEENEY PUBLISHING Co., 6 N. Michigan, Chicago 2, Illinois, @ @ 
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LETTERS 


TO THE EDITORS 
EE 


how many is too many? 


First, I want to state that I am 
not an advertising man, but my 
reason for taking Sales Manage- 
ment is that I want to know as 
much as possible about advertising 
without becoming an advertising 
person. 

We sell everything that is used 
inside a funeral home . . . Most of 
our sales are repeat sales. 

We do a direct mail advertising 
campaign as well as advertise in 
trade journal magazines. We pub- 
lish a monthly publication which 


gives technical information to em-’ 


balmers and funeral directors, and 
when we send out this technical 
bulletin we also include in the bul- 
letin direct mail advertising. We 
have as many as five of these dou- 
ble flyers included in each mailing. 
Before we used the double flyer, 
we used a single flyer or a flyer just 
half this size and sent five of them 
in each mailing. This technical in- 
formation and flyers every third or 
fourth month goes to every funeral 
home in the United States. .. . 

Some people are of the opinion 
that five of the single flvers, that is 
one-half of the fiver, is sufficient 
quantity to include in this third 
class mailing. Others think that we 
need five of the double-size flyers. 
Some claim advertising people say 
between three and five inclosures 
in a mailing is all that is necessary 
to obtain good returns. Others feel 
the more you offer a customer such 
as ours, the better opportunity you 
have of making a sale. 

I am wondering if you have any 
opinions as to the number of pieces 
that should be enclosed in a third 
class mailing. 


C. O. Brown, SM 
East-Midwest Division 
Funeral Division 
The Champion Company 
Springfield, Ohio 


> Attention, Sales Management 
readers: Any suggestions? Send 
your ideas to Editor, Sales Manage- 
ment, 630 Third Ave., New York 
i, 3. 


tell us about us 


Thanks for the tearsheet on 
Hawaii. [Sales Management, April 
17 issue, “Today’s Advertising.”] 
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I’m basing an editorial on it to go 
in the next few days. 

When your marketing figures on 
Hawaii come out, I'd be grateful 
if you’d shoot me an airliner on 
them, as we'd like to give them a 
real play, with credit, of course, to 
your excellent publication. 


George Chaplin 
Editor 
The Honolulu Advertiser 
Honolulu, Hawaii 


sleds as bait 

I was very interested in an edi- 
torial which appeared in vour Feb- 
ruary 6th issue entitled: “What 
You Have to Do with Bait Ads.” 

In our well known Flexible Flver 
line of sleds, we are faced with the 
same problem as is referred to in 
this editorial and would be verv 
interested in receiving additional 
information relating to it, particu- 
larly are we interested in the ad- 
judication of the suits that have 
been filed. 

In order that our counsellors may 
keep abreast of this situation, would 
it be possible for vou to inform 
me in which states these suits have 
been started and if possible the 
names and addresses of the attor- 
nevs who started them? 


W. H. Adams 
Domestic Sales Manager 
L. Allen & Co., Inc. 
Philadelphia, Pa. 


&> Suits in Minnesota, Washing- 
ton, New Jersev, California, In- 
diana and Kentucky have been 
handled by Herbst and Herbst, 521 
Fifth Ave., New York 17, N. Y.., 
through local counsel. In most 
cases complainant, Necchi Sewing 
Machine Sales Co., has secured in- 
junctions making further violators 
liable for contempt citations and 


fines 


six-month reserve program 

It was with great interest that 
I read vour April 3 feature en- 
titled: “Which Comes First, a Sales 
Kit or a Gun.” There seem to be 
some discrepancies, however 

There is no mention in the story 
of the popular 6-month Reserve 
Program. This has proved the ideal 
answer to many young men plan- 


Heinn now offers you a 
complete line of custom- 
styled binders and index- 
es, at a wide range of 
prices. No matter what 
you need, Heinn’s im- 
proved manufacturing 
facilities guarantee im- 
mediate production of the 
one binder that’s right for 
your job. Prices are low 
to moderate, depending 
on your preference in. 
workmanship and 
materials. Ask for a 
quotation — and SPECIAL... 
you'll be Heinn’s next pen at 
customer! 


The 


Sales Zone 7-E 
326 WEST FLORIDA STREET 
4004 MILWAUKEE 4, WISCONSIN 


An exciting new adventure in 


INNER SPACE 


. at Chicago's 
: * newest hotel 


NY 


ON 


AY y\V aaa 


ET 


CHICAGO’S Executive House, a new ultra-modern 
40-story skyscraper with drive-in garage, ideally locat- 
ed on the edge of the famous loop, introduces many 
innovations that add new dimensions to luxury hotel 
living. The Executive House sets new standards for 
America’s most pampered guests. 


Write for Colorful Brochure 


Excccbae House 


Dept. S 71 E. Wacker Dr., Chicago 1, Ill. 
A. M. Quarles, General Manager 
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THE TROY RECORD 
THE TIMES RECORD 
TROY, N. Y. 


ning their scholastic or business fu- 
tures. The man enlists in a Reserve 
unit of his choice, serves six months 
at a nearby camp (Fort Dix for 
New York City residents, for ex- 
ample), then returns to serve via 
weekly meetings and two weeks in 
the summer. His total time obliga- 
tion is no more than that of the 
enlistee or draftee and he spends 
only six months away from home. 

Would appreciate your inform- 
ing your readers of this overlooked 
angle. 


Edward P. McGrath 
First Lieutenant 
U.S. Army Reserve 


we love our city 


We were delighted to recognize 
the attractive picture of the Jack- 
sonville skyline used in the Rail- 
way Express Agency ad on page 
25 of your March 20 issue . . . in 
spite of the fact that the neon signs 
of some of our best clients were 
carefully concealed. 


Eve Heaney 
Account Secretary 
Newman, Lynde & Associates, Inc. 
Jacksonville, Fla. 


problem we hate to face 


Sales Management magazine (is- 
sue of March 20, 1959) had an 
article that interested many of our 
sales executives. That article was 
“The Sales Problem We Hate to 
Face” by Mr. M. J. Butler, Jr., 
sales promotion manager, The Di- 
versey Corp. 

We would like to put Mr. But- 
ler’s thoughts and words in the 
hands of our own salesmen and 
would appreciate your approval to 
reprint this article (with, of course, 
appropriate credit lines) and dis- 
tribute it to our Sales Organiza- 
tion. 


H. L. Hayward 
Manager—Dealer Department 
The Goodyear Tire & Rubber Co. 
Akron, O. 


Would you be good enough to 
give us 4,000 reprints of the article 
by M. J. Butler, Jr., the sales pro- 
motion manager of The Diversey 
Corp., that appeared in your March 
20th issue? 


Thomas A. Crowley 
Assistant Sales Manager, 
Hospital Division 
Johnson & Johnson 
New Brunswick, N. J. 


SALES MANAGEMENT 


05 


SURSEESEsee. eee 


monger ery 


{AOU NOIRE na ana ERIS I 


hs 


Thiet 5 


mai si Fj 


Wiis. 


In Los Angeles, women who know 
their onions shop first on First Street 


You can’t fool a woman about food, or food buys, 
or the best place to find ’em. 

Must be why The Los Angeles Times is currently 
carrying more than 90% more retail grocery linage 
than the second ranking metropolitan newspaper .. . 
or, to put it another way, more than the third and 
fourth newspapers combined. 


First in the nation’s No. 2 market 


MAY 15, 1959 


And retail grocery ads are a sure gauge of a news- 
paper’s effectiveness. Women shop them... act on 
them now. This morning’s ad moves merchandise, 
rings cash registers, this morning. 

If you’re a media man who knows his groceries, 
chances are your schedule already starts on First 
Street in Los Angeles. That’s where The Times lives. 


Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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Gair folding cartons... 


make your product the 
big attraction in every market! 


When it comes to your customers—make a good first impression that lasts! 
And when you use Gair cartons, here’s what goes to work for you: All of Gair's 
integrated services, including unparalleled research, vast timberlands, board and 
fabricating mills, and of course the most modern graphic and functional design facilities 
in the industry. Buy the carton that's the big magnet in your market—call on Gair today! 


~ 
at GAT R BOXBOARD & FOLDING CARTON DIVISION 


CONTINENTAL € CAN COMPANY 


530 FIFTH AVE., NEW YORK 36, N.Y. 


Packaging our gross national product has 
grown to be a fifteen billion dollar business 
annually. Why? Because there is a constant 
demand for improved packaging methods in 
almost every phase of business. At Dow, 


<> | CHEMISTRY . . . rich new vein of better packaging ideas 


packaging chemistry is proving to be a vital 
source for ideas on how to make more effi- 
cient packages at lowest costs. Some recent 
developments from the chemistry of packag- 
ing are shown here for your inspection. 


New Low-Cost Film Gives 


Soft Goods Hard Sell 


Soft goods manufacturers are bene- 
fiting today from Trycite*, a product 
that wasn’t even on the drawing boards 
a few short years ago. This is the result 
of taking polystyrene’s well known ad- 
vantages in rigid packaging and apply- 


ing them in flexible film form. 

Trycite holds up under rough han- 
dling and retains its sparkling clarity 
without wrinkling . . . properties soft 
goods manufacturers have been look- 
ing for a long time. What’s even more 


HOSUERY 


important, this “breathing” type poly- 
styrene film does its job at low cost. So 
low, in fact, that dozens of soft goods, 
meat, produce, baked goods, gift wrap 
and window envelope makers have 


become satisfied users in the past year. 
TRADEMARK OF THE DOW CHEMICAL COMPANY 
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TWO MORE PACKAGES 


THE BIG DIFFERENCE Styron® 


makes in ice cream containers is visual. 
Not only do these shiny rigid containers 
look good, they let the natural goodness 
and quality of the product show through. 
One ice cream manufacturer increased 
sales 50% when he switched from con- 
ventional cartons to Styron. 


THE BIG DIFFERENCE sarAn 
WRAP* makes in food packaging is 
tangible. This satin-soft protective film 
looks and feels good . . . makes cus- 
tomers instinctively reach for products. 
SARAN WRAP has sparkling clarity, low 
moisture-vapor transmission and excellent 
resistance to fat, grease and oil. It's the 
same wrap millions buy in the familiar 
green package for daily household use. 


*TRADEMARK 
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NEW COATING 


makes good films even better 


Conventional plastic packaging films 
can now be improved for much broader 
application simply by the addition of 
SARAN resin coating. This product of 
Dow packaging chemistry reduces and 
sometimes eliminates certain limitations 
of such materials as polyethylene, cel- 
lophane, polyester film, aluminum foil. 
A thin coating of SARAN resin on pack- 
ages like those shown here keeps flavor 
and freshness locked inside. SARAN 
resin also gives polyethylene bottles 
and tubes added impermeability to 
grease, oils, acids, bases, and many 
organic liquids and vapors. For extra 
performance and extra sales, you'll 
find the small extra cost of SARAN 
resin coating well worth adding. 


FRAGILE PARTS 


get shockproof cradle 


Now even the most intricate con- 
voluted shapes can have custom- 
tailored, contour shockproofing, thanks 
to Pelaspan®, which is made from ex- 
panded polystyrene. Pelaspan expand- 
able beads can be molded to fit any 
shape. Pelaspan assures delicate, fragile 
products the shockproof, lightweight 
packaging they need to survive ship- 
ping and handling. It’s especially good 
when you have to get expensive prod- 
ucts there safely—like the sensitive 
broadcast TV microphone in the pic- 
ture. And clean, white Pelaspan makes 
an ideal display package after the 
product arrives. 


Dow has geared the broad scope of 
its facilities and materials knowledge 
to serve industry's needs for better 
packaging. Perhaps some of the pack- 
aging ideas we're working on now 
would be right for your product, or 
your packaging problem. We'd be 
happy to talk to you about it soon. 


DOW PLASTICS BASIC TO PACKAGING 


Molding Materials ¢« Films e Film Resins 
Sheeting e Coatings 7 Expandable Beads 


THE DOW CHEMICAL COMPANY 


MIDLAND, MICHIGAN 


“SECOND 


can be beautiful” 


Bin Junior showed his hooves 
to every horse but one in the 
Carolina Cup roce at nearby Com- 
Jen and wound up with money 
and fame. Here each year over 
25,000 people gather to salute 
spring, picnic, party, and some- 
mes watch the races in one of 
the nation’s most colorful social 


and sporting events 


South Carolina’s more than 2'% 
million citizens cannot possibly be 
covered by the first TV market 
stations alone. WBTW offers you 
easy access to South Carolina’s 
second sociable million, united and 


made amenable to your mes- , a South Carolina’s 
dynamic young 

sage by first class television : Governor E. F. 

Hollings congratu- 

‘ es Tommy 

aii ~ Walsh, rider of 

competition. Check NCS #3 eo Bin Junior, in the 

totals for South Carolina TV sta- 1959 Carolina 
Cup Classic. 


service, largely free from effective 


tions. We'll make book you'll 


agree “Second Can Be Beautiful.” 


Serving South Carolina’s SECOND Biggest TV Market 


UJ BTUJ amy am 


FLORENCE, S.C. 


130,520 
118,680 


117,210 


Tue JEFFERSON STANDARD 
BROADCASTING COMPANY 
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One of Today’s Major Trends: 


The Reshuffling 
of the Corporate 


Organization Pattern 


Marketing Director 


New management units, new titles, new lines of authority, are 


reported from a wide front as boards and management com- 


mittees seek new internal strength to meet today’s competition 


and to achieve the bigger sales and profit goals of tomorrow. 


les going on everywhere: the re- 
making of the corporate organization 
structure. 

It involves creation of new func- 
tions, consolidation of functions, sepa- 
ration of functions, new lines of 
authority. 

In many, if not most, of these cases, 
marketing and sales, advertising and 
promotion are getting primary atten- 
tion. So also are research and devel- 
opment. 


Behind this movement is a 
whole complex of reasons. Among 
them: 
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Companies are just outgrow- 
ing their frameworks. 


Diversification is creating long- 
er and longer lines of products 
serving a wider and wider variety 
of markets. 


Many a company, now in an 
advanced stage of production ex- 
pansion, is facing an urgent ques- 
tion: how are we going to sell 
all we can make? 


Costs have risen so rapidly that 
managements everywhere are 


seeking ways to make outgoing 
dollars work harder. 


With longer lines of communi- 
cation, coordination has become 
a major problem. 


The marketing concept philoso- 
phy is gaining wider acceptance. 


The ’58 recession created a 
sense of urgency for making or- 
ganization changes (perhaps long 
contemplated) which would help 
business reverse the unfavorable 
trend. 
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The extent to which top manage- 
ment has been and still is preoccupied 
with study of corporate structure as a 
factor in attaining sales and profit 
goals (both short and long range) is 
reflected in scores of the new annual 
reports to stockholders. 

The spread of the marketing con- 
cept idea for example, is exemplified 
in the reports of such diverse com- 
Ward Baking, Endicott- 
Johnson, Spector Freight System, and 
Chemstrand. 

Ward (net sales, 1958: $104,593,- 
714, slightly up over °57) tells share- 
holders that it has adopted “a fully 
integrated marketing approach.” R. 
Arnold Jackson, president, says, “In 
recognition of the differences in the 
problems involved, and the objectives 
to be attained, in the distribution, sale 
and advertising of the company’s 
bread and cake lines, the Marketing 
Organization and program were re- 
aligned to provide over-all marketing 
emphasis by product line. In keeping 
with this approach, each product line 
now has its own marketing group and 
program, as well as its own advertising 
agency an accelerated program 
for the marketing of new products 
was established.” 

Endicott Johnson (net sales, 1958: 
$134,553,027, down about 11% mil- 
lion from °57) has created a new mar- 
keting division “to coordinate styling 
activities, better interpret consumer 
demands, and supply customers with 
additional service.” 

Spector (in 1958, $43 million, rec- 
ord high with record profit) expanded 
a former sales division into a market- 
ing division through the addition of 
traffic and market research functions. 
“New positions were established with- 
in the division to maintain top man- 
agement’s close relationship to cus- 
tomer and public relations activities.” 

Chemstrand (net sales, 1958: $172,- 
969,000, up 18% over ’57), a leading 
maker of chemical fibres, is another 
company that moved additional func- 
tions into the marketing division. In- 


panies as 
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cluded there now are market plan- 
ning and development, applications 
research, and traffic, “in addition to 
realignment of and improved provi- 
sion for other functions.” 

Chemstrand calls its structural re- 
visions “a major reorganization.” Two 
new top management posts were cre- 
ated, those of executive directors for 
Nylon and Acrilan. These men report 
to the president. 

One move was made in the direc- 
tion of simplification: consolidating of 
staff departments into three units and 
grouping of the manufacturing and 
engineering divisions and develop- 
ment activities into a single division. 

Says President Edward A. O'Neal, 
Jr., “These organization changes are 
producing significant benefits to the 
corporation, and they should con- 
tinue to increase the effectiveness of 
management members, both individu- 
ally and as a team.” 


& The Coleman Co., which sustained 
a net loss of nearly a million dollars 
in 1957 (on net sales of $34,876,000), 
reported a $1,265,000 profit for 1958 
on net sales of $35,730,000. Sheldon 
Coleman, president, attributes the im- 
provement to the new setup adopted 
in 58, one which established divisional 
organization. The company’s various 
products are now grouped into a Heat- 
ing and Air Conditioning Division, an 
Outing Products Division, and a Mo- 
bile Homes Division, each with its 
own specialized personnel. President 
Coleman points to “more power in our 
selling efforts” generated as a result 
of the shuffle . . . achieved “in spite 
of severe competitive conditions in- 
tensified by the price war which has 
plagued the heating and air condi- 
tioning business in recent years.” 

Marketing is much on the minds of 
top management at Bucyrus-Erie, one 
of the companies that is seeking “more 
flexibility and specialization of effort 
by the various divisions” through 
greater decentralization. The company 
sustained a sharp set-back in sales 
volume in 1958: net sales down to 
$59,070,211, compared with $88,252,- 
683 the year before. 

Chairman William L. Litle and 
President Robert G. Allen report to 
shareholders that “ . . . while adoption 
of new measures has been accom- 
plished only in varying degrees, many 
benefits are already apparent. It is 
believed that ultimately the results 
will become even more evident in 
additional engineering and design 
achievements as well as greater sales 
volume. Great emphasis is being given 
to the promotion of our products and 
to a more intensive examination of our 
present and potential markets.” 


Another industrial, Alco Products, 
Inc. moved further toward decentrali- 
zation. ($138,369,000 in 58 vs $160,- 
628,000 in ’57.) “Key among these 
moves was a change in Alco’s mar- 
keting functions, which were made 
the responsibility of the two product- 
division vice presidents,” the manage- 
ment explains. Objectives: “to better 
coordinate production, service and 
field-sales efforts.” 

Allied Chemical Corp. has created 
separate divisions to handle building 
materials, and plastics & coal chemi- 
cals. Other moves were made _ to 
strengthen the divisional organiza- 
tions. Management reports that “In 
some areas there has been a consoli- 
dation of services—legal, traffic, ac- 
counting, credit—freeing the division 
management to concentrate on their 
prime functions of research, manufac- 
turing, and marketing.” (For Allied: 
$635,500,000 in ’58 vs $693,100,000 
in 57.) 

Dresser Industries, already decen- 
tralized, feeling the need for more 
effective liaison between the parent 
company and the operating units, has 
created executive vice presidential 
and operating vice presidential posts 
to work directly with operating com- 
pany managements and “to assist them 
in planning for growth.” “This move,” 
say the company’s two chief execu- 
tive officers, “has made it possible for 
Dresser top management to devote an 
increasing proportion of its time to the 
all important task of long range plan- 


. ” 
oO 
ning. 


> Apparently any management the- 
ory has a point of diminishing re- 
turns. Not everyone is decentralizing. 
Some have found it more advan- 
tageous to integrate. 

One example is Daystrom, Inc., 
which during the year pulled together 
under one management three of its 
divisions in the industrial instrumen- 
tation field. This is the why: “This 
important move was made to bring to- 
gether the varied aspects of Day- 
strom’s industrial instrumentation ac- 
tivity into a single strong unit. In 
sales, it permits the presentation of 
the entire group of industrial prod- 
ucts and capabilities to customers. In 
engineering, the combination increases 
the internal exchange of technical 
know-how, and provides more effi- 
cient direction of development efforts. 
In manufacturing, accounting, and 
personnel functions, duplication of ef- 
fort is being minimized and cost re- 
ductions effected through unification 
of facilities and personnel.” (Day- 
strom’s sales were up from $75 million 
in ’57 to $82 million in 58, but net 
showed a decline.) 

(continued on page 84) 
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BY HARRY WOODWARD 


The Yankee Banana Touter 


It took H. Gordon Scowcroft almost 
20 years to discover it. “It” being that 
since people must eat, the food busi- 
ness is a pretty stable bet. And so, 
after a decade with Campbell Soup 
Co. (his last job there was di- 
rector, marketing development), neat 
steely-eyed Scowcroft has joined the 
banana people—United Fruit Co.—to 
head its newly-created post, v-p in 
charge of marketing. If all this makes 
Scowcroft sound like he’s getting on 
in years, herewith a salient point: He’s 
44. But he began work, summers, 
when he was a school boy and later 
tutored lads who weren't as smart as 
he. His first real job was as assistant 
to the head of the Department of 


Meet National Business Publication’s 


as Peter M. Fahrendorf takes 
over as Chairman of National Busi- 
ness Publications (famous for its “State 
of Nation” dinner, held annually in 
Washington, D.C., where NBP makes 
its home), the organization is thriving. 
But Peter 


born gentleman, like so many of his 


Fahrendorf, a Missouri- 
state’s native sons, “has to be shown.” 
He'll keep a canny eye on the activi- 
ties of this big group of influential 


publications. He's president of Jew- 


elers’ Circular-Keystone and a v-p of 
Chilton Co., which publishes the 
magazine, and a Chilton director. . . . 
Fahrendorf started in retail business 
with the Campton Commercial Co., 
Ely, Nevada, a long way from Mis- 
souri. Later he was advertising man- 
ager for Brown Shoe Co., Inc. It was 
from this job that he moved into 
business magazines — as circulation 
manager for Chilton’s Boot & Shoe 
Recorder. He’s a former publisher 


Business and Engineering Administra- 
tion, M.LT. And his first big-company 
job was with Lever Brothers Co. Most 
of his career has been bound up in 
market research. Before he went to 
Campbell’s he was Lever’s director of 
consumer research. (To this day his 
wife hates to take him into a super- 
market: He breathes down the necks 
of housewives as they shop.) He was 
a member of the top marketing policy- 
forming committee at Campbell. Now 
this native New Englander is going 
home: He'll be at United Fruit’s Bos- 
ton headquarters where he'll work on 
long-range plans to keep United Fruit’s 
stock in trade on your household’s 
marketing list. 


Chairman 


of Department Store Economist, Opti- 
cal Journal & Review of Optometry. 
Strangely enough, he’s a graduate of 
Missouri School of Mines—though he 
never planned to be a miner. The 
Fahrendorfs — who have ten grand- 
children — have two sons, two daugh- 
ters and live in Scarsdale, N. Y. They 
also have a home in Miami. Mr. Fahr- 
endorf is a past president of Jewelers’ 
24 Karat Club of New York and a 
member of the American Gem Soci- 
ety. 


Every Year: 100,000 Space Age Miles 


Except for three years as president 
of P. Lorillard Co., Robert M. Ganger 
has spent his entire business life in 
ad agency work: Now he’s earned his 
spurs. He’s the new chairman of the 
powerful 4 A’s, the American Asso- 
ciation of Advertising Agencies. Intel- 
ligent, easy-to-talk-with Bob Ganger 
gets paid well for doing well as chair- 
man of the board and of the executive 
committee at D’Arcy Advertising Com- 
pany. Under Ganger’s thoughtful di- 
rection it has nearly doubled its bill- 
ings (despite such difficulties as losing 
the Coca Cola account) to $59 million 
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in 58, a current rate 25% higher. He 
logs 100,000 business miles a year. 
Ganger was born in Greenville, Ohio, 
birthplace also of such luminaries as 
Norman Vincent Peale, Annie Oakley, 
Lowell Thomas. He always intended 
to be an ad man, went to Ohio State 
University and majored in marketing 
and psychology as a leg-up. Then he 
went to work as a trainee with Geyer 
Advertising, Inc., Dayton. It then had 
such accounts as National Cash Regis- 
ter Co., Frigidaire, etc., and young 
Bob worked in all departments—copy, 
research and contact. In ’36 when 


Geyer moved to New York, Ganger 
came along—as full partner. Later he 
went to Lorillard. Under his regime 
the company became the first manu- 
facturer to get cigarets going full blast 
in food stores (by using a wire rack 
display-dispenser). Ganger, who is also 
sometimes called the father of Kents, 
now smokes Marlboros. Late in ‘53, 
after a retirement because of illness 
he bought an interest in D’Arcy .. . 
At 55 he'll direct the A.A.A.A. It’s 
33 years old, embraces more than 300 
agencies which do about 80% of all 
national advertising. 
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“NEVER—NO, NEVER do we overload a dealer,” says VP George 
Kinst (left in photo). Here a driver-salesman reports on introduction 
of new cockie. Company frowns on price lures to sell product. 


How Mother's Cookies 


Crumbled the Competition 


The net of it: They safeguard quality and freshness. They are 


wise in the ways of advertising. They have point-of-purchase 


savvy. The salesmen know their turnover figures. And Mother's 


selling is done in terms of the customer’s selfish profit interests! 


Based on an interview with 
George F. Kinst, Vice President and General Sales Manager 
Mother’s Cake and Cookie Co. 


For those old enough and big 
enough to boast national coverage, 
not all of the most challenging compe- 
tition comes from other “bigs.” 

The USA is full of small-and- 
medium-size companies selling locally 
or regionally, that out-maneuver and 
outsell the national brands in their 
markets. Except for the advantages 
that—at least in some cases—lie in 
shorter distances between factories 
and consumers, the smaller companies 
enjoy no competitive odds. They just 
do a better job of selling. 

A case in point is Mother’s Cake 
and Cookie Co., Oakland, Calif., larg- 
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est independent manufacturer of cook- 
ies west of the Mississippi. 

In 40 years of sparring for position 
both with national brand competitors 
and other local firms. Mother’s has 
gained first place in its oldest market, 
the San Francisco Bay Area. The com- 
pany believes it sells 25 to 30% of 
the total market there. 

In its newest important market, San 
Diego, which it entered 3 years ago 
to find its two oldest foes fairly evenly 
splitting the volume, Mother's, as of 
February 1, 1959, found itself tied 
for second place. 

George F. Kinst, vice president and 


SPECIAL PROMOTIONS PAY. Salesman can usually 
give dealer close estimate of potential sales and 
profit. Past accuracy adds value to predictions. 


general sales manager, says: “We're 
aiming at first place in the San Diego 
market and expect to accomplish this 
objective within three more years.” 

Add to this picture some general 
facts: Mother’s averages about 30% 
of the shelf space in markets served 
by itself and its major competitors, 
who vary in number from four to nine. 

Mother’s sales during the last four 
years have increased by 60%. And in 
1958, recession or no, it did the big- 
gest volume in its 40-year history. 
“Our profit picture is good,” Kinst 
adds. 

The love of a grocer is hard to 
gain, as almost all suppliers will tell 
you. He is so besieged and beset by 
food and non-food manufacturers who 
want a few feet or even a few inches 
of the market’s increasingly precious 
shelf or display space, that he becomes 
wary, skeptical, and hard boiled. How, 
then, is a company with but one 
product—cookies—able to win and hold 
the position Mother’s now enjoys? 
And what makes its executives so 
confident that the company has the 
means of making still stronger inroads 
against competition? 


SALES MANAGEMENT 


STRICT CODE CHECKING insures proper stock rotation. The company’s guarantee 
is ivon-clad: “There’s never a stale Mother’s cookie on any grocer’s shelf.” 
Nor does Mother’s tie up his warehouse space with any excess merchandise. 


The answer: a program which gives 
constructive attention to every aspect 
of marketing, and which never forgets 
to see the retailer’s problems from his 


point-of-view. It covers a lot of 
ground, beginning with quality con- 
trol. 

“Our first and most important sales 
tool is our quality control program,” 
points out Kinst. “It doesn’t end with 
the finished cookie.” Beginning with 
laboratory testing of every ingredient 
used, it follows the cookie just about 
into the consumers mouth. “We're 
not satisfied that the cookie we deliver 
is both good and fresh when the 
housewife buys it,” Kinst observes. 
“We also try to do all in our power 
to assure its staying fresh for a rea- 
sonable time after it enters the home.” 

Quality safeguards start before bak- 
ing begins. Purchases of flour, sugar, 
flavor essences and other ingredients 
have to meet high standards. Testing 
goes on during production and even 
after packaging. Cookies are sampled 
for flavor and aroma. They are broken 
to see how well their crunchiness holds 
up. Packages of each batch of cookies 
are subjected to varying conditions to 
determine their minimum shelf life 

not under ideal conditions, but 
wherever they are to be sold. Chief 
Chemist, Cecil Penny points out: “A 
cookie that tastes delicious in northern 
California. may undergo a _ change 
when sold elsewhere.” The climates 
Mother’s products have to consider 
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include the damp or cold ones of 
Oregon, the varying temperatures and 
humidities of northern and southern 
California, the heat and cold and dry- 
ness of Nevada and Arizona. 

“No customer ever finds a stale 
Mother’s cookie on a store shelf,” is 
the company’s unqualified claim. 

Maintaining this record calls for a 
system of code-dating and stock-rota- 
tion which the company makes the 
responsibility of its corps of 120 
driver-salesmen and 13 district man- 
agers working out of two divisions. 
The date from which a cookie pack- 
age on the shelf of a store must be 
watched is known to these men as the 
“worry date.” If left beyond that time 
it reaches the “sorry date.” There are 
two safeguards against the threat of 
these two dates: 1. packaging, 2. 
Mother’s distribution plan. 

The company has always been pack- 
aging conscious. It was the first to 
use cellophane—back in the 20’s when 
this was a precious material, imported 
from France, and kept in the safe 
at night. Packaging materials are much 
more versatile and available today, 
but Mother’s takes none of them for 
granted. For example, the laboratory 
even checks the moisture content of 
the transparent packaging materials it 
uses (“Too much moisture anywhere 
can dampen cookie freshness.”). In de- 
termining shelf-life of the product, a 
check is made also on the degree of 
fading of the ink on a package, to 


make sure of lasting eye-appeal of the 
famous “passionate purple” packages. 

Crucial to quality seated is han- 
dling. “Our long-haul trucks are a 
part of our quality control,” Kinst em- 
phasizes. The trucks, bearing a family 
resemblance (in mauve and purple 
coloring and in design of advertising) 
to the cookie packages, transport the 
cookies out from the plant to the field, 
using a novel loading plan. Each 
order for a salesman in the field is 
loaded into its own wheeled rack at 
the plant. About four racks per sales- 
man per week is the average. Mini- 
mum handling and elaborate mechani- 
zation for moving racks during trans- 
portation, provide safeguards against 
breakage 

Cookies leaving the plant between 
4 and 5 p.m. on a given day arrive in 
Phoenix, Ariz. or Albuquerque, N.M. 
(two of the most distant territories) 
by 5 p.m. the next day. On the day 
following, they are placed on grocer’s 
shelves by the field men. 

Mother's is one of the few compa- 
nies operating driver-salesmen route 
trucks to the grocers door to sell 
cookies alone. “By thus specializing,” 
points out Kinst, “we are able to do a 
better job for the grocer, helping him 
to increase his volume and profits.” 
But in order to sustain such a pro- 
gram, the company must itself sell in 
volume. How does it gain the 30% or 
so of shelf space it needs . . . and 
usually gets? 


> Grocer’s are shown how Mother’s 
saves money for them, then learn how 
the line can make money for them. 
The first phase of the program has 
three points which retailers see with- 
out much argument: 1. direct delivery 
of merchandise means they do not 
need to warehouse; 2. they do not 
need to spend a minute of their clerks’ 
time on stocking or display and they 
are also saved the arduous task of 
pricing each package . . . 3. Mother’s 
packages, unlike competitors’, are all 
prepriced. With retail sales people 
getting $400 to $500 a month and 
even more, these are telling arguments. 

Grocers know that cookies are a 
high profit item. On Mother's, they 
earn a margin of about 23.1% on the 
selling price, which compares with 
the more usual 8 to 12% on food 
items generally. So they are apt to 
be receptive to the use of promotional 
aids on this merchandise. Mother's 
driver-salesmen have a plan for each 
store, based on experience with that 
store and its clientele, the region, de- 
mand for the company’s merchandise 
and that of competitors, and seasonal 
considerations. Each of the 120 driver- 
salesmen (and the auxiliary distribu- 
tors who operate like company men, 
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with same trucks and overall system) 
call on stores weekly or bi-weekly. 

After checking shelves for “worry” 
and “sorry” date merchandise and re- 
moving packages approaching the 
warning period, the men write up the 
order in the store, fill it from fresh 
merchandise in the truck, and service 
the shelf completely, rotating mer: 
chandise and arranging the display. 
The men are trained in display tech- 
niques for the arrangement of mer- 
chandise in patterns of color and 
cookie type with proven “sell.” 

“This can’t be done by the store’s 
personnel,” Kinst explains, “There is 
no mechanical set-up. Each man 
learns to adjust displays to the = 
cific store, the region and seasonable 
pertinence and appeal.” 

Mother’s sales techniques are in di- 
rect contrast to those of some of 
its competitors -whose salesmen are 
known as “book men.” Such men go 
in, take the grocer’s order and enter 
the order at their plant for delivery 
two or three days later. Often the 
grocer runs out of their brand during 
the interval. Sometimes these drivers 
stock the shelves, sometimes they do 
not 


> Mother’s driver-salesmen are alerted 
to note any item that is not moving in 
a given location. By pulling out slow 
items and putting in fast ones they 
can definitely and demonstrably in- 
crease a grocer’s sales per foot of 
shelf space, resulting in more profit 
to the grocer. 

Mother’s salesmen keep a sharp eye 
out for competing brands which are 
not selling. They are as familiar with 
the code dates of competitors as 
with their own and quickly spot 
drones. It’s pretty effective to be able 
to point to A or B's cookies, say, 
“You've had this . . . and this . . . on 
your shelves for two months, three 
months and it hasn't brought you a 
penny. Why don’t you give the space 
to fresh cookies that MOVE 
Mother’s!” 

“Cookies are sold on a ratio of shelf 
space available,” Kinst points out. “We 
are always aggressively watching for 
an opportunity to get more of the 
shelf . . . the only way is to edge out 
competition.” 

The salesmen know this well. And 
in case any become inattentive or 
lazy, the district manager is likely to 
drop by a store and do a little code- 
date checking himself. No wonder the 
competing salesmen refer to Mother's 
men (of the “passionate purple pack- 
age”) as the “lavender hill mob”! At 
times they feel surrounded. 

Mother's stages promotions periodi- 
cally which build volume and profit 
and leave the grocer with no heldover 
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stock. This last is important and al- 
most unique. Many manufacturers of- 
fer dealers effective displays and pro- 
motion opportunities but sometimes 
fall down on —emer and mop- 
up. Retailers have even been known 
to complain that they were left hold- 
ing the bag. Promotions that will 
sell are just the beginning, as Mother's 
sees it. In addition, each salesman 
adapts a given campaign to the store. 
Mother’s scores on its promotions in 
several ways: direct delivery and the 
close relationship existing between 
salesman and grocer makes it a simple 
matter to stage the promotion and put 
the merchandise in the store when 
the merchant wants it. Only specified 
amounts are delivered. It is not neces- 
sary to tie up any of the grocer’s ware- 
house space. 

Long experience with a given lo- 
cality and store makes it possible for 
Mother’s men to forecast what a dis- 
play of a given size and kind will sell. 
So accurate are they that grocers 
trust them implicitly on this point. If 
the salesman says: “You will sell X 
number of cookies at Z profit in such- 
and-such a period,” the grocer knows 
from his records of past performance 
versus predictions that he can count 
on it. 

Special promotions usually run for 
two weeks. At the end of this period 
the salesman pulls out every package 
remaining of the special mass display 
so that the grocer will not have any 
excess merchandise on his shelves or 
have to use warehouse space. This 
contributes to the policy of freshness. 
It also builds and retains grocer con- 
fidence. “Mother’s never countenances 
overloading a store,” Kinst empha- 
sizes, “or using a promotion to give a 
grocer more merchandise than he can 
sell while it is in good condition.” 
Book men, on the other hand, are 
often guilty of this error, thereby for- 
feiting confidence. 


> Merchants have convinced them- 
selves that the company will not sac- 
rifice quality to price. There is some 
hot price competition from competi- 
tors seeking an “in” or jockeying for 
more shelf space. “We suffer now and 
then — for short periods,” Kinst ob- 
serves, “but our undiminished quality, 
service and attention to the grocer’s 
interests win out in the end. We can 
nearly always demonstrate in which 
direction his best profits lie.” It is 
worth noting that Mother’s selling 
prices are generally just a little — 
than those of its two largest foes. 
Other competitors are the ones that 
try hardest to beat Mother's with price 
lures. 

If the “lavender hill mob” does 
have a secret weapon, it’s mainly serv- 


ice. But no secret is the fact that 
Mother’s is the largest advertiser of 
cookies in the West. The company 
does a thorough job of backing up 
stores in cooperative advertising ar- 
rangements. It also does substantial 
general advertising in newspapers, 
radio and television. In both cases a 
great share of the advertising is aimed 
at one objective: getting the consumer 
into the grocery store and motivating 
her to reach for “the cookies in the 
passionate purple ym on the 
shelf. The substantial budget (its fig- 
ure is never announced by the com- 
pany, whose financial details are not 
— property) is about equally split 
etween sales promotion and media. 
“Mother’s” stores are identified by 
name in commercials, usually when 
they are featuring a special display or 
promotion. 


& Morale on Mother’s sales torce is 
high. These driver-salesmen are ex- 
ceptionally well trained. They par- 
ticipate in certain policy-making meet- 
ings and have a say in the introduc- 
tion of new items. They enjoy a fine 
incentive program and this plus a high 
guaranteed wage makes them one of 
the highest paid groups of driver- 
salesmen in the grocery field and the 
highest in the ¢ salesmen group. 

Contributing just as surely to their 
high morale is the fact that great 
pains are taken at head offices to spare 
them all possible paper work and 
leave them as much time as possible 
for their real job of selling and serv- 
icing. All salesmen’s orders are writ- 
ten on IBM cards. A carbon copy 
given to the grocer is his invoice. 
This system, which Mother's pioneered 
in its field on the West Coast, besides 
facilitating work for the salesman, 
provides the merchant with a bill that 
is easy to read and understand and 
gives it to him instantly. It cuts down 
on errors, speeds up billing. At head- 
oa it provides a speedy way of 

nding out the status of a route 
through accurate checking of volume 
of each item sold. 

Due to the good morale, turnover 
in Mother’s salesmen is nominal. “If 
it ever reached 5% in a year we'd 
think it high,” says Kinst. “We've 
never lost a salesman to a competi- 
tor.” 

Also contributing to morale is the 
reputation of Mother’s merchandise 
tae are proud of the fact, for 
example, that three recent top national 
prizes for “excellence of wey Se were 
awarded to the company by the bak- 
ing industry’s Technical Institute of 
Chicago. When production manager 
Maurice Affleck was asked why he sent 
in only three entries, he answered: 
“There were only three prizes.” 
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1851 Cooper .31 Caliber, 
Double-action, Percussion Revolver. 


THE INDIANAPOLIS AREA* 


If your aim is greater sales, line your sights on one of America's *THE 45-COUNTY TRADING AREA 
richest, most responsive markets, use the weapon that has demon- THAT'S BIGGER THAN YOU THINK! 


strated its effectiveness, and “‘fire.” With family incomes 15.6% above saciid 
the national average and retail sales per family averaging $4,620 
annually, you can't miss.t Write for full market data. Two powerful 

newspapers give you the firepower to saturate Metropolitan Indi- 

anapolis and to cover the surrounding 44-county trading area where 

‘“‘neople buy more because they have more.” 


t Sales Management, Survey of Buying Power, 1958 


Population: 2,117,100 
Income: $3,740,248,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 

The Star and The News 


r Sipgiencist \ ¢.) 


“rane, NEWS... 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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10 Ways Your Production Men 
Back Each One of Your Salesmen 


“An honest salesman will tell you that many sales are made 


before his calls,” declares Barrett's sales chief . . . “Quality 


is still the best spur to ‘word-of-mouth’ advertising . . . the sales- 


man cannot do it alone.” He must look to production for help. 


When I was a young man on the 
rocky playing fields of East Boston 
we developed some pretty good foot- 
ball players who later went on to 
fame in college and with the pros. 
There was one halfback who was po- 
tentially as good as any of them and 
he knew it. He began to let evervy- 
body know that he was the team. — 

One day the coach decided things 
had gone far enough. In a scrimmage 
against the lowly scrubs, guards failed 
to pull, tackles didn’t charge, ends 
missed their assignments and our All- 
America hero wound up on his All- 
America backside play after play. 

That taught me early in life that 
you're only as good as the rest of the 


By JAY SIMPSON 
Director of Sales 
Building Materials Barrett Division 
Allied Chemical Corp. 


team allows you to be. The greatest 
salesman in the world will fall flat 
on his face if the quality of his prod- 
uct isn’t up to standard. The produc- 
tion man, therefore, is not just some 
guy in overalls or a white coat who 
works in the factory. He’s a member 
of the sales force—often unsung and 
unknown—but he can make or break 
the rest of the team. 

Here at Barrett, 1959 is a year of 
big sales activity. In fibreboard ceil- 
ing tiles, for instance, we have re- 
cently introduced several new pat- 
terns. We are now marketing what 
we feel is a superior kind of sheath- 
ing for framing new homes. We have 
introduced new kinds of shingles. We 


Jay Simpson of Barrett 


The director of sales, Building 
Materials, Barrett Division, Allied 
Chemical Corp., New York City, 
is a two-company man. Jay Simp- 
son was with Armstrong Cork 
Co. for 22 years prior to joining 
Barrett in June, 1958. Simpson's 
division has sales offices in New 
York, Chicago, Philadelphia, Bir- 
mingham, and Houston. 

Barrett, one of Allied Chemi- 
divisions (Allied’s 
1958 sales: $635 million, 29,000 
employes) 


cal’s seven 


produces and sells: 
fibreboard ceiling tiles, insulation 
board and 


roof shingles and roll roofing, 


sheathing, asphalt 


waterproofing pitch, gypsum 


wallboard, rock wool insulation, 
and plastic panels. 


have upped our guarantee on built-up 
roofs from 20 to 25 years. 

None of these or the other planks 
in our sales platform would be possi- 
ble without the confidence we have 
in our production people. Some of 
the new sales developments were, in 
fact, made possible by outstanding 
production achievements. 

As is the case with other compa- 
nies, our plants are scattered in such 
separated places as Edgewater, N. J.; 
Philadelphia; Dubuque, Ia.; Chicago 
and San Antonio. But out of sight is 
not out of mind as far as our plant 
managers or other production people 
are concerned. 

Last November and December all 
our annual district sales meetings were 
attended by representatives of the 
Production Department. They ad- 
dressed each meeting and gave our 
men new insight into our products, 
an understanding that is serving as 
potent sales ammunition. 

Early this year our plant managers 
and key production executives were 
in turn brought to New York for a 
meeting at which we salespeople 
spelled out our goals for 1959. We 
hoped that this information would 
give them an insight into our prob- 
lems and help them do a better pro- 
duction job. 

At this meeting, a list of ten ways 
in which quality production helps 
salesmen achieve their objectives was 
presented. Let’s look at each point 
briefly: 


1. Quality promotes a salesman’s 
confidence and pride, maintaining his 
enthusiasm. 

It’s amazing how far enthusiasm 
alone will carry a salesman. 
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It would take 1,000 salesmen, making 10 
calls each per day, more than 11 years to 
make as many face-to-face contacts as you 
get from | ad page in | issue of the Post. 
Alfred Politz’ study of Ad Page Exposure 
proved: 29 million times each issue, some- 


one turns to your ad page in the Post! 


Isn't this the kind of selling you want your 


advertising to do? 


A CURTIS MAGAZINE 


The Saturday Evening 


POST 


Sell the POST-INFLUENTIALS 
-they tell the others! 


HOW TO SAY MORE IN LESS TIME 
AND WITH GREATER IMPACT 


. that’s a problem facing every busy 
executive of today. This book by J. De Jen 
who is recognized as a national authority on 
the subject provides a variety of tested 
answers on how to make every meeting pay 
bigger dividends. Embellished with well over 
100 photo’ and drawings, it will serve as a 
convenient reference for planning your meet- 
ings. 
$3 50 plus postage and handling. if check ac- 

“ companies order, we'll pay mailing cost. 


ORAVISUAL COMPANY 


Box 11150—St. Petersburg 33, Florida 


WRITE FOR THIS SALES 
HELP TODAY! 


Learn all about the most 
economical national consumer 
market survey available. 
Quarterly mail interviews 
reach up to 20,000 repre- 
sentative families. 


NATIONAL FAMILY OPINION 
INCORPORATED 


P. O. Box 315 TOLEDO 1, OHIO 


I once encountered a_ securities 


| salesman who was tremendously suc- 


cessful and astonishingly ignorant. His 
familiarity with correct English was 
slight; his supply of general informa- 


| tion was meager; his knowledge of 
| the company whose stock he was try- 


ing to sell was sketchy—and mostly 
wrong. 

One day a prospect asked, “How 
much does this company have in the 
way of assets?” 

The salesman replied, “I can’t right- 
ly say how much assets the company 
has, but I know this: It has a helluva 
lot.” 

He made the sale. Why? Because 
his tremendous faith in his company 
and his enthusiasm overcame his al- 
most total disregard for the rules of 
English and selling. The history of 
selling is crowded with examples of 
men who sold because they had en- 
thusiasm for the quality of their com- 
pany’s product. 


2. Quality permits salesmen to com- 
bat price-cutting by emphasizing cus- 
tomer benefits of eventual lower cost 
and greater user satisfaction. 

There’s always the class customer 
who will stay with you year after year 
even in the face of a competitive price 
angle because he is assured of quality 
ap omy But beware his wrath if 

e ever decides the product has failed 
to live up to expectations. 


3. Quality permits management to 
Operate on a more profitable price 
structure and give the salesman great- 
er job security. 

We're all in business to make money 
—the sales manager, the salesman and 
the company too. Management sets 
its price scale according to many fac- 
tors, including the cost of manufac- 
ture. Indifferent quality lowers pro- 
duction efficiency, and the subsequent 
rise in costs may be the difference 
between profit and loss. There’s no 
security for salesmen in working for 
a company that doesn’t make a profit. 


4. Quality production keeps factory 
costs low and enables the company 
to sell at competitive prices. 

You don’t have to draw the sales- 
man a picture here. 


5. Quality production eliminates 
salesmen’s time spent handling com- 
plaints and adjustments. 

To the salesman, time spent selling 
the prospect is money because the 
more prospects he can see in a day, 
the more sales he can make. Any- 
thing that cuts down on the amount 
of time he spends during the week 
selling hits him in his softest spot— 
his pocketbook. 


6. Quality production eliminates 
allowances that cut into profits. 

The battle is only half won once a 
sale is made. When part of a ship- 
ment is returned because the customer 
is dissatisfied with quality, it eats 
into profits when the merchandise is 
replaced. 


7. Quality production eliminates 
salesman’s embarrassment by cus- 
tomers, with its attendant lowering of 
morale. 

Nothing but nothing damages a 
salesman’s morale more than listening 
to a valid customer complaint about 
quality. He’s like the proverbial ball- 
player in left field without a glove. 


8. Quality production eliminates 
dissatisfactions resulting in lost ac- 
counts that require replacement and 
hinder growth. 

Lost accounts are the bane of every 
salesman’s existence. It’s easier to land 
a new account than retrieve an old 
one. The true test of a successful 
company is its ability to hold on to 
old accounts while gaining new ones. 


9. Quality production backs up ad- 
vertising claims; lapses destroy con- 
fidence. 

National advertising is a two-edged 
sword. It can convey a feeling of con- 
fidence in your products that broadens 
your base of sales. On the other hand, 
a customer who feels he has been 
“burned” by a product reacts to your 
ads like a bull to a waving red flag. 


10. Quality promotes recommenda- 
tions of your product to customers be- 
fore the salesman calls to solicit busi- 
ness. 

An honest salesman will tell you 
that many sales are made before his 
call. In the building materials indus- 
try, an architect learning about a 
product from another architect at 
lunch will be much more impressed 
than he will by the greatest sales talk 
in the world. The same thing is true 
among doctors, dentists, engineers or 
consumers. Quality is still the best 
spur to “word-of-mouth” advertising. 


To sum up: The salesman can’t do 
it alone. He needs help, lots of it, 
from the other members of the team. 

The qualifications for doing a good 
selling job and doing a good produc- 
tion job may not be the same but 
there is one common denominator: 
Both need enthusiasm to perform best. 

By welcoming the Barrett produc- 
tion men to our sales team, letting 
them in on our problems and recog- 
nizing the important role they play, 
we hope to kindle this enthusiasm all 
the way down the production line. @ 
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DONALD O'REGAN | 
PRODUCTION 
SUPERINTENDENT 


\ 
“wWA7Te build diesel engines” 


“We ought to be getting morg output from this plant. When I spotted an 
ad for a turret drill press abdut a year and a half ago, I sold the front 
office on putting one in Bay 3. Right now, it’s delivering more than double 
any drill press in the shop. This\is the best proof I can give management 
that we ought to bring the equipment up to date.” 


That’s the way that most Metalworking production men feel about their 
plants’ performance. Because they supervise, plan and boss manufactur- 
ing in a $120 billion field, men like our hypothetical but typical Don 
O’Regan must stay current —on equipment, materials, techniques. 


This is American Machinist’s job. As the magazine of Metalworking’s pro- 
duction, it’s written and edited for these key men. More of them subscribe 
to it than any other Metalworking publication. It’s consistently regarded 
as the “most useful’ magazine in the field. That’s why Metalworking 
production engineers and executives are quick to say... 


“T have to read American 
Machinist?’ 


McGraw-Hill Magazine of Metalworking Production @ 
330 West 42nd Street, New York 36, New York @ 
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all drug Products 


Sold in Oklahoma. 


The Hilton All-Purpose Credit Card—Your Finest Credit Credential 


Mr. Clark dines at Emile’s French Cafe 


‘Halliday Clark, director of specialty sales for the 
Yale & Towne Mfg. Co., takes his established credit 
reputation with him wherever he travels. He carries 
CARTE BLANCHE* the all-purpose credit card re- 
served for men of responsibility. With CARTE 
BLANCHE, he can charge: 


Hotel and motel accommodations around the world 
Meals in quality restaurants and supper clubs 
Gasoline and other car needs at 32,000 Mobil Dealers from 
coast to coast 
Car rentals through Hertz Rent A Car offices everywhere 
Purchases in fine retail and specialty stores 
And many other services, including check-cashing priv- 
ileges in hotels 
*Trade Mark 
All the fine establishments at which CARTE BLANCHE 
is honored—and honors you—are listed in the CARTE 
BLANCHE Directory, sent to all members. The Direc- 
tory also lists the 55 offices of the Carte Blanche Reser- 
vation Service, where a single call gives you immediate 
confirmation of your reservation at Hilton and other 
selected hotels anywhere in the world. 


one of many fine restaurants in Atlanta, Ga 


, which honor CARTE BLANCHE 


Here is a truly comprehensive all-purpose credit card. 
But more than that, it is a credit credential, certifying 
as no ordinary card can that you are a man of re- 
sponsibility, of superior credit standing. Today, one 
million men of responsibility hold CARTE BLANCHE. 
You are invited to join them. 


Send for your application today. Simply fill in the coupon 
and mail. There is no charge for CARTE BLANCHE when it is 
used only for Hilton Hotels services. When you decide to 
use it outside of Hilton Hotels, then the annual fee is $6. 


CARTE BLANCHE 
8544 Sunset Boulevard, Dept. S-93 


Los Angeles 46, California 
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LEADERSHIP 


ISA 


LIFE’S CONTINUED LEADERSHIP among maga- 
FACT OF zines is reflected in these advertising and circulation 

figures. Any way you look at it LIFE is the leader: 

37% LEAD IN ADVERTISING REVENUE—1n the 


first quarter of 1959, LIFE led all magazines in ad- 
vertising revenue—37% ahead of the next magazine. 


21% LEAD IN PAGES —1n the first 17 issues of 


1959, LIFE led all mass weekly magazines in advertis- 
ing pages, with 21% more than the next magazine. 


MAGAZINE 


SATURDAY EVENING POST. . 887 
LOOK (9 issues) 


183 NEW ACCOUNTS—buring the first 6 months 


of this year, 183 new accounts are scheduled to run 
advertisements in LIFE. 


SPACE ORDERS UP—orders on the books for the 


first 6 months of 1959 are ahead of a year ago. And for 
the 3rd quarter, orders already show an 18% increase. 


CIRCULATION UP —The April issues of LIFE are 


running almost 200,000 ahead in circulation over com- 
parable issues of 1958. Subscriptions are currently the 
highest in its history —higher than any weekly or bi- 
weekly has ever achieved. 


SALES MANAGEMENT 


Ford Motor Company 
These specially decorated glasses 
are available to dealers to use 

in their sales plans. 


Ohio State University 


uses boxed sets of this specially decorated 
glass for sale to alumni organization as 


a means of keeping interest high. 


Nooter Corporation 

used sets of this glass as gifts to 

customers and convention souvenirs 
. good-will building gifts. 


Your Trade-mark is right at hand 


when it’s on a Libbey Glass 


re your Trade-Mark on a Libbey 
Safedge® Glass and it will be a 
point of interest every time the glass 
. a constant reminder of 
your name and service. 


is used . . 


Whether multi-color or single 
color, your Trade-Mark will add to 
the appeal and beauty of the glass 
as a skillfully applied design . . . to 
last the long life of the glass. 


Sets of Libbey Glassware dec- 
orated with your Trade-Mark are 
wonderful for sales stimulation, new 
product introduction or good-will 
building, souvenirs, commemorative 
gifts and many other uses. Nationally 
advertised, Libbey Glassware is 
always welcome, always appreciated 

. . provides an ideal background 
for your Trade-Mark. 


Put your Trade-mark in your customers’ hands 


LIBBEY SAFEDGE GLASSWARE 


AN (i) PRODUCT 


Premium Department, Libbey Glass 
Division of Owens-Illinois, Toledo 1, Ohio 


[] Please send me information about my Trade-Mark 
on Libbey Glassware. 


I arm also interested in other special designs 
Company 


Address 


Owens-ILLINoIS 


GENERAL OFFICES » TOLEDO 1, OHIO 


In the great state 

of Michigan 

there is only ONE 
morning newspaper— 


Che Detroit Free Press 


and it is also Michigan's 
fastest growing paper! 


a“ 
“a 


A 
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For the past five years, new readers have chosen the morning Free 
Press over the afternoon papers by more than 2 to 1. And adver- 
tisers, knowing men and women read each Free Press page more 
thoroughly, have strongly increased their preference for the only 
morning paper. Your Free Press representative has full details! 


Getting the New Man into 
Sales Production... lmmediately 


New salesmen who go out and sell—and then come in for train- 


ing—are paying off for The Colson Corp. Result to date: No 


trainees lost, no customers disgruntled, and for managers as well 


as salesmen a new value in classroom sessions based on fact. 


Most companies find it necessary to 
provide a newly-hired salesman with 
some kind of formal training. After 
locating the water cooler, meeting sev- 
eral bosses and finding the men’s room, 
a new man can usually depend on 
starting school his second or third day 
on the job. 

For most companies, this system 
has worked out beautifully. For most 
—but not all. (If there wasn’t an ex- 
ception, we wouldn't be telling the 
story!) 

“Today,” says D. Fred Adams, vice 
president, sales, for The Colson Corp., 
“a new salesman for Colson goes 
straight into the field accompanied by 
(1) a short indoctrination from his dis- 
trict supervisor and (2) the regular 
salesman for that particular territory.” 


> A rather simply stated question, 
“What is the value of spending time 
and money training a man before he 
knows how this vast, newly-acquired 
store-of-knowledge relates to what's 
expected of him?” induced this sharp 
departure from the usual training se- 
quence at Colson, one of the largest 
manufacturers of casters, institutional 
platform vehicles and hydraulic equip- 
ment (1958 volume: $7,500,000). 
“We know hel have problems,” 
Adams continues, “extremely frustrat- 
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By ROBERT A. KELLY 
based on an interview with 
D. Fred Adams, Vice President, Sales 
The Colson Corp. 


ing problems, but we also know that 
he'll be back at us with a collection of 
meaningful, searching questions which 
reflect those areas in which he really 
requires training. 

“Only after three to six months in 
the field will this man be ready to ab- 
sorb the intense, technical education 


Adams: He Was the Extra 


When Colson bought Service 
Caster & Truck Corp. it got a 
valuable piece of property in ad- 
dition to the company. The “prop- 
erty” goes by the name of D. 
Fred Adams. He’s 41, started be- 
ing a family man early (he and 
his wife have three children; the 
eldest is 19). Adams began in 
the caster business as Service's 
production manager for defense 
contracts during the war. Since 
then he’s been chief inspector, 
chief draftsman and sales engi- 
neer. Since Colson took over he’s 
been general sales manager and 
now he holds the title of vp in 
charge of sales. 


rounding-off the new training program 
aimed at selling Colson products—all 
of them—and that means 12,000 var- 
ied, highly technical, often especially 
designed products. 

“Of course, we don’t send a fledg- 
ling to our best accounts. And, of 
course, he’s not alone in the wilder- 
ness. The new salesman can always 
sit down with the district supervisor 
and receive close attention to his prob- 
lems. In addition, he’s traveling with 
a man who knows the business and 
the territory. 

“As far as we are concerned,” says 
Adams, “the fact that the new man 
is in the field familiarizing himself 
with our ‘battleground,’ learning our 
selling techniques from a pro and get- 
ting his feet wet, means everything 
is going according to plan.” 

The new man finds plenty of com- 
petition for available business, de- 
pending on which hat he wears. When 
he makes an industrial truck call, he 
is likely to meet his counterpart from 
Nutting Truck Co., Jarvis & Jarvis, 
Jakes Foundry Co. or The Fairbanks 
Co. 

If it’s casters, he is bucking The 
Bassick Co., Faultless Co., The Rapids- 
Standard Co., Inc., Bond Foundry and 
Machine Co., Darnell Corp., Ltd. and 
Albion Industries, Inc. 
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Lifting equipment business pits 
him against Yale and Towne Mfg. Co., 
The Raymond Corp., The American 
Pulley Co. and Lewis-Shepard Prod- 
ucts, Inc. 

While these companies mean plenty 
of challenge for the would-be Colson 
salesman, from all indications none of 
them train their men along Colson 
lines and this suits VP Adams just fine. 

Sales Management asked Adams ex- 
actly where product-knowledge back- 
ground fit into the training sequence. 

“That's the reason for sending a 
mai into the field immediately,” he 
quickly replied. “He can learn Col- 


ROP color is a specialty at the 
not a headache. 
The extra cost of preparation of 


DISPATCH ... 


ROP material 
this ad 


DISPATCH 


is a national 


is wasted unless 
is entrusted to a news- 
paper that will do it justice. The 
prize 
winner in ROP Color, and last 
year carried nearly 500 pages of 


son’s selling techniques in the field— 
he will receive an intense product- 
knowledge education when he returns 
for the training cycle. 

“In our business,” he added, “there’s 
not a chance in the world that a new- 
comer could digest, remember and put 
to good use, the landslide of material 
he receives in school. He just couldn't 
evaluate, or relate it to anything.” 

Says Colson’s number one salesman, 
VP, Sales Adams, “We’ve found that 
the experience the Colson salesman 
receives in the field, during his initial 
three to six months traveling with a 
regular salesman, gives him just the 


COLOR CONSCIOUS .. . 


that’s the 
Columbus 


Dispatch 


Combine Dispatch ° 
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color for over 150 advertisers. 


lf you are not already completely 
familiar with the COLUMBUS 
DISPATCH success story, investigate 
at once. There's a pay-off in sales 
waiting! 


THE “TOTAL SELLING” MEDIUM IS THE 


DAILY NEWSPAPER 


Optional 
combination 
rate with the 
mornir.g Ohio 
State Journal 


now available, 


P mechanical excel- ° 
, lence with the Co- . 
y lumbus market pic- : 
: ture and you have . 
P a bonus situation . 
P that cannot be P 
° overlooked in any ° 
. schedule planning. ° 

a 
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Representatives: 
O'Mara & Ormsbee, Inc. 


Saenlk 


Columbus Dispatch 


seasoning and questioning frame-of- 
mind that makes him ideally receptive 
to the highly technical training pro- 
gram that awaits him. 

“The beauty of this program,” 
Adams continues, “is the fact that it’s 
not solely restricted to our own direct- 
employed sales force. We can, and do 
include our distributors’ sales people. 
While their selling techniques differ 
somewhat from those of our direct- 
sales people, the product knowledge 
they receive is invaluable.” 

Prior to the new program, the 
newly-hired Colson salesman directly 
entered the training cycle where he 
had to digest a terrific amount of 
product background and, at the same 
time, a rather stort course in how- 
to-sell. Results were poor. 

With 65 direct-sales people (14 of 
them currently comprising the first 
cycle of the new Colson training pro- 
gram) and 16 distributors employing 
over 150 salesmen, the new program 
bodes well to expand with each new 
cycle. 

“An added benefit of the three- 
to-six-month baptism-of-fire,” adds 
Adams, “is the fact that, following the 
training cycle, the weaker and less 
capable people drop by the wayside. 
When a man appears back at the 
plant after his session in the field, 
we're pretty darn sure he’s here to 
stay.” 


Colson: On Its Casters 


In any history of America’s 
industrial growth there should 
be a few lines about a young 
company that played a leading 
port in an important develop- 
ment. The company: The Colson 
Corp. The development: rubber 
tired wheels. Today Colson, lo- 
cated in Elyria, Ohio, makes over 
12,000 different products, is 
known as a pioneer in the cast- 
er, materials-handling and_in- 
stitutional wheeled-products_in- 
dustries. The important 
single product of this company, 
founded in 1885: casters, rang- 
ing from one inch in diameter 
to 18 inches. In ‘54 Colson 
bought Service Caster & Truck 
Corp. which gave the company 
a wide variety of hydraulic lift- 
ing equipment and a low-price 
gasoline-powered truck. Colson 
has five installations, distributes 
through company salesmen work- 
ing out of 35 offices in leading 
cities. 


most 
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The Houston Post 
gives you 


” SELLING 
POWER 


in America’s fastest growing major market 


SELLING POWER: You get it in The Post. 
Your ad in The Houston Post reaches 
7537 more families daily than in the 
Chronicle — at the same line rate! The 
Post: 200,551; the Chronicle: 193,014. 
(For basis of comparison of circulation 
figures, see ABC Audit Reports for year 
ending 9-30-58.) 

SELLING POWER: The Post, Houston’s 
only morning newspaper, gives you 
greater exposure. Surveys show that 
people read The Houston Post longer 
than any other Houston newspaper. Also, 
it is read more by both men and women 


More families read The Houston Post Daily 
Than Any Other Houston Newspaper 


than any other Houston newspaper. 
Greater exposure means more SELLING 
POWER. 


SELLING POWER: Today, more general and 
retail advertisers pick The Post than ever 
before. For the last five years The Post 
has led consistently in total advertising 
linage gains. Since 1954 The Post’s total 
advertising linage has increased three 
times faster than the Chronicle’s (Post 
five-year gain: 16.7% vs. Chronicle’s 
4.38% ). In Houston, the South’s largest 
market, use the dynamic SELLING 
POWER of The Houston Post. It pays. 


W. P. HOBBY 
CHAIRMAN OF THE BOARD 


OVETA CULP HOBBY 
PRESIDENT 


“ 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


MAY 15, 


there’s 
more 


From Moscow and Paris to 
Geneva and Jericho -- From 
Newcastle and Kimberly to 
Charleston and Hyde Park-- 
From Tuscarora and Monti- 
cello to--Caliente and Alamo 

- The word is out! 


From the far corners of the Salt Lake Intermountain 
Market (and each of the above towns in this market), 
comes the call for Salt Lake’s goods and services. Salt 
| Lake is the hub and supply center for the entire market. 
Salt Lake's two great metropolitan newspapers blanket 
Salt Lake City and reach into each nook and cranny of 
the entire market — selling 1% million prosperous 


prospects daily! 


ai The Salt Lake Tribune 


? (MORNING & SUNDAY) 


a” = DESERET NEWS wn 


Salt Lake Telegram (eveninc) 


Represented Not ym NEY, REGAN & SCHMITT, Metro Comes Network 


“With 35 to 40% of production 
costs in most industries charged to 
materials handling, what our sales- 
men say is bound to receive a fair 
amount of attention from a prospect. 
The salesman had better know his 
business!” 

At Colson, the salesman is paid on 
a salary and incentive-plus-expense 
arrangement. His incentive selling be- 
gins with the first dollar he earns. 

Regarding the program’s subject 
matter, Adams had this to say, “With 
these tried-and-true people at our 
mercy, we have a once-in-a-lifetime 
opportunity to expose them to every 
phase of the business with which we 
feel they should be familiar, and this 
is exactly what we do. 

“We hit them hard with the basics 
of materials handling. We know our 
advertising efforts bear heavily upon 
their success, so we tell them how 
each campaign helps them to do a 
better job.” 

To prevent serious errors in judg- 
ment, which could jeopardize a prized 
account, Colson newcomers are re- 
quired to study carefully the history 
of the accounts in the territory they 
will travel. “To date,” Adams happily 
reports, “no serious mistakes have 
been made. We haven't lost or of- 
fended a single customer and, for that 
matter, we haven't lost a_ trainee 
either.” 
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With plants at Jonesboro, Ark. 
(casters, liftjacks and skids), Elyria, 
Ohio (platform trucks), Somerville, 
Mass. (vertical hydraulic lifting equip- 
ment), and management headquarters 
in Chicago, Colson saw an ideal oppor- 
tunity to banish the usual boredom 
present in many training programs— 
simply move the training cycle from 
plant to plant. 

Two benefits appeared: (1) This 
would give the men a chance to see 
every phase of the Colson operation; 
(2) boredom would be no more, they 
just wouldn't have time. 


> Planning for the first cycle began 
early in 1957. “We decided to divide 
each cycle into three 3-day phases, 
one phase to be spent at each plant. 
With the problem of getting the men 
to absorb the material still with us, it 
made sense to allow a 30-day period 
between each phase. In this way, the 
men would be able to carry back new- 
found knowledge to their territories, 
digest it and put it into practice be- 
fore being hit with another highly 
technical presentation. 

“Of course, we have to touch upon 
mechanics and order-entry falls in this 
important category. We let them in on 
how accounting methods affect their 
operation and, regarding how-to-ap- 
proach-a-buyer, we put our own buy- 
ers on the rostrum and let them sound 


off about what they dislike in the way 
of sales technique. 

“Finally,” he adds, “we begin our 
product knowledge _ indoctrination. 
This is the real reason they are here. 
Now, with the field experience under 
their belts, everything begins to take 
shape in their mind. Our harangue 
means more than a moment of shut- 
eye. Questions, good questions, fill 
the air and we both profit from these 
sessions. When we hear the same re- 
quests and complaints too often, we 
know we have an area requiring spe- 
cial attention. 

“We've found,” says Adams looking 
mighty pleased, “that after that six- 
month ‘gestation’ period, our boys are 
sophisticated enough to ask an intelli- 
gent question and understand an in- 
telligent answer.” 

With only the second phase of the 
first cycle by-the-boards, Adams re- 
ports gratifying results, “The activity 
of this first cycle has already been re- 
directed to profitable channels. The 
men’s call-reports, since they've re- 
turned to their territories, have shown 
amazingly increased activity. Why, 
one of them has sold more in a month 
than he did during the last six months 
of 1958. 

“Let’s face it,” he concludes, “in 
the past, our salesmen scratched for 
the order as hard as anyone else—now 
they scratch where the corn is!” 
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St. Regis makes boxes and boxes 
designed to meet your every need 


From butter box to cutter box ... from ice cream con- 
tainer to clock carton... St. Regis makes folding boxes 
for countless industries. No matter what the product or 
the nature of its packaging, St. Regis offers years of ex- 
perience backed by technical skill and creative design. 


Our engineers constructed a special clock carton that 
stepped up packaging time so remarkably, the manufac- 
turer now saves $52,000 yearly. When a wrapping film 
maker ran into consumer resistance, St. Regis re- 
designed his cutter box and sales went up! Another 
St. Regis specialty: printing boxes for top sales-appeal. 

Why not avail yourself of these services? Whether 
you have a production problem, sales problem, or are 
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merely interested in “‘what’s new” in folding boxes, call 
on St. Regis. There’s a nearby plant ready to take care 
of your routine or special needs...to serve you promptly 
and well. 

Crowell Carton Division, Marshall, Michigan 

Dubuque Container Division, Dubuque, lowa 

Great Lakes Box Division, Cleveland, Ohio 

Pollock Paper Company Division, Dallas, Texas 


St.Regis (sr) 


COMPANY 


150 EAST 42no STREET, NEW YORK 17, N.Y 
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Increasing demand for and _ utiliza- 
tion of more and more petroleum 
by-products, as well as continued 
increase in gas and oil consumption, 
is forcing processors to new spend- 
ing levels. Current indicators point 
to expanded facilities through 1970. 
Petrochemical processing, now grow- 
ing at a pace four times that of all 
U. S. industry, will continue capital 
spending as new uses and applica- 
tions soar. Totally, capital expansion 
for the oil, gas and petrochemical 
processing industry should hit $5.5 
billion this year. 


Industry purchasing decisions are 
largely the result of group action by 
hard-to-reach management, technol- 
ogists and engineers. To sell them 
effectively means advertising in 
PETROLEUM REFINER, the technical 
workbook of the industry. Sixty per 
cent of articles published represent 
original work of these same men in 
industry whom you must sell. Cur- 
rent ABC paid circulation is a whop- 
ping 23,432 copies, with over 83% 
going straight to your prospects. 
Write for the industry’s most com- 
plete Market Data Book 


Greater Petroleum Coverage 
Through Market Specialization 


Publishers of the 
REFINERY CATALOG 


Kaiser Foil's 


1 ANNUAL 
COOKOUT 
CHAMPIONSHIP 


Take Me Back to My Little Grass Skirt 


Put away your lawn mowers men, this grass ain’t for cutting! 

These 11 sweet lelanis mean business for Kaiser Aluminum’s quilted foil, 
Del Monte Foods, Carnation Co. and eight other national grocery product 
manufacturers. 

Their business: “The largest and most dramatic summertime promotion ever 
undertaken in the food industry.” 

June 26, Life magazine will carry a 28-page, full-color, Kaiser foil-bound 
ad insert announcing the “First Cookout Championship.” Conceived by Kaiser 
Aluminum, this “For Men Only” contest is to focus consumer attention on all 
items used in outdoor barbecuing. 

Outdoor male chefs all over the country will be asked to enter their favorite 
recipes, beginning June 26 through August 31. Winners (25 of them) will com- 
pete for a $10,000 first prize at a Kaiser-sponsored grand championship “cook- 
off” in early November at Henry Kaiser's Hawaiian Village Hotel in Honolulu. 
Four runners-up will receive Willys Jeep Station Wagons (no mention of what 
happens to the girls). 

In advertising and point-of-purchase material, Kaiser, Del Monte and Carna- 
tion will promote each other’s products. And Kaiser estimates that the quilted 
foil used in the ad will be removed for home use by over six million outdoor 
chefs. The promotion will also be advertised in other consumer publications 
and on radio and television. 

Other companies participating are Adolph’s, Ltd.; Best Foods, Inc.; Camp- 
bell Soup Co.; The Gebhardt Chili Powder Co.; General Foods Corp.; The 


Gold Seal Co.; Hills Bros. Coffee, Inc.; The Squirt Co. # 
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The Need for Line 
and Staff Togetherness 


A product sales manager often 
comes up through the line. He has 
won his post by virtue of his skill and 
knowledge in selling a product and 
its applications in order to produce 
maximum user-benefits for customers. 
Pulled into a staff job, he cannot help 
thinking of the problems of the line. 
He should think of them and of ways 
of solving them. That is a big part 
of his job. 

As a staff man, however, it is his 
job to counsel and advise the line, just 
as it is his job to work with other 
staffs (such as advertising or product 
design) to get the sales support and 
the product features that the line 
needs to meet the established sales 
objectives. Yet habit is strong. His 
experience, the word “sales” in his 
title, and his place in the sales de- 
partment condition him. The tempta- 
tion is all but irresistible to give a 
salesman direct orders, or to step in 
and save a sale that a salesman is ob- 
viously doing everything possible to 
throw away. However, unless the staff 
man remembers he is staff and confines 
himself to making tactful and con- 
structive recommendations and sug- 
gestions through channels, the line is 
going to be antagonized—and rightly 
so. 

When line does not understand the 
value of staff to itself and the neces- 
sity of staff's advisory and control 
function to decision making, nothing 
is more natural than for it to think 
that the staff is a bunch of high-priced 
and useless riders on the gravy train 
who do nothing but spy and snoop 
and interfere with the productive 
work of the line. 

When staff thinks line is a bunch 
of self-centered numbskulls with 
leather lungs and more nerve than 
a brass monkey—who get handsome 
commissions and lush expense ac- 
counts for taking prospects out to 
two-hour lunches and parroting what 
staff thought up for them to say—its 
attitude is bound to be a blend of 
envy and contempt. 

It is up to management to start the 
improvement in line and staff relation- 
ships by educating and indoctrinating 
both line and staff regarding their 
own and their fellows’ place in the 
scheme of things. 


, President, National Sales 
Executives, Inc. Copies of the complete 
article are available from National Sales 
Executives, 630 Third Avenue, New York 
17, New York @ 10c 12 for $1.00. 
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The complex nature of oil, gas and petroleum processing 
operations requires use of the group system for planning, 
recommending, specifying and buying. As many as thirty 
men may have a voice in the selection of an important piece 
of equipment. Strict safety precautions and industry security 
practice make it virtually impossible for salesmen to contact 
a large part of the buying team. To do a complete selling 
job you must provide the buyers with a convenient and 
usable catalog. 


INDUSTRY PREFERRED 

Preferred over individual catalogs by an overwhelming 
majority of buyers, REFINERY CATALOG is the only compre- 
hensive, cross-indexed reference specifically for the oil, gas 
and petrochemical processing industry. Three hundred sup- 
pliers of hundreds of products and services use this effective, 
low-cost composite catalog to keep current sales literature 
immediately available. 
UNMATCHED DISTRIBUTION 

Permanently pre-filed in REFINERY CATALOG, your 
product data is always on hand at more than 9,000 buying 
locations, blanketing the industry’s primary buying power. 
Your catalog will be in the hands of men in companies 
responsible for 98% of equipment purchases in this big 
market. Distribution lists are continuously maintained and 
checked with the companies to assure waste-free coverage. 
CATALOGING METHODS 

A helpful data book covering the REFINERY CATALOG, 
with recommendations for more effective cataloging, is avail- 
able from the local Gulf office . .. or write Advertising Sales 
Manager for your copy. 


Greater Petroleum Coverage Through Market Specialization 


GULF PUBLISHING COMPANY 
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Rock ’n rollers? That’s right. Rock 
‘n rollers in a children’s hospital. 

The three “gang members” are 
Junior Red Cross members who've 
taken an afternoon of their time 
to go to the hospital and entertain 
some little crippled kids. Reassur- 
ing, isn't it? 

They do things like this all the 
time. Regularly. Girls and boys. 

20 million of our sons and 
daughters make up Junior Red 
the largest youth organi- 
zation in the country. Junior mem- 
bers take part in every one of the 
Red Cross service programs that 


Cross 


Music and fun in the children’s ward 
—on Junior Red Cross Visiting Day. 


dug ue meer mere of. 


young people can help to carry on. 

When disasters hit, Junior Red 
Cross volunteers help in many 
Ways—as messengers, typists, can- 
teen workers, information clerks. 
Many Junior Red Cross members 
have served with real distinction 
in disaster emergencies, 

Through the Gift Box Program 
in their schools, Juniors send re- 
lief supplies to children overseas. 
Like all Junior Red Cross activi- 
ties, this program is financed en- 
tirely by the Juniors themselves. 

Friendship between children all 
over the world is fostered by the 


Junior Red Cross correspondence- 
album and art programs. 

Junior Red Cross is at work 
every day, helping to build a 
strong, decent, responsible young 
America. 

These are kids we don’t have to 
worry about. Let’s be sure they 
know they can depend on us. 


Duc. 


On the job when you need it most 
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Height is also a measure of depth 


7,250,000 rate base effective Oct. 31 


15, 1999 
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“Industry is expanding so rapidly we cannot expect our field 
force alone to reach every buying influence,” says Charles W. 
Lockhart, Manager of Sales, Heating and Ventilating Divi- 
sion, Buffalo Forge Company. “A well-planned advertising 
program tells prospects how our equipment can help solve 
their problems. 


‘“‘We know that our advertising in McGraw-Hill publications 
pays real dividends in our selling efforts. Recognition studies 
have demonstrated that 75 years of continued advertising 
have effectively established our reputation. Our sales engi- 
neers find they have more time for product selling because 
the ‘Buffalo’ name is known.” 


IF WHAT YOU MAKE OR SELL is bought by business 
and industry, you ‘‘mechanize” your selling when you con- 
centrate your advertising in those McGraw-Hill publications 
that serve your major markets. Your advertising there goes 
directly to the men who are making buying decisions. . . talks 
their language when they are in a business mood . . . clears 
your salesmen’s time for making specific proposals and clos- 
ing sales. 


« McGraw-Hill «@ 
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McGRAW-HILL PUBLISHING COMPANY, INC., 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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MORE SALES TIME HERE 


When a New Product Tangles 
With "The Old Way of Doing Things’ 


Ac’cent, a gourmet seasoning, has it made. So, International 


Mineral & Chemical Corp. has launched Sauce-Quik, a “roux.” 


What's a “roux”? Merely the base of fine white sauces. It 


is being introduced successfully in 11 Western states, among 


hard-headed chefs who once scoffed at a commercial “roux.” 


On a recent spring day E. G. (Ned) 
Freeman, resourceful western regional 
manager for Ac’cent, rolled into the 
Denver market. He was there to sew 
up a 60-day introductory selling job 
on a new product—and he had to do 
the job in two weeks. 

Why did Ned Freeman think he 
could accomplish this selling feat? Be- 
cause in a test of his novel plan for 
introducing the product, called Sauce- 
Quik, in the tough San Francisco Bay 
area Freeman’s telescoped time table 
not only worked perfectly, he sold 74 
out of 83 of his calls. And they've be 
come regular customers. 

[hese are volume accounts, major 
factors in the institutional feeding field 
for which International Minerals and 
Chemical Corporation’s Ac’cent divi- 
sion designed Sauce-Quik. To under- 
stand what Ned 
against in introducing this new prod- 
uct to his territory—11 western states, 
including Alaska and excluding New 
Mexico—let us take a look at the 
product, the prospective users, and 
the problems involved in getting them 
to accept it 


Freeman was up 


& Sauce-Quik is what chefs call a 
roux, the base for white sauce, con- 
sisting, in this case, of beef fat, pre 
cooked wheat, milk solids, starch and 
mono-sodium glutamate (“Ac’cent”) 
Every good chef has his own roux 
pot, ready for the day’s work. There 
is nothing uniform about even one 
chef's roux. Sauce-Quik’s first selling 
point is that it is a scientific blend 
that always delivers uniform results. 

The logical customers for the new 
product are such large feeding opera- 
tions as in-plant cafeterias, schools, 
hotels, hospitals and other institutions. 
Restaurants, even smaller ones, have 
heard about it and are beginning to 
ask for trials 

When Sauce-Quik came to the West 
Coast last October, Ned Freeman, 
noted for his imaginative selling, spent 
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three weeks “finding out just what I 
would have to do to sell it. . . I knew 
this was going to be a tough proposi- 
tion.” Why? 

There are two reasons: the place 
and the people. The West is still full 
of wide open spaces, with plants and 
institutions that appear on a sales 
managers prospect list far, far apart 
geographically. And chefs, says Free- 
man, “well, let's call them proud peo- 
ple. Each thinks that his own product 
is better than anyone can manufac- 


ture. And most are suspicious that 
manufacturers are trying to pull their 
jobs from under them.” 

After some prospecting, Ned un- 
covered his problem. “I found it was 
going to take actual physical demon- 
stration in each and every case to sell 
the sauce base.” That meant, going 
into the chef's kitchen, and with bor- 
rowed saucepan heating and stirring 
the sauce until it was ready. Freeman 
got it down to a 5-minute job . . . of 
real work. But here was only the base. 


A TASTE TEST in the “mobile chef” proves a selling introduction for 
Sauce-Quik. Ac’cent salesman, Frank Goodner (left), shows William 


Haberle, Eggo Foods general 


ager how pling can interest 


wholesale grocers and distributor salesmen in the new product. 
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The one magazine for 


Se or man 


the men who make the 


technical decisions... 


on aircraft, missile, 


= | Spacecraft projects. 
2 


the men 
your men 
have to sell— 


This man might be Project Leader, V.P. of Manufacturing, 
Chief Engineer or Test Engineer . . . you name it. But 
whatever his title he is representative of the technical man- 
agement men who evaluate, specify, direct the purchase of the 
materials, components, equipment, systems that go into high- 
performance aircraft, missiles, spacecraft. These are the men 


who make the aerospace industry’s technical decisions. 


Technical management men are 
tough for your men to reach! 


But, SPACE/AERONAUTICS reaches these men . . . and more of 
them than any other publication. Only in SpAacE/ AERONAUTICS 
do they get the full range of detailed technical information 
they need to keep abreast of developments in their own and 
related technologies. That’s why the editorial and the 
advertising in SPACE/ AERONAUTICS are so well read. We would 


welcome an opportunity to show you the evidence. 


spaceyaeronautics 


a Conover-Mast publication formerly A via tion Age 
205 East 42nd St., New York (7, N.Y. 
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“This is the size we use for the Growing Greensboro Market!" 


Business is better than ever in the South — particularly 


Write today for your free 1958 
Major Markets Analysis Bro- 
chure of all 280 Major Mar- 
kets. 


Sales Management Figures 


It was up to the chef, or someone, to 
make something of it. Next step was 
to sell him, where possible, on adding 
his own inimitable touches to find out 
just how good the Ac’cent roux was. 
This accomplishment, a must for the 
sale, could be difficult with a busy 


chef 


> Part two of the problem, Freeman 
found, was the fact that you could 
get interviews with only three out of 
It’s no use even trying to 
make appointments in advance. 
Now, Ac’cent does not sell direct. 


ten chefs 


Freeman's task was to introduce the 
new product, then turn it over to the 
wholesale grocery salesmen to sell. 
He wanted to know just what they 
would be up against. He found out. 
But he also found that once a chef 
had been convinced that the Sauce- 
Quik roux would not steal his job or 
spoil his sauce but simply save him 
time and labor, a steady customer 
might be made. 

For the product is the first of its 
kind on the market. There are some 
liquid and powders for white sauce 
bases, but no roux. 

Conclusion of the pre-preparation 
for the sale: a sort of mobile kitchen 
was needed which could be taken to 
the chefs to show them. But it was 
like: “If we had some ham we could 


64 


in the growing Greensboro market. 


We need only 


black ink because the sales outlook is so rosy. Greens- 
boro is Ist in the Carolinas in per family sales, out- 
ranking Charlotte and Raleigh; 3rd in the South, out- 
ranking Atlanta, Jacksonville and Ft. Lauderdale; 6th 
in the Nation, outranking Detroit, Cleveland and Dallas. 
You can’t miss when you tell your story in the Greens- 
boro News and Record. Over 100,000 circulation daily; 
over 400,000 readers daily. 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 


influence 


Greensboro 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


have ham and eggs if we had some 
eggs.” Freeman had no _ mobile 
kitchen. 

Then, our International Minerals & 
Chemicals man began thinking about 
International Harvester’s new panel 
delivery trucks. He got on the tele- 
phone and found that International's 
Western sales manager for the truck 
division was one Dennis Harold Tay- 
lor. He called on Taylor and asked to 
borrow a truck. When Taylor heard 
Freeman’s plan he cottoned to the 
idea. Together they got into Interna- 
tional’s demonstration truck and made 
a call—on an executive of Dohrmann 
Hotel Supply Co. in San Francisco. 

Among International Harvester’s 
customers are delicatessens, caterers 
and such. Dohrmann, in the same 
western territory, services similar cus- 
tomers with hotel and_ restaurant 
equipment. You'll have to ask Ned 
Freeman how he did it. Maybe he’s 
some kind of a wizard. But the Dohr- 
mann people promptly loaned him 
the necessary equipment and con- 
verted the inside of the panel truck 
into an all-stainless steel, electric, full- 
restaurant kitchen. For Dohrmann, it 
was a nice arrangement because it 
gave them the opportunity to display 
their latest restaurant kitchen equip- 
ment to the people Freeman would 
call on—who are all Dohrmann pros- 


in over half of North Carolina! 


pects. Incidentally, the Dohrmann 
contact, like the International Har- 
vester call, was cold—Freeman had 
no previous personal association with 
either firm. 

Some canvas signs fixed to the side 
panels and back end of the truck— 
“Sauce-Quik Mobile Chef . . . Ac’cent 
International”—and Freeman was 
ready to roll. Since the borrowed 
truck was an International demon- 
strator, it had signs on it that did an 
advertising and selling job for that 
company, and also, by coincidence, 
for the Ac’cent project as well. Back- 
end lettering read: “Let us Demon- 
strate Today,” and the sides: “Spe- 
cialized for Lowest Delivery Costs!” 

Accompanied by his two head sales- 
men, one from San Francisco, one 
from the Los Angeles office of Ac’cent, 
Freeman started out with his Sauce- 
Quik caravan on a two-week tour 
which included the entire San Fran- 
cisco area, the East Bay and the 
Peninsula as far south as San Jose. 
Calls were made on a selected 83 top 
prospects. 

The procedure was, at 7 each morn- 
ing, to fix five dishes in advance and 
place them in the steam table: chicken- 
a-la-king, clam chowder, cheese sauce, 
creamed peas and carrots, and a wine 
sauce. Whenever possible, the chef 
on whom the call was being made was 
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A film preview by Holland- Wegman Productions, Buffalo, producers of TV, educational, industrial, and public relations films. 


says movie producer Sheldon Holland: 


“You see bright pictures even in half-dark rooms... 


“That’s why we preview the movies we make 
on Kodak Pageant 16mm Sound Projectors. 


“We can show our productions in their best light with 
these quiet-running projectors. They throw a crisper, spot- 
light-bright picture over every inch of screen. And the 
Pageant’s bell-clear, powerful sound system flatters our 
film’s sound quality at the same time.” 


See, hear, even operate a 
Kodak Pageant Sound Projector yourself 


Your Kodak Audio-Visual dealer will demonstrate any 
time you say. He’ll show you why you see brighter pictures 
in half-dark rooms, (Pageant’s Super-40 Shutter delivers 
40% more light on the screen than ordinary shutters at 
sound speed). 

One try is all you need to become an expert Pageant 


operator. Set-up and threading are simple, no confusing 
parts for you to attach or adjust. No lubrication records to 
keep. Pageants are factory-oiled for life. Require little up- 
keep even under punishing operating schedules. 

Call your Kodak A-V dealer today or tomorrow for an 
early demonstration, or mail the coupon below to: 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
Please send me complete information on the new Kodak Pageant 16mm 
Sound Projector, and tell me who can give me a demonstration. | under- 
stand there is no obligation. 

NAME 


ORGANIZATION 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


1959 


Insured 
Readership 


AMONG MEN because the Courier-Express 
is undisputedly Buffalo’s leading finan- 
cial and business paper—most complete 
in its sports coverage and first with 
final results of most sporting events. 

AMONG WOMEN because its daily special 
women’s pages and features have a par- 
ticularly strong appeal to homemakers. 


AMONG BOTH because of its crisp and 
authentic local, national and world news 
coverage, its clean format, its outstand- 
ing feature writers and comics, and its 
complete reporting on radio, TV, the 
movies and theatre. 


THIS INSURED EDITORIAL READERSHIP CAN 
ONLY MEAN INSURED ADVERTISING READERSHIP 
FOR YOUR SALES MESSAGES. 


FOR ECONOMY—for more advertising for 
your dollar concentrated on those with 
more dollars to spend—use the Morning 
Courier-Express. FOR SATURATION 
—use the Sunday Courier-Express—the 
state’s largest newspaper outside of 
Manhattan. 


rop cotor available both daily and Sunday 


Member: Metro Sunday Comics 


1 : > ri 
Buffalo Courier-Express |S" 


Western New York's Only Morning and Sunday Newspaper 


Meeker & Scott 
: Pacific Coast: Doyle & Hawley 


} 
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Portrait of the artist at work. In one respect, art director Nick 
Pappas is like all C&W creative, television and account people. He 
regularly goes out and sells behind a retail counter. These thousands 
of hours a year we work at the point of sale help our advertising 
make more retail sales all year ’round. Cunningham & Walsh Inc. 
New York + Chicago + Detroit + Los Angeles + San Francisco 


brought out to the truck for a taste 
test of the prepared dishes or sauces. 
If he wished to see an actual make-up 
demonstration, an electric saucepan 
was plugged in and a pint of the sauce 
cooked for him. 

The steam table was on wheels. If 
the chef could not be coaxed out, or 
if his duties made it impossible for 
him to get away for even a few min- 
utes, then the steam table with its 
dishes was taken to him. In one in- 
stance, this meant going up 13 stories 
—to a large club dining room kitchen. 

The record, within the two-week 
period, of 74 sales out of 83 calls is 
sufficient testimony to the success of 
the enterprise. Each sale represented 
a full case or more of the product, 
packed in two-pound cartons. 


> Along with the calls on prospects, 
the caravan also introduced the new 
product to wholesalers and their sales- 
men who would be following up on 
sales to institutional users. At each 
call, the introductory job was simpli- 
fied by the mobile demonstration unit. 

“All we did,” says Freeman, “was 
to call for a general sales meeting of 
the wholesale grocer’s men, drive up 
to their headquarters, and bring them 
into the Mobile Chef kitchen. There 
they became fully acquainted with 
the product and the method of selling 
it through demonstration. In suitable 
instances, advance appointments were 
made to bring key wholesalers’ men 
in on the calls to the chefs. The same 
procedure was followed in bringing 
Sauce-Quik to distributors of restau- 
rant specialties, such as Eggo Prod- 
ucts, of San Jose. The demonstration 
unit simplified the introductory sales 
meeting. 

International Harvester and Dohr- 
mann did not have men along on the 
tour. But they are well satisfied with 
the advertising and publicity they ob- 
tained from it. Dohrmann actually 
sold 3 pieces of important equipment 
as a result of the contacts. Each of 
their items in the “kitchen” carried 
a price tag and necessary contact in- 
formation. A price list of the trucks 
was carried on the tour and posted in 
the truck. 

Freeman was delighted with his re- 
sults. He figured that “to cover the 
same area with the same degree of 
success” without the demonstration 
unit would have required 60 days not 
to mention the accompanying expense 
involved. The truck and its equipment 
cost Ac’cent not one penny. 

So here’s why Freeman is starting 
on that Denver introductory tour 
with a two-week timetable and com- 
plete confidence in results. Next on 
the list for the Mobile Chef show is 
Los Angeles. 
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survey 
of 


industrial 
buying | 


survey 


accepted € 


Those three verbs typify industrial marketers’ 
reaction to the 1958 Survey of Industrial Buying 


* 
Power, when Sales Management published plant & 
employment data by leading counties for 450 four- 
digit S.I.C. industries . . . information never before 
available. 


Until then, industrial sales and marketing execu- 
tives—in even the largest manufacturing complexes 
—were literally impoverished by lack of accurate, 
scientific measures to pinpoint industrial markets 


a a [J (] (] and estimate potentials. 
Now, with the upcoming 1959 Survey of Industrial 


Buying Power, Sales Management will enable execu- 
tives to reach an even more sophisticated level in 
programming precisely industrial sales, distribution 
and advertising dollars: 


—A preview of the 1958 Census of Manufacturers, with gross sales and 
employment for 450 S.I.C. industries. The new S.I.C. code 
—how and why the Bureau of Census revised the code... 
the reclassified industries . . . the 195 new industry defin- 
itions . . . new industries added. Sales Management is the 
only published source for this information. 


—Coupled to the revised coding, Sales Management will present national 


4-digit industry gross sales and employment tables (again 
exclusive) for 1958. 


—The leading counties in employment and plants by 4-digit industries. 


>» 
Tt 


Thus, through special arrangements made with the Census Bureau and because of the 
advanced research facilities and national reputation of our subsidiary, Market Statistics, Inc., 
Sales Management achieves another industrial marketing breakthrough. The vigorous extent 
to which top-bracket industrial firms need, want and apply our exclusive July 10 data is shown 
on the facing page. 


Never content to edit from easy chairs or ivory towers, Sales Management constantly asks its subscribers—point-b 
“How helpful will this be?” “How can we improve that?” It enables us to plan, edit and publish to th and 
professional standards of the country’s most authoritative marketing executives. 

In March this year, 1,100 subscribers and N.I.A.A. executives were asked to tell us frankly howageful the 1958 
Survey of Industrial Buying Power may have been. That issue was a landmark because it revealed forthe first tig 
estimates of employment for each of the 450 S.I.C. codes. Preliminary tabulations of the first 200 hugdped ques; 
naires returned indicate that our verbs “accepted, applied, applauded” are modest indeed. Fror pling, ¢ 
enced marketing people predict that the upcoming issue, with the revised S.I.C. scoop, be an even 
boxoffice smash. 


How the Industrial Survey of Buying Power Shapes advertising, media and sales pla 


71 6 Go applied our exclusive S.1.C. data to specific marketing prok s. 


30 % set national goals from 4-digit estimates of empioyment inc gross 


59 4 established geographical sales potentials or quotas by ing co 
% estimates of employment by 4-digit S.1.C. industries. 


2? 5 set advertising budgets according to needs and potemmfals disclos 
. Go by our estimates. 


36 3 allocated advertising dollars among media seemingly mast impo 
. Gy in reaching their target 4-digit industries. * 


y 4 ? will use our national estimates for employment and gf@ss sales o 
. %o revised 4-digit codes. ot 


Representative companies co-operating in the above profile of Survey of Industrial 


Robertshaw-Fulton Controls Co. The Babcock & Wilcox Co. 
Acro Div. Refractories Div. 
International Nickel Co. Foote Bros. Gear & Machine 
The Taylor & Greenough Cc 
Thomas A. Edison Industries Chambers, Wiswell, Shattuc ifford & 
Minneapolis Honeywell Regulator Co. American Potash & Chemical Corp. 
Industrial Div. General Electric Co. 


Barrett-Cravens Co. X-Ray Dept. 


Charles Bowes Advertisi 
Anaconda Wire & Cable Co. tr Ppa —" 


McCann-Erickson, Inc. (and many more) 


Representative comments from the first 200 respondents 
to our questionnaire evaluating publishing plans for the 
July 10, 1959 Survey of Industrial Buying Power: 


“Previewing the Census of Manufacturers by preparing 
national estimates for both employment and gross sales 
on the new 1957-revised 4-digit codes will be extremely 
useful as a basis for field market research or market 
testing.” 


“Very helpful tool—keep up the good work!” 
Gordon P. Vega, Manager, 


“We can pinpoint $100,000 worth of new business (in 
billings) which we secured by using your Industrial Survey 
to show customers what kind of a job had to be done.” 


James J. Malarney 


The Taylor & Greenough Co. 
Wethersfield, Conn. 


“Will find your national estimates for employment and 
gross sales extremely useful.” 


W. H. Lackey, General Sales Manager, 
Lukens Steel Co. 
Coatesville, Pa. 


“Very helpful.” 


Robert E. Marlow, Vice-President, 
Kerker Peterson Hixon Hayes, Inc. 


“We expect to use your data.” 


Fred B. Lewis, Development Planning, 
North American Aviation, Inc. 
Rocketdyne Div. 


The immense marketing significance of the “news beat” we are 
scoring with the cooperation of the Department of Commerce 
and the Bureau of Census guarantees by itself to be one of the 
most spectacular successes—in terms of usership—that Sales 
Management has presented in its 41 years. Even so, other out- 
standing, exclusive editorial features—all solidly industrial—are 
to be a part of the July 10 Survey of Industrial Buying Power. 
Examples: 


—How S.1.C. is used by advertisers to set advertising budgets, 
establish potentials, markets . . . as reported by Marsteller, 
Rickard Gebhardt & Reed, Inc. 


—Industrial advertising investment patterns since 1951 by ad- 
vertisers spending $500,000 or more annually in business, 
industrial and technical magazines. 


—How to market new industrial products successfully. 


—Prefaces to each two-digit industry by chief purchasing agents 
in companies within each classification. Example: “Selling to 
$.1.C. 20.” 


—20 points to check in selecting plant locations. 
—Comprehensive guide to state industrial directories. 


PLUS other analyses & pictographs linked to S.I.C., prepared by 
our Market Statistics Inc., division under direction of Dr. Jay 
M. Gould and Economic Consultant Peter B. B. Andrews. 


Note: If you will want to order additional copies of the July 10 
Survey for your key associates (hundreds of executives 
did last year, doubling or tripling their subscription 
copies), let us know your extra-copy requirements now. 
You won't be disappointed later when we have to hoist 
the “sold out” sign. 
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Heath Develops New Dealer Group 
Paying Mail-Order Consumer Prices 


By LAWRENCE M. HUGHES 


Senior Editor 


After a dozen years of building a 
$20-million-a-year business entirely 
by mail, Heath Co., Benton Harbor, 
Mich., (a subsidiary of Daystrom, 
Inc.), recently decided to add dealer 
distribution. 

Dealers chosen pay mail-order con- 
sumer prices for the same self-assem- 
bly Heathkits for hi-fi, stereo, radio 
amateur, marine, test and instrument 
and other electronic products. 

With 30 dealers with 109 outlets 
at this stage, explains Daniel P. Know- 
land, Jr., vice president, Heath aims 
ultimately to have 300 of them in ma- 
jor markets across the country, and to 
get “at least half of our growing vol- 
ume through them.” 

Dealer inquiries now total 2,200. 
But this “largest and finest maker of 
electronic kits” is not to be stam- 
peded. Dealers chosen must reflect 
the products. “In Cleveland, for in- 
stance,” Dan Knowland says, “we ana- 
lyzed 70 electronic dealers; took a 
thorough look at 14—and _ finally 
picked one.” 

About ten dealers are 
picked monthly. 

Meanwhile, with more than 500,- 
000 mail customers, Heath has just 
stepped up its annual advertising-sales 
promotion rate to $1.5 million to in- 
sure that this market keeps on ex- 
panding. 

Knowland expects the two systems 


now being 


NEVER UNDERESTIMATE the power . . 


Do It Yourself “© TRONS KIT 


to complement and each 
other: 

“Our plan is similar to Sears, Roe- 
buck’s. A customer can buy through 
a catalog and pay less. Or he can go 
to a store, see what he’s buying, ask 
questions, get personal advice—and 


support 


. Actress Venetia Stevenson is one of the 


5% of female do-it-yourselfers who account for Heath’s $20-million-a-year sales. 


eS ey 


acta as 
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NO ELECTRONIC EXPERIENCE needed and over 100 quality kits 
to choose from boast Heath dealers. This display rack is part of 
the sales-promotion material available to dealers under the com- 
pany’s co-op advertising program, from which they benefit. 


pay more. Thus far we haven’t found 
many who look at our kits in stores 
and then buy direct from factory by 
mail. We're now developing two dis- 
tinct types of prospects.” 

The business was born of adversity. 
The former Heath Aviation Co. tried 
to keep going after World War II by 
buying and selling war surplus. De- 
fense work had led it into electronics 
In 1947—operating in the red and 
with its employe group reduced from 
200 to 26—Heath started to sell by 
mail its first electronic kit, an oscil- 
loscope. In kit form it was offered at 
half the price of competitive products. 
Heath used some war surplus as com- 
ponents until 1955. 

In January of that year Daystrom, 
Inc., Murray Hill, N. J., bought con 
trol of Heath. In the next three years 
Heath sales trebled. In the last fiscal 
year, despite the “hard goods reces- 
sion,” Heath gained 18% more. 

Daystrom’s president, Thomas Roy 
Jones, points out that “Heath is au- 
tonomous,” under Knowland. Heath 
performs all its functions, including 


no 
tricks 


| 
| just 


baas tk smart 
IQS by 


natco, 


either from 

our standard promotion 
line or custom 
manufactured, 
offer thousands 

of smart sales 
promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 
packages, premiums, 
special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


“suppliers to 
the airlines 
of the world.” 


natco products corporation 


1401 post road, warwick, rhode island 


HEADING $1.5 MILLION adver- 
tising, Clifford Edwards counts 
heavily on mail-order business, 
learned his trade at Sears, Roe- 
buck & Co. and Montgomery Ward. 


| research and development. Though 
| Heath may buy materials and com- 


ponents from other Daystrom divi- 
sions, it is still in the “open market.” 
From the parent corporation Heath 
borrowed the money to build a 141,- 
000-square-foot plant, opened a year 
ago at Benton Harbor. But the loan 
has now been paid in full. 

Sales expansion has come from new 
and higher-price Heathkits, sold to 
more and more customers. 

As compared to 45 kits in January 
1955, Heath now offers 135. Thirty- 
five were introduced in the last year 
alone. ( ntil recently the bulk of the 
volume was in kits selling for less 
than $100. Prices today range from 
$15 to $300. Soon to be introduced, 
at about $300, will be an electronic 
organ in kit form. Already being of- 
fered is an electronic computer “kit” 
at $995. 

Heath claims a strong leadership 
in sales volume in electronic kits. 

But one new factor in the electronic 
kit field is RCA. 

Some Heath dealers already ap- 
pointed also handle RCA products. 

In four years Heath’s employe 
group has multiplied from 150 to 
520. Only three key people in man 
agement came over from Daystrom. 
One was ex-accountant Knowland, 
who became comptroller before as- 
suming full charge. 

A veteran of several regimes is 
Clifford M. Edwards, who rejoined 
in 1942 and whose functions todav, 
as “director of advertising and sales 
promotion,” include publication copy, 
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Such a beautiful business 


In the feminine paradise shown above, strategies 
are shrewdly planned to make men fall, to make 
cosmetic sales rise. 

For this is the workshop of our Beauty Editors. 
All of their techniques for making women look 
prettier are developed here, with the aid of eager 
staff volunteers. New styles in make-up, fashion- 
able hairdos, tricks to soften a problem area or en- 
hance attractive features are created and studied. 
The best of these are presented with authority, 


every month, to our 12,350,000 readers. 


PHOTOGRAPHED IN THE GOOD HOUSEKEEPING BEAUTY CLINIC 


Because these millions of women turn to us for 
beauty counsel we published, in 1958, twice as 
many beauty pages as any other major women’s 
magazine. And because our colorful advertising 
pages are equally reliable, these multiple millions 
of beauty-seekers use them as their buying guide. 

We are in the business of persuading women. We 
stimulate their dreams and desires in the most 
practical way. It’s a beautiful business. If you 
would like to persuade women, convincingly, call 


us today. 


wi O84 fun 
Se * a>, 
* Guaranteed by * 
Good Housekeeping 


wir 


art and layout, direct mail, prepara- 
tion of manuals and product styling. 
Edwards learned the mail-order busi- 
ness at both Sears and Montgomery 
Ward. 

Last January, William E. Johnson, 
from nearby Whirlpool Corp., was 
made Heath's first , ann sales man- 
ager. Assisting him is John Caviezel, 
dealer sales representative. 

“Dealers sought Heathkits for a 
number of years,” Knowland explains. 
“But until Audionics, Inc., Providence, 
approached us, in August 1957, the 
fact that we offered no discount al- 
ways killed their enthusiasm. 


“Audionics agreed to take on the 
line and obtain their markup over the 
catalog price. All dealers now pur- 
chase at catalog price, F.O.B. Benton 
Harbor. All are controlled by the 


same policies.” 

ph care made out so well with 
Heathkits at Providence that’ it de- 
cided to open a Boston store based on 
Heath volume. Thurow Distributors, 
Inc., Tampa, began to sell them last 
fall in its stores in Miami and Cocoa, 
Fla. (near the Cape Canaveral mis- 
sile launching base and its 15,000 
technicians). From this test Thurow’s 
president, H. M. Carpenter, was con- 


Finding today’s 
hot markets 
for your 
products... 


If you want to know where industrial 
buying activity is on the upswing now, 


your product advertising belongs 
in N.E.D. For only 4% cent or 
less per issue, you blanket over 
43,000 best-rated plants in all 


principal markets. You reach the key men 

who initiate and place orders in these plants. For information 
about products they need and are ready to buy now, they look in 
N.E.D. Then they inquire—and this reader action tells N.E.D. 
advertisers who today’s best sales prospects are... where to 
apply personal selling efforts for quickest pay-off in orders. 
Response from N.E.D. readers is now the highest ever! 

It’s an important reason why N.E.D. belongs on your 


1959 product advertising schedule. 


A [PENTON| Publication, Penton Bidg., Cleveland 13, Ohio 


NOW OVER 81,000 COPIES 


(Total Distribution) IN OVER 43,000 INDUSTRIAL PLANTS 


FIRST DEALER Sales manager, 
William E. Johnson came from 
Whirlpool Corp. to handle 
Heath’s unusual dealer program. 


vinced that “we can do an outstanding 
job in this line in our stores” in 14 
other Florida cities. Dealers with 
headquarters stores in Los Angeles 
and San Francisco, among others, also 
have sought—and got—multiple fran- 
chises. 

Thus far Heath has not lost a 
dealer. 


> Dealer prices for Heathkits range 
from 14% to more than 20% higher 
than those for mail-order customers in 
the same area. One of the lowest 
ratios is for an amplifier kit. 

A mail-order customer in Boston 
orders this kit at the catalog price 
of $35.50 and pays $3.92 express on 
it, or a total of $39.42. Paying the 
same price per unit, the Boston deal- 
er’s freight charges come to $1.35, or 
a delivered cost of $36.85. On a 20% 
markup (or $7.37) his computed sell- 
ing price becomes $44.22. But on 
the suggested selling price of $44.95 
his profit is 22%. Thus the dealer’s 
selling price is only 14% higher than 
the mail customer’s delivered price. 

“Until last Mav Audionics was our 
only dealer,” says Knowland. “Then 
we inoved into Philadelphia, Wash- 


ington, D. C., Los Angeles, San Fran- 


cisco and Seattle in that order. In 
August we set up Volta Electronics 
and High Fidelity Workshop in De- 
troit to test merchandising and other 
problems. 

“Then we put pins in Sales Man- 
agement’s map of major marketing 
areas, and proceeded to pick dealers 
throughout the country. 

“And then we made a timetable 
to reach all the major markets. 

“All our dealers are given targets 
based on Sales Management’s Effec- 
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FROM PARENT COMPANY, Day- 
strom, Inc. Heath took ex-ac- 
countant Daniel P. Knowland, Jr. 
who came in as comptroller, now 
is vice president, head of Heath. 


tive Buying Income data for their 
areas. We intend to put continual 
pressure on them to achieve our sales 
quotas. But we allow them a vear’s 
time to get into full operation. 

“On our part we give each dealer 
chosen an exclusive market or an ex- 
clusive area within a major market. 
Already we provide a lot of advertis- 
ing and promotional help. We intend 
to offer more sales help, too.” 

The first 300 dealers would be in 
the top 200 markets, representing 
80% of Heath’s sales potential. Later, 
in smaller markets, other dealers will 
be added. 

At this stage Heathkits are being 
sold by retailers in 28 of the major 
markets. Among  these—sometimes 
with several dealers in each—are New 
York, Los Angeles, Detroit, Cleveland, 
San Francisco, Milwaukee, Houston, 
Dallas, Seattle and Minneapolis. 

On the other hand, some major 
gaps at this writing are Chicago, 
Pittsburgh, New Orleans, Buffalo, 
Denver, San Antonio and Kansas Citv. 

By states Heath is now strongest 
in California, with 25 stores—followed 
by Ohio, 11; New York 9; Pennsyl- 
vania 8; Texas 6; New Jersev and 
Wisconsin 4 each; Indiana, Michigan 
and Oregon 2 each, and scattered 
dealers in 10 others 

“Of course, we trv to see each 


prospect that “the overwhelming suc- 
cess of test market ventures in retail 
sales distribution proves: 


1. A certain large group . . . will 
never buy by mail. 


2. Some of our present direct mail 
customers will pay . . . for the conveni- 
ence of immediate delivery and local 
service. 


3. By servicing Heathkits at a fair 
price and doing quality work, you will 
draw many mail-order customers into 
your store for service, providing you 


WORCESTER’S 


with an opportunity to sell them new 
Heathkits, and to sell them other 
equipment.” 


4. For such “non-technical” equip- 
ment as hi-fi, stereophonic and porta- 
ble transistor radios, dealers can “cap- 
ture an entirely new market of peo- 
ple who may never have Fel ger" 
Heathkits.” 

The catalog price is called “a whole- 
sale price with a low percentage mark- 
up,"—and Heath emphasizes that 
“manufacturers’ pricing policies should 
be based on dollars instead of per- 
centages.” 


Billion Dollar Market (cE. 8.1.) 


is ( 


91.9%" 


* DAILY 162,449 
SUNDAY 105,300 


\ 


4 COLOR PROCESS 
NOW AVAILABLE 
DAILY AND SUNDAY 


. Tell and Sell 
with full color at its best — on the pages 
of the Telegram-Gazette reaching 


of Massachusetts’ 
2nd Market 


Member of UJ) Audit Dec. 31, 1957 


‘Sy 


You Can't Cover Massachusetts without The Worcester Telegram-Gazette 


The Worcester 
TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


dealer in each area we're opening 
who has expressed an interest in our 
franchise,” Dan Knowland explains. 
“When we get his letter, we reply 
promptly—and try to make him even 
more interested.” 


In his letter Knowland tells the OWNERS 


Of RADIO STATION WIAG AND WIAG-FM 


MAY 135, 959 


Also important are “store traffic 
created by Heathkits’; “low invest- 
ment, high volume, quick turnover” 
(A dealer should carry only two weeks’ 
stock and his inventory should turn 
“at least 20 times annually.”); “large 
exclusive territories”; “no high-pres- 
sure sales tactics; prompt price protec- 
tion; sales promotional materials and 
assistance and complete service and 
parts information.” 

“But the fact that a dealer has in- 
quired about a franchise,” Knowland 
adds, “does not influence us. We can- 
vass each area thoroughly—with the 
help of local banks, Dun & Brad- 
street and other dealers.” (Heath is a 
member of a nation-wide electronics 
retailers’ association. ) 

Armed with, among other things, a 
Polaroid camera, the Heath repre- 
sentative makes a detailed report on 
such factors as a prospective dealer's 
primary business and number of em- 
ploves; proportions of its business in 
wholesale, retail, industrial and serv- 
ice or installation; location and park- 
ing facilities; foot and auto traffic; 
exterior and interior appearance and 
facilities; floor space, display, hi-fi 
room; whether departmentalized and 
vith service facilities, and major lines 
being sold 

The representative also lists key 
personnel with whom he has talked. 
Chen he recommends whether to fran- 
chise, to consider further, or eliminate. 

When a dealer is chosen, and gives 
his verbal acceptance, his franchise 
is mailed from Benton Harbor for his 
signature. Usually his initial order is 
mailed with return of the franchise. 

Knowland emphasizes that “Heath 
representatives do not take orders. 
These must be sent directly to the 
plant. The representatives will, how- 
ever, help the dealer to determine his 
initial requirements.” 


> Though Heath has “no salesmen,” 
Knowland recognizes that in time a 
force will be needed to “maintain 
dealer contacts, conduct sales training 
programs, etc.” 

Today, Heath is busy with plans 
for its first dealer convention. And 
probably this fall, it will introduce 
training courses for key-dealer sales- 
people. These would cover Heath and 
competitors’ kits, discounts and meet- 
ing customer sales resistance. 

Heath gives a 10% discount on kits 
to dealer employes, educational insti- 
tutions and to publishers whose media 
already are on its schedule. It reim- 
burses dealers for donations of Heath- 
kits for p.r. purposes to “bona fide 
electronic, marine or hobby organiza- 
tions,” and for redeeming gift certifi- 
cates bought from the company. Most 
of the present group of dealers en- 
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tered the fold too late to take full 
advantage of last Christmas. But the 
Heath people are busy making plans 
for the next one. 

Sixty percent of this business has 
been done in the second half of the 
year, with December representing 
more than 13% of the annual total. 
April through August are below the 
8%% “norm.” The fall months move 
up toward it. January and February 
are a bit above it, and March rises 
to more than 10%. 

Though generally following popu- 
lation, Heathkits have sold relativelv 
better in rural than urban areas, and 
in places, such as Southern California, 
where there is a heavy concentration 
of engineers and technicians. Among 
occupational groups, engineers and 
tech students rank high. The largest 
single “group” among the 500,000 
mail-order customers are 75,000 radio 
hams. Eighteen Heath ham emploves 
do their best to keep up with the 
queries from their customers. 


> The company also emplovs 30 cre- 
ative engineers, and 23 in quality 
control. “Each complaint,” Know- 
land savs, “gets a personal and com- 
plete reply. Our parts replacement 
is liberal and fast. Incidentally, 
we've had proportionately fewer com- 
plaints from dealers’ customers. 

“For several vears about 50% of 
our orders, everv month, have come 
from new customers. About 52% of 
these new customers first hear of 
Heathkits on recommendation from 
old customers; 28% from our maga- 
zine advertising, and 20% from direct 
mail literature and our fiver.” 

(Providing half of the total sup- 
port of Benton Harbor’s Post Office, 
Heath mails, in an average week, 
100,000 flvers and 40,000 other 
pieces.) 

Five percent—or about 25,000 of 
the total 500,000 Heath do-it-vour- 
selfers are women. A promotional pic- 
ture of a Heathkit Center in a store 
shows a young woman reading an in- 
struction manual, preparatory to dem- 
onstrating to her best male friend 
how simple it all is. 

While dealers at this stage all sell 
on a cash basis, the proportion of 
mail-order customers sending cash 
with order has dropped in recent 
vears from 95% to 70%. On one re- 
cent day Heath had on its books 19,- 
167 installment customers. 

All dealers carry a full Heathkit 
line. A study of the tvpes of kits sold 
by the six original dealers with the 
company’s total volume in these lines 
shows close correlation. 

Under his franchise a dealer agrees, 
among other things, to maintain ade- 
quate inventory of current model 


Heathkits; to develop an adequate 
sales staff for them; to promote the 
kits in his territory; maintain working 
demonstration models, and provide 
Heath Co. with full information on 
his Heathkit business. 

On its part, Heath helps to make 
the franchise pay. 

“We try to make them close and 
valued members of the ‘family,’ ” deal- 
er sales manager Johnson points out. 
“We tell them, 30 to 60 davs ahead, 
for example, about new kits and 
model changes. They can ship back 
to us for full credit, not only new or 
changed kits, but any slow-moving 
overstock. 

“Actually,” he adds, “we don’t have 
any slow movers! 

“Our monthly Dealer Information 
Reports advise them in advance on 
such things as discontinued kits, price 
changes; a new policy on delivery of 
parts; replacing missing parts; a new 
Dealer Parts-Price Book; ordering fl 
ers and catalogs.” 

Cooperative advertising on a 50-50 
factorv-dealer basis is an important 
part of the program. In a 10-page 
“policy” bulletin on it, Heath points 
out that it will contribute 1% on or- 
ders between $200.01 and $1,000- 
scaling up to 3% on orders of more 
than $5,000. (Most dealer orders are 
now $2,000 to $5,000, on which 
Heath pays 2.5%.) 


> A dealer can use his co-op fund for 
store display and other s.p. materials, 
for literature, sales tools, sales train- 
ing materials. (One piece is a $55 
oor display.) Heath pays half a deal- 
er’s cost, at local rates, for newspaper 
advertising space and for radio and 
television spot announcements. It 
shares on indoor and outdoor identifi- 
cation signs; direct mail, and tele- 
phone directory advertising. 

But the company requires proof of 
performance on each. 

Within a month after he is fran- 
chised a dealer proclaims in local 
newspapers: “Heath Company, a sub- 
sidiary of Daystrom, Inc., announces 
the appointment of (Dealer's Name) 
authorized dealer for HEATHKIT 
do-it-vourself ELECTRONICS. 
Over 100 quality kits to choose from 
.. . No electronic experience needed.” 
Among kits shown are hi-fi equipment, 
amateur radio gear, service and test 
instruments, and marine equipment. 

Without cost other than shipping 
charges (and these can be charged to 
the co-op fund), Heath provides deal- 
ers with background displays for their 
exhibits at local electronic, hobby, 
marine and other shows. In regional 
shows several dealers may develop 
a joint exhibit on the same basis. For 
national shows, markets and conven- 
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Of course Im sure. 
Tread it 
in Newsweek 


Newsweek family incomes average over twice the typical 
American family income. Newsweek readers are in posi 
tions of community and business leadership . . . where 
they influence others. In fact seven out of ten readers have 


direct influence on business purchases! Ask your agency 


The ditferent newsweekly for communicative people 


PHOTO COURTESY 8.8. UNITED STATES 


FOR THE EXECUTIVE CONCERNED 
WITH THE MOVEMENT AND 
RELOCATION OF PERSONNEL 


Now! move 


with confidence 


Call in your local Atlas Agent to discuss personnel move- 


ment and relocation on an 


basis . . 


individual move or long term 
. and you've taken a giant step forward in relieving 


yourself of one of your more persistent, periodic problems. 


Here's why... 


e The Atlas agent fits himself quickly into your departmental 


methods. . 


. from the beginning can relieve you of many details. 


e Atlas service is economical...your cost of transferring families 


goes down. 


e Atlas service is geared to increased customer satisfaction .. . 
your employee morale goes up during a critical period. 


tions held in all areas, Heath assumes 
the entire cost of Heathkit participa- 
tion 

“Unlike some co-op funds,” Bill 
Johnson explains, “ours is not can- 
celed at the end of the year. We 
also permit some overdrafts—around 
Christmas, for instance—if the dealers 
tell us why. But if a dealer's co-op 
charges are not paid in 90 days, he is 
billed in open account for it.” 

In its monthly 12-page, factory- 
coupon inserts in electronic maga- 
zines Heath has begun to list all 
dealers. When a dealer is appointed 
Heath sends a letter to mail-order 
customers in that area, telling of this 
“added convenience and service to 
you aa 

The letter adds, however: “In no 
way does this new dealer organization 
affect your continued privilege to buy 
directly from Heath company. 

You will continue to receive our direct- 
mail literature as usual.” 

Dealers also make their own an- 
nouncements to nearby Heath mail 
customers. 

In 16 months, primarily by mail, 
Heath sold 130,000 copies of a 25-cent 
booklet on “The How and Why of 
hi-fi.” Now it is also offered by deal- 
ers. Some dealers give it away. 

Though the dealer part of the busi- 
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ness already has reached a seven-fig- 
ure annual rate, the mail-order part 
still predominates. And this business, 
Dan Knowland emphasizes, has “all 
been created by advertising.” 

For the fiscal year started April 1, 
the advertising and sales promotion 
budget under Cliff Edwards has been 
expanded by $200,000 to $1.5 million. 

The advertising program is note- 
worthy for consistency and growing 
diversity. 

It began in November 1957, with 
a half page ad in Electronics World 
(formerly Radio & TV News) featur- 
ing a Heathkit oscilloscope for $39.50 
and an assortment of Army surplus 
electronic equipment. 

Within a year Heath was using 
double-page spreads, every month, in 
this magazine and in Radio Electron- 
ics. In recent years Heath’s every- 
issue inserts in these magazines have 
been 12 pages. 

A current insert—with order form, 
of course—pictures and describes 62 
Heathkits; mentions that there are 
“many more Heathkits to choose 
from,” and then adds: “Heathkits are 
also available at your dealer.” 

The last page lists dealers in 19 
states who are “now ready to serve 
you . . . with convenient ‘over-the- 
counter’ delivery.” 


Single-Line 
and Nationwide 
Local...Long-Distance 
Moving...Storage 


ATLAS 


VAN-LINES, INC. 


General Offices: 
6244 South Ashland, Chicago 36 


Because “careful selection of relia- 
ble, qualified dealers is a slow proc- 
ess, please bear with us if your area 
has not been covered.” 

In the last fiscal year Heath’s sched- 
ule embraced 51 publications, includ- 
ing 17 directories, annuals and quar- 
terlies. Twenty-two of the total 51 
were added in the last two years. 
The “fields” now covered include 
architecture and control engineering, 
electronics and hi-fi, mechanics and 
motorboating, radio and sports cars, 
jazz and home-service magazines, 
School Shop and Teen. 


» Home-service magazines now 
scheduled are House Beautiful, House 
& Garden, and Living (“From these 
one-sixth-page ads,” Edwards says, 
“we average 400 inquiries a month. 
Varying with the season, 42% to 48% 
of these inquiries are turned into 
sales.”) 

Other wire-circulation magazines 
added in the two years are Ebony, 
Esquire, Playboy, Sunset and The 
American Weekly. 

In ten hi-fi and radio ham maga- 
zines, quarterlies and handbooks, the 
regular Heath insertion is five pages. 
Popular Electronics gets a six-pager 
each issue. Other lists range from two 
pages down to one-eighth of a page. 
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force 


The 


JHEN THE DESIGN is frozen, the 
\ price is set, and the merchandise 
starts rolling off the lines . . . who 
makes the difference between success 
and failure? 

Salesmen, of course! Your company’s 
profits depend on the time and work 
devoted to your products by factory 
representatives, wholesale men, retail 
merchants. 

That’s why experienced executives 
like to put more force in their sales 
forces with an EFM sales incentive 
campaign for all levels of distribution. 
Tens of thousands of successful cam- 
paigns prove that EFM service is the 
one best way to motivate salesmen. 

Techniques developed and _ tested 
during 37 years of service assure max- 
imum participation and effort. EFM 
runs more than 5,000 successful cam- 
paigns a year. 


‘lo put more 


in your sales fore 


EFM commands hundreds of spe- 
cialists in every aspect of incentive 
promotion — far more manpower than a 
single company could assign to the job. 

The EFM catalog offers 2,500 na- 
tionally advertised prizes . . . famous 
brand names that make your salesman 
a hero at home and the envy of friends 

top quality gifts that provide every 
man with one incentive he wants most! 

With merchandise prizes, you give 
more for less, buying at wholesale and 
giving at retail, paying nothing extra 
for EFM service. 

For as little as a penny per dollar of 
extra sales, you can go a long way 
toward insuring a record-breaking 
sales year in 1959, And you don’t pay 
for the prizes until the extra sales are 
produced! 

So why wait? Ask about EFM suc- 


cess insurance today! 


b | 


»...call in 


kK. EF MacDonald Company, 


Use all these professional EFM services 


TRAVEL Trained to protect your cor- 
porate reputation as a host, world-wide 
EFM travel specialists arrange all de- 
tails of holiday incentives and conven- 
tion travel. 

CREATIVE Skilled in creating excite- 
ment among incentive plan _partici- 
pants and their wives, the EFM 
creative department is also well- 
grounded in all types of sales promo- 
tion and sales training material. 
MEETINGS AND CONVENTIONS 
Experienced idea men, script writers, 
talent scouts and producers will han- 
dle the entire meeting. 

FILMS AND VISUAL AIDS Slide and 
strip films, charts and graphs, sales 
presentation books, sales training pro- 
grams and other visual materials dem- 
onstrate the EFM flair for showmanship 


The EK. MacDonald Company 


WORLD-WIDE SALES INCENTIVE SERVICE 


DAYTON 1, OHIO... OFFICES IN THIRTY CITIES IN THE UNITED STATES, CANADA AND EUROPE 


*New corporate name for Cappel, MacDonald & Company, Belnap & Thompson, Inc., Ross Coles & Company, Inc. 
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ESTEEMED FOR DEPENDABILITY 
ask anyone 
in advertising 


NATIONAL REGISTER PUBLISHING CO., Inc. 
147 West 42nd Street, New York 36, N. Y. 
333 North Michigan Avenue, Chicago 1, Iii. 
2700 West 3rd Street, Los Angeles 57, Cal. 


For the new fiscal vear Heathkits 
may be promoted for the first time in 
spot FM radio (which has hi-fi sound) 
in the top ten markets. Holiday, The 
New Yorker and Town & Country 
will be added to the hi-fi list. Two in- 
sertions a vear (in a hi-fi issue) in 
The American Weekly will be stepped 
up to four or five, and Parade also is 
being scheduled. 

“Probably,” Edwards points out, 
“we'll break in farm publications for 
the first time—in Prairie Farmer and 
Progressive Farmer.” 

Health employs three advertising 
agencies—all on a fee basis: G. M 
Basford Co., New York City, which 
works on public relations for Heath 
and other Daystrom — subsidiaries; 
Borowski Advertising, South Bend, 
and Advance Advertising, Benton 
Harbor. But the company itself pre- 
pares all copy, art, photos and lav- 
outs. 

“The mail-order business,” savs Ed- 
wards, “is pretty technical.” 

So, for that matter, is the retailing 
of Heathkits. 

Despite “consistency,” Dan Know- 
land and his people realize that what- 
ever they have done may not neces- 
sarilv be “best.” 

“The growth of the business and 
the changing product mix,” Knowland 
adds, “have led Heath to undertake a 
study, by Opinion Research Corp.. 
to determine which media would be 
most effective for us. . . . We also 
want to find out why some people 
don’t buy kits. Are thev afraid they 
can’t put them together? If so, why 
and what can we do about it?” @ 


COMING JUNE 5 


The A B C’s of Stock Purchase 


Plans—for Executives 


Five versions of purchase plans, 
with notes to help you judge 
which arrangement would be 
most advantageous to you. 


By Allan J. Parker 
of the New York Bar 


Sales Management 
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...and night after night, the Herald-Express puts every 
other Western evening paper in the shade! (Which means 


it can put smart advertisers—like you—right in the sun!) 


ented r »y 
Regan & Schmitt, In 


The Marketing Team at Allegheny Ludlum Talks to Chilton 


“We know the importance and value of the trade press 


Ralph L. Harding, Jr. . A. Murrin Held ° Charles B. Templeton . William B. Pierce 


Allegheny Ludlum Steel Corporation is one of the nation’s major developers and producers 
of high-alloy steels—stainless steel, electrical steel and alloys, tool steel, heat-resisting steel, 
permanent magnet material, and various types of tungsten and other carbides. 

Important to the highly successful sales program of this large organization are the coordi- 
nated efforts of its marketing team. Key members of the group include William B. Pierce, Vice President in 
Charge of Sales; Charles B. Templeton, Advertising and Promotion Manager; Ralph L. Harding, Jr., 
Commercial Research Manager; and A. Murrin Held, who is responsible for product publicity. 

In the company’s Pittsburgh offices, we recently talked with each of these experienced sales and adver- 
tising executives about the importance and use of trade and industrial magazines from his particular point 
of view. Here are the highlights of what was said .. . 


Mr. Pierce says, ‘‘Well-conceivéd, iiard-hit- 
ting and well-timed advertising in the trade and 
industrial press is a basic tool of our sales or- 
ganization. It is important to us because it is 
read by the men who buy the products and 
services we sell. It is valuable because it helps 
precondition customers or prospects for the 
next visits of our salesmen. It is practical be- 
cause it enables us to repeat our story, again 
and again, for only pennies a time.”’ 
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because of our long experience and success in using it” 


Mr. Templeton says, ‘‘We know the impor- 
tance and value of the trade press because of 
our long experience and success in using it. 
It provides the hard core of our advertising 
program. It enables us to repeat the story of 
high-quality products and services told by our 
salesmen to customers and prospects through- 
out the country—and to tell it to those our 
salesmen cannot reach."’ 


Mr. Harding says, ‘‘We make extensive and 
profitable use of the marketing material pro- 
vided by certain trade publications. It is of 
particular value because it is current and well 
organized. It helps us evaluate existing mar- 
kets and develop new customers and new 
markets for our many products. The trade 
press also helps us watch competition and fre- 
quently indicates new or improved product 
opportunities. In short, it provides much of our 
marketing intelligence.”’ 


Mr. Held says, ‘‘The trade press is one of our 
most important allies in the effort to keep our 
publics aware of the many new products, tech- 
niques and services available at Allegheny 
Ludlum. Through an integrated publicity pro- 
gram we regularly supply editors with news and 
feature stories of interest to their readers. By 
making certain this material is accurate, inter- 
esting and informative, we can be sure the 
story will be seen and read by the men who 
specify and buy what we have to sell.’’ 


Trade and industrial publications serve an area unduplicated by any other selling force. They make it possible 
for you to talk with customers and prospects on common ground — at a time when they are seeking information 
and are most receptive to your message. 

Chilton is one of the most diversified publishers of trade and industrial magazines in the country—a company 
with the experience, resources and research facilities to make each of 17 publications outstanding. Each covers 
its field with the dual aim of editorial excellence and quality-controlled circulation. The result is confidence 
on the part of readers and advertisers alike. And confidence is a measure of selling power. 


2 
COMPANY 
Chestnut and 56th Streets 
e Philadelphia 39, Pennsylvania 


Publisher of: Department Store Economist « The Iron Age « Hardware Age + The Spectator » Automotive Industries « Boot and Shoe Recorder + Gas 
Commercial Car Journal * Butane-Propane News « Electronic Industries » Jewelers’ Circular-Keystone +» Optical Journal & Review of Optometry +» Motor Age 
Hardware World « Aircraft and Missiles Manufacturing + Distribution Age + Product Design & Development + Business, Technical and Educational Books 
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“(The Reshuffling 
Marketing Director } of the Corporate 
Organization Pattern 


continued from page 34 


Another example of consolidation 
‘for greater efficiency and to eliminate 
some duplication ot expense” is pro 
Arvin Industries 


vided by This com 


pany manufactures automotive parts, 
and products and components for 
other industries, plus a variety of con 
sumer products manufactured for mail 
order houses and chains to sell unde 
their own brand names. 

In 1958 Arvin combined its Elec- 
tronics and Appliances Division with 
its Furniture and Housewares Divi- 
sion in what is now the Consume: 
Products Division. Thus the company 
now has two major divisions, the sec- 
ond being Automotive. Each is head- 
ed by a vice president who also serves 
as general manager 

Continental Oil Co. reports “major 
changes” in organization of the Mar- 
keting Department in the past year, 
“for the purpose of increasing effi- 
ciency and reducing operating costs.” 
Five marketing regions were consoli- 
dated into three. Sales divisions were 
reduced from 13 to 12, and sales dis 
tricts trom 46 to 40 


Now Color 


There are cases, too, where decen- 
tralization and integration are going 
on at the same time. American Bosch 
Arma Corp., “after extensive research 
and market analysis,” is decentraliz- 
ing its commercial sales department. 
“When completed in 1960, this will 
provide an improved and _progres- 
sive marketing organization, better 
equipped to meet competition and the 
ever-changing needs of customers.” 

But this same reorganization move 
entails the integration of original 
equipment and __ replacement-parts 
sales, and establishes new regional 
marketing, warehouse and _ service 
shop facilities for faster deliveries and 
service. 

The issue of straddle-selling-or-no- 
straddle-selling is still very much alive. 
Two interesting changes in the direc- 
tion of specialization are those made 
by Lever Bros. and National Gy psum 

National Gypsum has adopted spe- 


In 


Che Hartford Conrfant 


THE HARTFORD COURANT is now print- 
ing color. 


FIRST AGAIN, The Courant—the first news- 
paper in the Hartford market area to offer 
this added selling strength to advertisers. 
DAILY COURANT CIRCULATION is run- 
ning far ahead of all morning papers in New 
England outside of Boston, with a circulation 
over 108,000. 
SUNDAY COURANT CIRCULATION is 30,- 
000 ahead of all other Connecticut news- 1 Color & Black 
papers—morning, evening or Sunday—at over Daily 
151,000. 1 Page $799 

1500 Lines 565 
CONNECTICUT has America’s highest fam- 1000 Lines 410 
ily income. The Courant covers four busy For non standard size, use black and white rates: 
prosperous counties. Courant color can help 
you sell this rich market. 


The Uartford Courant 


Represented Nationally By Gilman, Nicoll & Ruthman 


“ADVERTISER? 
PROFITS 


Daily: Plus $150 for 1 extra color on sizes under 1500 
lines, and Plus $175 for sizes 1500 lines and larger. 
Sunday: Plus $200 for 1 extra color on sizes under 1500 
lines, and Plus $225 for sizes 1500 lines and larger. 
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SeErVICE... | 


WESTERN UNION Jj Telegrams-For-Promotion Service delivered my selling 


message dramatically—to each prospect.” 


If you've a big story to tell, tell it big with Telegrams-For-Promotion Service. 
Western Union delivers your message to dealers, buyers, everyone on your 
list simultaneously. Your telegram is read ... and remembered. Simply supply 
Western Union with one copy of your message and your name list. Leave the 
work—and the impact—to us. 

WIRE US COLLECT for the full details. Address: Western Union, Special 
Services Division, Dept. S-!, New York, N. Y. 


cialization by markets. There are now 
five sales forces: 

Dealer Sales, calling on retail Jum- 
ber and building material dealers. 

Paint Sales, calling on jobbers and 
dealers in paint and associated prod- 
ucts 

Commercial Sales, selling to appli- 
cator contractors. 

Industrial Sales, selling basic mate- 
rials to other manufacturers. 

Ceramic Sales, selling American- 
Olean tile through tile applicators. 

Lever now has developed Merchan- 
dising Sales forces for chains and 
large independents, and a Distribu- 


tion Sales group for the smaller stores. 

Modification of corporate structure 
is thus emerging as a major trend in 
general 1 gr gyn which calls for 
reappraisal of company competitive 
position and strategy. And it has im- 
portant implications for all who sell 
to industry. Here, to cite but one ex- 
ample, is a quote from the current 
annual report of McGraw-Edison, a 
company that is decentralized: ‘ 
day-to-day decisions relating to sales, 
production, advertising, etc., are made 
by divisional executives and commit- 
tees rather than by the central man- 
agement.” @ 
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“WHAT MY FAMILY 
SHOULD KNOW” 


Nihal my Punily 
should Anew 
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serve...remand 


your customers 


of you, your 
services ! 


Another new and original Nascon 
“At-A-Glance” Record Book . . . to 
build lasting good will for you! Fills a long 
standing need; in this one convenient 
volume, available at-a-glance and easily 
understood, can be recorded all informa- 
tion concerning one’s Insurance Policies, 
Bank Accounts, Securities, Real Estate 
and other vital facts. A necessity for every 
family. that will be used for many years. 


SPECIAL 


Amazingly low in cost but quality-made 
throughout. Handsomely covered, Wire-O 
bound for flat writing surface. Your name 
or trademark imprinted in gold on the 
cover at no extra cost; advertising mes- 
sages may be bound anywhere in the book. 


The new Nascon Advertising Gift 


Catalog contains complete details. Send 
for your copy today. 


DIVISION 


NASCON PRODUCTS 


Division of Eaton Paper Corpo 


ENUE, NEW YORK 1 


Quotable 
Quotes 


THE STRONGEST ADVERTISING 
and merchandising programs in 
company history supported our 
products during 1958. Cigarette 
advertising has resulted in one 
of the most economical forms of 
distribution for any product in 
this country. . . . The creation of 
demand by advertising, coupled 
with the efficiency of our dis- 
tributors, combine to produce 
broad distribution 
and to maintain a low cost of 


economical 


cigarettes to the consumer.— 
Annual Report of Philip Morris, 
Inc. 


THE TASK FACING ADVERTISING 
MANAGEMENT of providing a 
greater contribution to company 
profits is a sizeable order. The 
key to maximum profit contribu- 
tion by the advertiser—and his 
agency—lies in what | call crea- 
tive efficiency. . . . In attempting 
to provide a maximum contribu- 
tion to corporate profit, advertis- 
ing management must improve 
its performance in every area of 
operation. But—before this can 
occur, efficiency must begin at 
the top manugement level.—Tad 
Jeffery, Vice President and Di- 
rector of Advertising, Bulova 
Watch Co., Inc., in a talk before 
the Association of National Ad- 
vertisers Workshop. 


BANKERS specifically accept ad- 
vertising’s value in making a 
company’s stock more attractive. 
A survey of the Investment Bank- 
ers Association asked this ques- 
tion: ‘Does corporate advertising 
favorably affect the sale or sta- 
bility of a company’s securities?” 
Nine out of 10 replied “Yes.”— 
William S. Renchard, Executive 
Vice President, Chemical Corn 
Exchange Bank of New York, in 
a talk before the 1959 annual 
meeting of American Association 
of Advertising Agencies. 
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In i BUSY 


Seattle Market... 


The 


SEATTLE 
TIMES 


means 
greater 
sales! 


V READER ACCEPTANCE 
VY CIRCULATION LEADERSHIP 
V ADVERTISING LEADERSHIP 


READERS OF SEATTLE'S ACCEPTED NEWSPAPER ---BELIEVE IN 
THE SEATTLE TIMES--- THIS CONFIDENCE MEANS HIGHER SALES 


. ‘ REPRESENTED BY 
. O'MARA & ORMSBEE, INC 
e Sealile Gimes 5 oe. 
° s Angeles +» San Francisco 


Member Metro Sunday Comics 


SEATTLE’S ACCEPTED NEWSPAPER theto Retagrevenn aaa 


and Farwest Rotogravure Group 
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WORTH WRITING FOR . 


A ETE 


Sales Incentive Travel 


Idea book based on experience of 
various companies—all the way from 
ideas for sales quotas and how to set 
them up, how to create a theme, how 
to handle emergencies, to suggestions 
for winning cooperation from wives 
in backing sales incentive programs, 
for publicity to achieve objectives and 
kickoff meetings. Write Frank Smith, 
Manager, Convention Travel, Dept. 
SM, Trans World Airlines, Inc., 380 
Madison Ave., New York 17, N. Y 


Alcoholic Beverage Study 


First in a series of four volumes on 
the urban Negro household demand 
for alcoholic beverages and factors 
influencing the demand. Basic data 
represent results of a field survey cov- 
ering 375 brands regularly used in 
905 Negro households in 15 major 
markets and 758 brands sold at the 
retail level in those markets. Write 
Frank G Research Director 
Dept. SM, Johnson Publishing Co., 
Inc.. 1820 S. Michigan Ave Chic ago 
16, Ill 


Davis, 


Developing Leaders 


Reprint of a talk by Sidney Edlund 
before the Atlanta Sales Executives 
Club. Discusses new techniques in im- 
proving the quality of leadership- 
appraisal systems; selection; executive 
development training; how to develop 
more thorough understanding of abili- 
ties of present personnel. Write Sidney 

Edlund, Dept. SM, Sidney Edlund 
ps Co., 150 E. 35th St., New York 
6. i YT. 


Mass Media 


Analysis of the total economic sup- 
port, consumer and advertising, for 
mass media. It presents in tabula 
form—20 tables—the growth of con- 
sumer and advertising support in the 
last 20 years. Economic data are re- 
lated to population and are adjusted 
to show the effect of inflation. It svn- 
thesizes Government and industry data 
into a total measure of the consumer 
end of mass media economics. Write 
Dept. SM, Scripps-Howard Research, 
1124 Union Central Bldg., Cincinnati 
9 O 


moving in all directions 


.»ethat’s our business 


Personnel, office furniture, displays and exhibits moved safely, swiftly north, 


south, east, or west to all 49 states and many foreign countries. Next time, 


move the Wheaton way... 


f 
Noe La 


te 7 | Suc. 


General Offices: Indi 


the safest distance between two points. 


COAST TO COAST LONG DISTANCE MOVING 


Bin the West. call 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


Corporate Personality 


Kimberly-Clark Corp. and Scott 
Paper Co. are among the —— 
paper products producers mentione 
prominently in a new study of paper 
manufacturers, as appraised by a panel 
of 500 business executives. Respond- 
ing executives were asked to comment 
on the companies’ prospects for fu- 
ture growth. Write Herman C. Sturm, 
Director of Advertising, Dept. SM, 
711 Third Ave., New York 17, N. Y. 


Ad Rate Guide 

Lists rates, circulation, closing and 
issuance dates for general, farm, in- 
dustrial, mail order and direct selling 
magazines; shopping sections of lead- 
ing national magazines and metro- 
politan newspaper roto magazines; 
daily and Sunday display rates of 
newspapers in cities of over 50,000 
population; classified ad information 
for all leading newspapers by city 
and state; national and _ sectional 
groups. Write Ed. H. Brown, Dept. 
SM, E. H. Brown Advertising Agency, 
20 N. Wacker Dr., Chicago 6, Tl! 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent adver- 
tisements in Sales Management? 


Sound Projectors; How the new Pan- 
Harmonic Sound can improve your audio- 
visual communications. Private audition 
arranged for. Bell & Howell, Dept. SM, 
7190 McCormick Rd., Chicago 45, Il. 


Relation of Die Casting Sales to Inquiries: 
Market study. The Industrial Publishing 
Corp., Dept. SM, 812 Huron Rd., Cleve- 
land 15, O. 


Quad-City Market: Current market data 
for Rock Island, Moline and East Moline, 
Ill., and Davenport, Ia. Moline Dispatch 
ind Rock Island Argus, Dept. SM, Moline, 
il. 


Automatic Coin Changers: How making 
change available on the spot can open 
new markets for static businesses, cutting 
costs and pleasing new customers. Stand- 
ard Change-Maker, Inc., Dept. SM, 422 
E. New York St., Indianapolis, Ind 


Providence, R. 1.: Market data or package 
plan information. Providence Journal- 
Bulletin, Dept. SM, Providence 2, R. I. 


Hospital Publications: Comparative data. 
Dept. SM, Hospitals, eteial the Amer- 
ican Hospital Association, 840 N. Lake 
Shore Drive, Chicago 11, IIl. 


Use-Tested Product Information. Dept. 
SM., McCall’s, 230 Park Ave., New York 
7, =f. 


Thirty-Sixth Annual Report of America’s 
Original Consumer Analysis: Closeup de- 
tails on local marketing and paying fac- 
tors which influence =. dag in the Milwau- 
kee market. The Milwaukee Journal, Mil- 
waukee, Wis. 


SALES MANAGEMENT 


CATCH ‘EM WHEN 
THEY'RE READY TO BUY! 


If you want to know why the men and women who read 
Better Homes and Gardens Idea Annuals are outstanding sales 
prospects, consider this: 

“To put your idea into action you must take it to people 
who have the money and the desire to react. You must reach 
them in an atmosphere alive with interest and enthusiasm.” 

The outstanding success of Better Homes and Gardens Idea 
Annuals—like that of the magazine—has been built on the 
ability of BH&G’s editors to create this stimulating atmos- 
phere. And to attract the kind of readers who are willing and 
able to react! 


De me ee we ae ee ee ee ee ee ee 


NEXT ISSUE CLOSES: JULY 15 


ON SALE: SEPTEMBER 22 
RATE BASE: 450,000 


A bookful of ideas that help sell home fur- 
nishings—new furniture arrangements, color 
schemes, window and wall and floor treat- 
ments for every room in the house. 
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NEW > 


“| 


Closes: June 15, 1959 Closes: August 14, 1959 Closes: October 15, 1959 Closes: November 16, 1959 Closes: December 15, 1959 
On Sale: August 20, 1959 On Sale: October 20, 1959 On Sale: December 22, 1959 On Sale: Janvary 19, 1960 On Sale: February 18, 1960 
Rate Base: 165,000 Rote Bose: 550,000 Rote Base; 225,000 Rate Base: 165,000 Rate Bose: 135,000 


MEREDITH or DES MOINES 


America’s biggest publisher of ideas 
for today’s living and tomorrow’s plans 


13; 


getting 100% attention? 


Expertly produced mo- 
tion pictures interest the 
public — reach people— 
put your ideas on film. 
... Warning: select an 
experienced producer. 


Atlas Film Corporation 


OAK PARK, ILL. 
CHICAGO PHONE: AUSTIN 7-6620 
WASHINGTON * CHICAGO * HOLLYWOOD 


ADVERTISING © MERCHANDISING 
SALES PROMOTION EXECUTIVE 
AVAILABLE 


Now heading “millionaire” ad-dep't 
of West Coast mfgr. Will relocate for 
better opportunity. 

Capable administrator and creative 
planner who can help lead your com- 
pany to increased sales and profits 
with sales-proven promotion plans, 
advertising, merchandising and dealer 
aids. Outstanding record supporting 
own sales force, distributors and 
dealers. 12 years’ experience in ap 
pliance, food, furniture, housewares, 
package goods and radio-television 
hi-fi fields 

Write for resume and personal meet 
ing 


Box 4041 Sales Management 


Sales Manager Wanted: 


Pioneer manufacturer of 
specialized cleaning equipment 
for home and industry needs 
mature, aggressive Sales Man- 
ager. A real challenge with ex- 
cellent benefits. Requires some 
travel. 


Box 4043 


© THERE’S ONLY ONE #@ 


p BOMBAY 


MPORTED FRENCH VERMOUTH 
A.M PENROSE & CI PHIL, PA—9 


OFFICE SPACE AVAILABLE 


1600 Sq. Ft. — Will Divide 


Air Conditioned + New Building 
41st Street, Third Avenue 
YU 6-4820 


CROWN 


Rubber 
Ad Rugs & 
Counter Mats 
Take Giant Sales Steps 
WRITE RUBBER CO., Fremont, Ohio 
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EXECUTIVE SHIFTS 


IN THE SALES WORLD 
ae ° >. 9) 


The American Sugar Refining Co. . . . 

Joseph W. Mooney elected senior 
vice president. Edward Tindall made 
vice president and general sales man- 
ager. 


The American Thermos 
Products Co. . 
Trevor K. Cramer named president. 


Blackstone Corp. . . . 
Robert H. Martin 
manager. 


becomes sales 


Curtiss Candy Co.... 

Charles V. Lipps named executive 
vice president. Louis A. Witsiepe ap- 
pointed product director. 


Damascus Tube Co... . 
Frank A. Guba promoted to man- 
ager of marketing 


The Electric Auto-Lite Co... . 
Edwin R. Stroh becomes vice presi 
dent and director of sales 


Encyclopaedia Britannica . . . 
John Rhodes appointed director of 
foreign operations 


FWD Corp... . 

Hubert McCarthy named head of 
Marketing and Distribution Research 
Department. 


General Motors Corp. . . . 
Edward D. Rollert becomes gen 
eral manager, Buick Division 


Hazel Bishop, Inc. . . . 
Edward A. Ochs promoted to mar- 
keting vice president. 


Kerotest Manufacturing Co. . 
William I. Pell appointed sales man- 
ager, Steel Products Division. 


Millers Falls Co... . 

Frederick N. Lyman becomes sales 
manager, Metal Cutting Division. Vin- 
cent L. Giffen made sales manager, 
Hand Tool Division. Eugene V. Allen 
named sales manager, Electric Tool 
Division. 


Motorola Inc.... 

Earl L. Nissen appointed consumer 
products sales manager, International 
Operations. 


National Biscuit Co.... 
Howard W. Wilson made director 
of marketing. 


National-U.S. Radiator Corp. . . . 

Irvin Secord appointed sales man- 
ager for air conditioning and refrigera- 
tion products, Drayer-Hanson Divi- 
sion. 


Proto Tool Co. ... 
Richard E. Reich appointed vice 


president of sales. 


Rototiller, Inc. . 
Paul S. Stassevitch promoted to 
vice president, sales. 


Joseph E. Seagram & Sons, Inc... . 

Charles W. Davies named general 
sales manager, Pharma-Craft Co., Di- 
vision 


Sherman Products, Inc. .. . 
Bill Howe named sales manager. 


Southern Fabricating Co., Inc... . 
John H. Horn appointed director of 
sales, Welded Steel Tubing Division. 


Specter Freight System, Inc. . . . 
Roger Gerling made general sales 
manager 


Sun Chemical Corp. . . . 
Ben A. Gorlin appointed sales man- 
ager, Ampruf Paint Co. Division. 


Taussig Paint Sales Co... . 

Clement S. Crystal, Jr. named man- 
ager of product service, “Lasticolor 
Division. 


Toledo Desk and Fixture Co... . 
E. Newton Kelley becomes sales 
manager, Kelvinator Kitchen Division 


The Warner Bros. Co.... 

William C. Corey promoted to 
newly created position of director of 
sales coordination. 


Warner-Lambert 
Pharmaceutical Co. ... 

Pierre A. de Tarnowsky appointed 
to newly created corporate position of 
vice president for Consumer Product 
Divisions; E. Lloyd Bernegger elected 
president of newly formed Warner- 
Lambert Products Division. 


The Warner & Swasey Co.... 
Lester M. Cole elected vice presi- 
dent in charge of sales. 


Westinghouse Air Brake Co.... 
Richard H. Koehler appointed gen- 


eral sales manager, Le Roi Division. 


Young Spring and Wire Corp... . 
William E. Hunter appointed gen- 
eral sales manager, Gonset Division. 


SALES MANAGEMENT 


On Your Best Sales Pictures 


For maximum sales at greatest profit, the 
focal point of your heaviest advertising ef- 
fort should be the FIRST 3 markets of 
New York, Chicago and Philadelphia— 
where 18% of all U. S. Retail sales are 
made. Within these huge sales areas the 
competition for consumers’ attention and 
share of spendable income is an important 


factor in causing family coverage of Gen- 
eral Magazines, Syndicated Sunday Sup- 
plements, Radio and TV to thin out. In 
these 3 far-above-average markets there is 
no substitute for FIRST 3 MARKETS’ 
solid 62% COVERAGE of all families. 
In addition, the finest Rotogravure and 
Colorgravure reproduction in the FIRST 


THE GROUP WITH THE SUNDAY PUNCH 


Sections of the FIRST Newspapers of the 
FIRST 3 Cities of the United States as- 
sures you maximum package and product 
EY Edentification. 
To make your advertising sell more 
where more is sold ... it’s FIRST 3 FIRST! 
Circulation nearly 6,000,000. 


New York Sunday News Coloroto Magazine 


Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer ‘“Today’’ Magazine 


ROTOGRAVURE + COLORGRAVURE 


New York 17, N. Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Hard people 


and soft people 
exist only in 
fairy tales 


There are no Tin Woodsmen 
in the market place today. No 
hard people who buy only hard 
things, like automotive prod- 
ucts and home appliances. 
There are no Gingerbread 
People, either. No soft people 
who buy only soft things, like 
cosmetics and clothing and 
candy. 

The wise manufacturer reaches 
the real people by recognizing 
that they drive cars downtown 
to buy food, and that they buy 
food to fill their refrigerators. 


And he reaches them through 
an advertising agency that, in 
itself, is neither hard nor soft— 
that specializes only in adver- 
tising—and that understands 
all the people well enough to 
sell them all kinds of products. 


For he knows that creativity 
and good judgment can’t be 
categorized, any more than 
people can. If you don’t have 
them, nothing else matters. If 
you do have them, nothing 
else matters. 


CAMPBELL-EWALD 


Advertising well directed 


Detroit +» New York « Chicago + Los Angeles « Hollywood « San Francisco » Washington « Denver « Atlanta « Dallas » Kansas City « Cincinnati 


SALES MANAGEMENT 


American Machinist McGraw-Hill Publishing Company 


Agency: Gaynor & Ducas, Inc. ADVERT ISER S' INDE 4 Bess Fuller & Smith & Ross 


lwaukee Journal 
Atlas Film Corp. Agency: Klau-Van Pietersom-Dunlap, Inc 


Atlas Van Lines, Inc. i Moline Dispatch 
’ This Index is provided as an additional service. Agency: Clem T. Hanson Company 


Agency: Garfield-Linn & Company The publisher does not assume any liability for 


errors or omissions. 


Better Homes & Gardens "esese ay Division, 
Agency: J. Walter Thompson Company 


Compan y 
ious aes L. Klein Advertising 
Soebay “ y aan ay A aY oR Pe ager 
ency: Gurton Grown ver n $e | a Corp. 
ta ott ia y: . ou /V 2 EEE pn Creamer-Trowbridge Company 
Booth Michigan Newspapers ; Via ' 
Agency: The Fred M. Randall Company | Nettenst y ae pron rod 
Buffalo Courier-Express y gency: Sees 
Agency: The Rumrill Company, Inc. ; ADVERTISING SALES National ister Publishing Company, lnc Inc 
‘ gency: 
N Equipment D' 
VICE PRESIDENT, SALES yr = Seen relies & Sperling, Inc 
Campbell-Ewald Company Randy Brown a : 
Chicago Tribune : ‘aan Bryan Houston, Inc. 
Agency: Foote, Cone & Belding ‘ ’ 
Iton " SALES PROMOTION MANAGER New Yorker 
3 hy nag Agency: Anderson & Cairns, Inc 
Agency: Gray 1 ry Rogers ' Philip L. Patterson 
Columbus ween ° tas 
A ' 
Says Wiioten, Wend & Goinay, tne. Asst. to Vice President, Sales Oravisual Company, Inc. 
Continental Can Company, 


Fol Carton Division .... .28 | Cecelia Santoro Owens-Illinois Glass Company 
Agency: Batten, Barton, Durstine & Osborn i Agency: J. Walter Thompson Company 


Cr Rubber Comp: Rae. 
Rattan tate Foes Corben ADV. SERVICE MANAGER 
Cunningham & Walsh, Inc. .............. _ Madeleine Singleton Philadelphia Bulletin 
Agency: N. W. Ayer & Son, Inc 
PRODUCTION MANAGER Philadelphia Inquirer 


, Agency: Al Paul Lefton Company, Inc 
Detroit Free Press ..................... 50 Virginia New 
a Karl G. Behr Advertising Agency, 
nc 


| " iges? 
Dow Chemical Company . 30-31 a ee | Reader's © 
Agency: MacManus, John & ‘Adams, Ine . Agency: J. Walter Thompson Company 


Rock Island Argus . , “2 
Agency: Clem Hanson Company. 


DIVISION SALES 
Costeen Kedeh Company MANAGERS 
udio-Visual Dept.) . er 
Agency: The Rumrill Company, Inc New York—W. E. Dunsby, Wm. as oe. Fare chen s Waish. js 
Executive House ss a eee McClenaghan, Elliot Hague, s a ¢ 67, 68, 69 
Agency: Olian & Bronner Inc Robert B. Hicks, Dan Callanan, Seles Managemen 4 o ‘ ae dias 
Salt Lake Tribune-Desert News elegram 
7. ©. Kendall, Ormond Black, Agency: Framcom Advertising Corp 
630 Third Ave., New York 17, Seturdud Greatnn feet RS A 4 
Fast Food ........ ° °° N. Y., YUkon 6-4800. A dened Batten, Barton, Durstine & Osborn 
First 3 Markets Group ahtteesy H " The. 
Agency: Anderson & Cairns Inc Chicago—C. Ee. Lovejoy, O25 Seattle Times 
Western General Manager; Agency: Cole & Weber Advertising 
W. J. Carmichael, Western Ad- Space ‘Aeronautics 
Good Housekeeping vertising Director; John W. Agency: The Schuyler Hopper Company 
Agency: Grey Advertising Agency, Inc. Pearce, Western Sales Manager; s. a - Sate Goneen De tacee a 
Greensboro News-Record . + Thomas S. Turner, Thomas Mc- — 
Agency: Henry J. Kaufman & Associates ‘ re Stainless Metal Products, Inc. ..... 
Gulf Publishing C 333 N. Michigan Agency: Harris & Weinstein, Inc 
hee  Dertia 4 Ct | Ave., Chicago 1, Ill, State i 
y: Darwin lark Company a 4 Sweet's Catalog Service ... 
| 2-1266; Office Mgr., Vera Lind- Agency: Muller, Jordan & Herrick 
berg. 


Donough, 


Hartford Courant sg: : 
Agency: Baker Advertising Pacific Coast—Warwick S. Car- 


. ? penter, 15 East de la Guerra, Agency: Gray & Rogers 

wr FA Santa Barbara, Calif., WOod- eats tie 2 

Hearst Magazine H land 2-3612; (space other than : Agency: W. N. Hudson Advertising 
Agency: Lynn ~ Inc , publication or broadcasting ac- Toronto Daily Star 

Heinn Company counts), M. A. Kimball Co., 2550 | Agency: MacLaren Advertising, Ltd 
Agency: Kuswa, Greene & Associates, Inc. : Beverly Boulevard, Los Angeles Troy Record Newspopers . 


Hilton Credit Corp \ 57, Cal., or 681 Market St., San 
Agency: N. W. ye Son, Inc. i Francisco 5, Cal 
Hospitals, Journal of American Hospital saris 


Association ; 3 se WBTW (Florence, S. C.) 
Agency: Bernard J “Hahn & “Associates” : NE ii Rick UY Agency: Tom Daisley Advertising Agency 


Houston Post WHO (Des Moines) 
Agency: Aylin Advertising Agency os Doe Anderson Advertising Agency 


TV-Guide 


WKY-TV paso wore oy aw 
y : Agency: Lowe Runkle mpany 
Indianapolis Star & News ..-..-........ Agency: oe ae Inc. enliiish iminbiiiien, Cain 
Agency: Caldwell, Larkin & Sidener-Van Los Angeles nei M 
Tow Inc y Bon Cunningham & Walsh, Inc, Agency: The Ralph H. Jones Company 
WNDU-TV (South Bend, Ind.) cadinedes 
Los Angeles Times 
— Batten, Barton, Durstine & Osborn — J. Carter Advertising 
es Bie GOP nc vredbdececetcsbetas Western Union Telegraph Compeny 
Agency: Benton & Bowles, Inc. 
. F, MacDonald C Wheaton Van Lines, Inc , 
Ledies' Home Journ 2ed Cover “Agency: Don Kemper r Company Inc. Agency: Poorman, Butler & Associates, Inc 
Agency: Doherty, Sititord., Steers & Shen- McCall's Worcester Telegram & Gazette 
eld, Inc. Agency: Donahue & Coe, Inc. Agency: C. Jerry Spaulding, Inc 
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MUGHES PRINTING CO, 
EAST STROUDSBURG, FA 


TODAY'S ADVERTISING 
People 
(Mike) Hughes 


Policies ° Trends ° 


MEE ee 


by Lawrence M. 


Exposure: The SEP notes that “the average American 
family is now hit by 1,500 ads a day.” 


Solid Block 


I wonder how TV networks can defend their fran- 
chises on the grounds of “public convenience and 
necessity” — and presumably public improvement: 

No sooner is the 31-year-old musical “Voice of Fire- 
stone” denied prime evening time by ABC (and the 
other TV networks), than ABC announces for Monday 
nights, starting next fall, “a three-hour block of action- 
adventure programming.” 

This 7:30-10:30 p.m. barrage will embrace one hour 
each of “Cheyenne,” “Bourbon Street Beat” (a new 
“sleuthing series set in colorful old New Orleans”), 
and “Adventures in Paradise,” from James Michener’s 
tales of the South Pacific. 

Another ABC Monday night fatality will be “Bold 
Journey,” an “educational” adventures series. Ralston 
Purina will replace it with the new “John Guenther’s 
High Roads,” on ABC Saturday nights. 

At odd hours, such as Sunday afternoons, or 7 a.m., 
TV networks still will give you small doses of culture. 


Heavy Duty 


The big soap-makers have started to gang up on 
Jacob Barowsky’s Lestoil. A $35 million-a-year volume 
developed for this heavy-duty detergent has inspired 
P&G to resurrect (and spend a few millions on) an old 
brand called Mr. Clean. On the West Coast and else- 
where, Lever Bros. is busy spawning Handy Andy. 
Bon Ami is getting set to promote No Toil. 


Economy Wave 


One annual competition in which almost every 
motor-maker seems to win is the Mobilgas Economy 
Run. By price classes, officially-announced winners 
were American Motors’ Rambler; GM’s six-cylinder 
Chevrolet and Cadillac Sixty-Two; Chrysler Corp.’ s 
eight-cylinder Plymouth and Dodge Coronet, and 
Ford’s Thunderbird. 

Opposite Socony Mobil’s own large newspaper an- 
nouncement, Studebaker proclaimed that its “Lark 

scores most miles per gallon of all V-8’s.” 


Wagon Wheels 


In seven years the station wagon share of Ford 
Division's total unit sales has quintupled. This year 
Ford Motor Co. will spend several million dollars to 
promote wagons in four “American Road Shows” — on 
“Country Living,” “Station Wagon Living” and two 
on “Suburban Living.” 

The four, with alluring trappings, will make a total 
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of 48 nine-day stands at shopping centers across the 
country. Ford estimates their combined audience at 
1.2 million a month. One tie-up will be with 87 units 
of Allied Department Stores. 


Silver Liners 


Though national advertising in newspapers in 1958 
dipped about 5%, I find that 62 of the top 100 news- 
paper users spent more than in 1957. 

In fact, 17 of these spent twice as much, or more: 
General Foods, General Mills, Hunt Foods, American 
Home Products, Corn Products, Rexall Drug, Bayuk 
Cigars, Beech-Nut Life Savers, Minute Maid, Kim- 
berly-Clark, Atlantis Sales Corp., Zenith Radio, Nor- 
wich Pharmacal, Yardley cosmetics, Simoniz Co., Top 
Value Enterprises, and American Dairy Association. 

Also, advertisers can expand in one medium without 
robbing another: In TvB’s current list of “top 15 net- 
work advertisers” are three of the above “newspaper 
doublers”: American Home, General Foods and Gen- 
eral Mills. Three other network TV leaders—Reynolds, 
American and Lorillard tobacco—boosted newspaper 
expenditures from $14 million to $20 million. 

Media get their word around in other media: In 
the newspaper list of the top 100 are Curtis Publish- 
ing, Reader's Digest and Time, Inc. And in ABP’s 
ranking of the 100 leading business-publication adver- 
tisers in 1958, McGraw-Hill ranks 10th, with $1.6 
million, and Time, Inc., 49th, with $640,000. 


Controlled Air 


Somehow the newspaper-TV battle seems less vio- 
lent when I find that, of some 500 commercial TV 
stations now operating, one-fourth are controlled by 
newspapers. In most of the 25 largest met areas there’s 
at least one “newspaper TV” station—specifically, in 
Baltimore, Buffalo, Chicago, Cincinnati, Cleveland, 
Dallas, Houston, Los Angeles, Milwaukee, Minne- 
apolis, New York, Philadelphia, St. Louis and Wash- 
ington. 

One way for an advertiser to assure himself of prime 
time is to buy some stations. This is brought to mind 
by the fracas created by FCC’s award of Miami's 
Channel 10 to National Air Lines. Less publicized 
have been such station owners as General Tire & 
Rubber, Plough Inc., Westinghouse Electric, Cowles 
and Meredith Publishing companies, and Time, Inc. 


Media 

That longtime non-advertiser, F. W. Woolworth 
Co., is cited by Bureau of Advertising for its latter- 
day “consistent and successful use” of this medium. 
In 1958 1,600 of the 2,121 Woolworth stores bought 
almost 10 million newspaper lines. . . . Among maga- 
zines which will show gains of 25% or more in first 
half ad revenue are Cosmopolitan, Reader’s Digest, 
Sports Afield and Sports Illustrated. . . . Asahi Science, 
of Tokyo, now gets sound effects from its pages. 


SALES MANAGEMENT 


UDDENLY 
THERES A NEW 
DIMENSION... 


An advertising man said his wife had been calling his atten- 
tion to recent issues of McCall’s. 

About the current May issue, he said he himself thought 
there was a sort of new dimension to it; a kind of breath- 
taking impact; it seemed to take for granted a mass audience 
of women could have at least as broad a concept of beauty 
as of duty. 


He said then, “This May issue has a nice compulsion about 
it. | wanted to go back through it again, to turn the pages all 


over again, with pleasure. I had the feeling McCall's was very 
likely now the most impelling and beautiful women’s mag- 
azine—for women, and for advertisers.” 

Expressions of deep satisfaction have come generously from 
every advertising quarter. And from women also: for the 
March and April issues, both, were sold out at the newsstands. 
And the total circulation in recent months has gone com- 
fortably, and without any kind of pressure, over five million 
five hundred thousand. 


THE MAGAZINE OF TOGETHERNESS 


More readers......more advertising- 
THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells 900,000 copies daily, 1,275,000 
on Sundays—over one and a half times the circu- 
lation of any other Chicago paper. It is read by 
more families in Chicago and suburbs than the 
top 5 national weekly magazines combined. More 
than 6 times as many Chicagoans turn its pages 
as turn on the average evening TV show! Adver- 


tisers spent over $60,000,000 in the Tribune last 
year—more than in all the other Chicago news- 
papers put together. Unmatched, also, is the 
Tribune’s record of advertising results. It out- 
pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 
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PART TWO 


CONVENTIONS * EXPOSITIONS * TRADE SHOWS 


ST 
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A Tycoon who Chairmans the Board 
Found his profits and personnel soared 
Showing salesmen the way... 
Via TWA... 
To obtain a big TRAVEL AWARD! 


Increased sales pay for prize trips. TWA offers all kinds to fit your 


budget—nearby-resort weekends, coast-to-coast and overseas holidays 
Send for new TWA Idea Book to help organize your Travel Award Plan 


Write: TWA Travel Awards. 380 Madison Avenue, N. Y. 17, N. Y. 


FLY THE FINEST 


| FLY TWA 


USA:+ EUROPE - AFRICA-ASIA 
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This year, don’t walk on eggs! That is, when 
you're choosing gifts for deserving people in 
the most sensitive area of gift-giving .. . 
business gifts. It’s an area where suitable gift 
ideas are almost as hard to come by as solid 
value in the gifts you choose. But not this 
year! Not with the Trade Fair in town! 


CHICAGO INTERNATIONAL TRADE FAIR 


JULY 3-18 
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e most exciting —but sensible -shopping spree 
you'll ever go on in your business life! 


Here’s your big chance to meet all your re- 
quirements — and then some — for premium 
ideas, customer gifts, sales incentives ... plus 
the possible chance to add one or more 
foreign lines to your domestic merchandise. 
And — you'll have fun doing it! It’s like shop- 
ping the whole world, all under one roof, 
when you visit the 


NAVY PIER 


America’s newest, most complete International Market . . . Money-making Imports 


from 65 Nations . 


. . 3,000 foreign manufacturers introducing 


15,000 new products, including office equipment and industrial lines. 


This is another outstanding event 
managed by 


ANDREWS, BARTLETT AND 
ASSOCIATES, INC. 


Chicago—Cleveland 


maT t3, TFS 


TO: CHICAGO INTERNATIONAL TRADE FAIR 

% CHICAGO ASSOCIATION OF COMMERCE AND INDUSTRY 

30 WEST MONROE STREET 

CHICAGO 3, ILLINOIS FRanklin 2-7700 
) | would like to register now at no charge to 

attend the Chicago International Trade Fair. 

) Please send more information on products... 
} schedules ... special services for visiting buyers. 


| ] Please send hotel reservation request form. 


Name = 


Company 


Type Business 


Anytime is the 
RIGHT TIME 
to hold your meeting in 


LONG BEACH 


in the heart of 
Southern California! 


Modern conference rooms and 
convention halls to accommo- 
date groups from 60 to 6000 
conveniently. Two outstanding 
exhibit halls offering space for 
over 250 booths. Plenty of ex- 
perienced personnel with the 
on-the-spot know-how to han- 
dle all details. 

Fine hotel facilities adjacent 
to the Municipal Auditorium 
in downtown Long Beach. 


... all this, PLUS — 


After hours swimming, fishing, 
golfing—enjoy all of the “‘sum- 
mer sports” the year ‘round. 
Visit nearby Hollywood, Ma- 
rineland, world famous Dis- 
neyland, Santa Anita, Holly- 
wood Park ..even Old Mexico. 


How ‘bout it... 
LET’S MEET IN 


LONG BEACH | 


For information, write: 


Convention and Visitors Bureau 
Municipal Auditorium, Long Beach, Calif. 
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(DAHO 


YOUR COMPLETE CONVENTION CENTER 


Here's a happy man attending a convention. The day's 
business was wrapped up half an hour ago and he'll be on 
deck in the morning really refreshed and ready to work, after 
relaxing at his favorite sport. If you like to make convention 
business a pleasure, then Sun Valley is for you. 


We'd welcome the opportunity to show you how nicely our 
facilities and activities will fit your convention requirements. 
For free convention folder and the complete story, just write 
Mr. Winston McCrea, Manager, Sun Valley, Idaho (or phone 


Sun Valley 3311). 


MEETING ROOMS 
No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 
20,.to 50 


Numerous smaller rooms 


BANQUET ROOMS 

Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 


No. of Rooms 


Liquor by the drink available 
per state laws except Sunday 
and designated holidays. 


RATES 


AMERICAN PLAN EUROPEAN PLAN 
LODGE INN 


18 16 fn 
$21 19 Sinsle room 
CAPACITY 


Sleeping accommodations for 500 persons 


RATES ON 
REQUEST 


OWNED AND OPERATED 
BY UNION PACIFIC RAILROAD 
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“It's 
fan mail 
and 

lo we 
love it!” 


— says H. M. Smith, Second Vice-President 
Director of Sales, Sheraton Corporation 


TYPICAL FAN MAIL: 


@ “A trouble-free convention is my biggest con- 
cern and I'm always confident that things will 
run smoothly at a Sheraton Hotel.” 


. « » What a wonderful way for a Sales Director’s day to begin — 
with letters like these crossing his desk. 


You can easily find out what the shouting’s all about. Next time 
you’re planning a sales meeting in a Sheraton city, put matters into the 
capable hands of the Sheraton Sales Staff. These experts will arrange 
for meeting rooms and banquet halls, plan menus and entertainment. 
They offer an immediate cure for all your convention headaches. 


@ “Since I have the responsibility of arranging 
meetings for our organization, | go out of my 
way to take my requirements to Sheraton. | 
know I'll receive the utmost in co-operation.” 


@ “‘I'malways pleased when | read that you people 
have acquired another hotel — it means there 
will be another Sheraton Hotel at my service 
when it comes to working out details for our 
future conventions.” 


FREE PLANNING GUIDE AND CHECK LIST of 149 items — to help your next 
banquet or convention run smoothly. Write to: Sheraton Hotels, National 
Convention Office, Sheraton-Park Hotel, Washington, D. C. And ask how 
Sheraton can be of service in solving your specific problems. 


©) SHERATON HOTELS 


EAST PHILADELPHIA, Pa. 


NEW YORK CITY 
Sheraton-East 
(formerly the 
Ambassador) 
Park-Sheraton 
Sheraton-McAlpin 
Sheraton-Russell 
BOSTON, Mass. 
Sheraton-Plaza 
WASHINGTON, D.C. 
Sheraton-Carlton 
Sheraton-Park 
PITTSBURGH, Pa. 
Penn-Sheraton 
BALTIMORE, Md. 
Sheraton-Belvedere 
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Sheraton Hotel 


PROVIDENCE, R.1. 
Sheraton-Biltmore 


SPRINGFIELD, Mass. 
Sheraton-Kimball 


ALBANY, N.Y. 
Sheraton-Ten Eyck 


ROCHESTER, N.Y. 
Sheiaton Hotel 
BUFFALO, N.Y. 
Sheraton Hotel 


SYRACUSE, N.Y. 
Sheraton-Syracuse Inn 


19359 


BINGHAMTON, N.Y. 
Sheraton Inn 


MIDWEST 
CHICAGO, lil. 
Sheraton-Blackstone 
Sheraton-Towers 
DETROIT, Mich. 
Sheraton-Cadillac 
CLEVELAND 
Sheraton-Cleveland 
CINCINNATI, Ohio 
Sheraton-Gibson 
ST. LOUIS, Mo. 
Sheraton-Jefferson 


OMAHA, Neb. 
Sheraton-Fontenelle 
AKRON, Ohio 
Sheraton Hotel 
INDIANAPOLIS, Ind. 
Sheraton-Lincoin 
FRENCH LICK, Ind. 
French Lick-Sheraton 
RAPID CITY, S. D. 
Sheraton-Johnson 
SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 
SIOUX FALLS, S. D. 
Sheraton-Carpenter 
Sheraton-Cataract 


CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
MOBILE, Ala. 
The Battle House 


LOUISVILLE, Ky. 
Sheraton Hotel 
The Watterson 
DALLAS, Texas 
Sheraton-Dallas 


AUSTIN, Texas 
Sheraton-Terrace 
Motor Hotel 


WEST COAST 


SAN FRANCISCO, Cal. 
Sheraton-Palace 


LOS ANGELES, Calif. 
Sheraton-West 
(formerly the 
Sheraton-Town House) 


PASADENA, Calif. 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton-Portland Inn 
(Opens fall 1959) 


HAWAII 

(Sheraton operated) 
Royal Hawaiian 
Princess Kaiulani 
Moana 

Surf Rider 


CANADA 

MONTREAL, Que, 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO, Ont. 

King Edward Sheraton 
NIAGARA FALLS, Ont. 
Sheraton-Brock 
HAMILTON, Ont. 
Sheraton-Connaught 
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HAVANA IN THE GRAND MANNER! 


in Cuba’s most luxurious new 
hotel...the HAVANA RIVIERA 
. ++ Vedado on the Malecon, 
Havana, Cuba! 
Completely air-conditioned, 
with 400 luxurious ocean-view 
rooms... with 
Olympic pool, 75 cabanas, 
Solaria and Health Club... 
fine food in elegant 
dining rooms, spectacular 
Copa Night Club, magnificent 
casino, coffee shop, cocktail 
lounge and Doble o Nada Bar, 
the HAVANA RIVIERA offers 
a whole new world of pleasure 
in one of the most fascinating 
cities in the world! 
Designed with group meetings 
in mind, it offers spacious 
HOTEL / CASINO meeting rooms that will flexibly 
and comfortably accommodate 
from 50 to over 500... and every 
facility and service for 
meeting perfection! 


\TE! 


T. James Ennis 
Managing Director 


- , ar ie 2 P ; a ~ 

SZ y Fa * the 4 
For complete information write or wire: JIM MILLS & ASSOCIATES: Miami: Roper Building . FRanklin 1-2573 
LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 N. Michigan Ave. © MOhawk 4-5100/New York City: 65 West 54th 


Street « Circle 7-6940/Washington, D. C.: 1145 19th St., N.W. © EXecutive 3-6481/Detroit: 1701 Cass Ave. *« WOodward 2-2700 
JOHN A. TETLEY CO.: Los Angeles: 3440 Wilshire Bivd. * DUnkirk 8-1151/San Francisco: Fairmont Hotel * DOuglas 2-200 
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High, Wide and Handsome!!! 


... that’s how your convention will ride when you meet in Galveston’s magnificent 
Moody Center. Large enough for conventions on a grand scale. Facilities for any kind 
of show or meeting, the ground Exhibit floor boasts a whopping 31,000 square feet. 
Convention hall (above) seats 3,500 at meetings, 2,000 at banquets. Closed circuit 


TV, 4,900 square feet dance floor, complete theatrical facilities, auto ramp — you 
name it, it’s here. 


And best of all, it’s on tropical Galveston Island, facing the beach and flanked 
by the Southwest’s finest beach resort hotels — the 

Galvez and Villa and the Buccaneer. Everything 
(meme il necessary for a successful convention — that’s fun 
C BUCCANEER HOTEL _ ay besides. Write today, Sales Department, P. O. Box 59, 


Galveston Island, Texas, for detailed brochure and 
open dates. 


Moody Convention Center 


At the heart of Galveston’s beach, immediately next 
to the Buccaneer and Galvez hotels. 
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Moving an exhibit in a hurry ? 


Trust everything 


The show goes on—on time. 
Call Allied Van Lines, inc 
| Relax, and let your Allied Man handle every- 
Look for your Allied Man's number 
in the Yellow Pages under “Movers” 


thing. He'll get it there on time, move it to 


the next show. This takes lots of experience, 


More people do 


; expert scheduling, plenty of equipment. 
again and again 


And your Allied Man has it. Allied Men 
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to your Allied Man 


ARR OORT CRE REN cme 


have a gentle way with large, easily marred 
display panels—that keeps them new and 
fresh-looking longer. Your Allied Man is the 
world’s largest mover—the leader in the 


moving business. Naturally, you can trust 


him to take care of your equipment right! 


MAY 15, 1959 


4 The mark of a great convention or sales meeting is its location. And what 


could be more exciting than a convention in Hawaii... Tokyo... Florida . . . or Alaska?* Northwest Orient 


Airlines flies to all of these wonderful convention spots—plus many more. A convention in Northwest’s Terri- 
tory will be sure to boost your attendance and please every delegate. They'll have more fun flying there, too. 
On Northwest’s Imperial Service, delightful surprises speed the hours: champagne . . . hors d’oeuvres . . . filet 
mignon. When you’re planning your next convention, plan to have it in Northwest’s Territory. Call your travel 


agent or write Northwest Orient Airlines, St. Paul 1, Minnesota for information concerning air transportation, 
hotels and convention facilities. TA ON 0 RTH W F ST 
THE AIRLINE OF IMPERIAL SERVICE 

*They make wonderful sales incentives, too! Y “il Orient Al RLI N ES 
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more for Moscow 


We read with interest the de- 
scription of “Our Exhibits Mission 
to Moscow” in the March 20 issue 
of Sales Meetings. 

We would like to inform you 
that we have contributed 10 drums 
of polyester resin which will be 
used by the Rand Corp. in their 
exhibit at the Moscow exhibition. 

Ralph R. Renzel 
Vice President and 

General Manager 
Freeman Chemical Corp. 
Ambridge, Pennsylvania 


bouquet for “ dings” 

This is to let you know that 
many of us here at Communica- 
tions Counselors Inc. and Sales 
Communications Inc. read with in- 
tense interest your article in the 
March 20 issue of Sales Meetings 
on the Buick closed-circuit sales 
training meeting. As an old re- 
porter and city desk man, I was 
particularly interested to see that 
you “took soundings” among Buick 
dealers and that their unvarnished 
reaction was as favorable as it was. 

Richard W. Van Horne 
Communications Counselors Inc. 
New York 17, N. Y. 


tough book to get 


In the March 20 issue of Sales 
Meetings there is an article entitled 
“Have You Tried Gamesmanship?” 
In the begining of the article, there 
is a reference made to Frank Sidel’s 
book, “How To Win the Confer- 
ence.” 

Our company is planning on 
having a sales conference in the 
near future and I have been trying 
very hard to get a copy of the 
book. I called just about every 
book store in New York City but 
was unsuccessful. One of the stores 
finally volunteered the information 
that this was a Prentiss-Hall book. 
Upon contacting Prentiss-Hall, | 
was told that this book is out of 
print. 

I did manage to borrow a copy 
from the New York Public Library. 

I thought you might want to 
know. 

Paul J. Funk 
Ass’t to Field Sales Manager 
Textile Sales Division 
The Kendall Company 
New York 18, N. Y. 
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aN, ) Pes TO THE EDITORS 


misplaced credit 


We appreciate your giving us 
credit for the design in your recent 
article (March 20, pe Sf) about 
the Champ which is being shown 
as part of the Agricultural Depart- 
ment’s Traveling Exhibit in Italy. 
The Champ, which is one of the 
major attractions in the exhibit, 
was actually designed by Gardner 
Display Co. and not by Walter 
Dorwin Teague Associates as 
stated. We designed the overall 
exhibit including the interiors and 
exteriors of the special trailers, the 
theme pylons, etc., and also super- 
intended the building of the dis- 
play in Spain. 

I hope you will correct the mis- 
statement regarding the design of 
Champ. 

Walter Dorwin Teague, Jr. 
Walter Dorwin Teague 

Associates 

New York 17, N. Y. 


wants ‘why exhibit?’ data 


My company has associate mem- 
berships in many national organi- 
zations, whose member companies 
are consumers of our products. 
These member companies periodi- 
cally have expositions, trade shows 
or “fairs” in connection with their 
conventions. 

We try to attend as many of 
these events as we can, bringing 
a booth, etc. 

I have been asked to give a talk 
at our next sales meeting on the 
value accruing to my company 
through our appearing at these ex- 
positions. I am looking for statis- 
tics and general material regarding 
attendance at such conventions, 
where, who, how many, how often, 
etc. 

Mr. Woodward of the Cleveland 
Statler thought you could help me 
since your publication is concerned 
with trade shows and conventions. 

Thank you for your cooperation. 

Elmer D. Gildersleeve 
Associate Manager-Industrial Sales 
Diamond Crystal Salt Co. 
St. Clair, Mich. 


cartoons for program 

We are preparing a printed pro- 
gram for a sales meeting of dis- 
tributors of our Page Fence and it 
has been suggested that to liven it 
up we might use some cartoons 


The Prudential 
Auditorium 


Chicago’s newest 
(and smartest) 
meeting hall! 


Prudential’s handsome, new as- 
sembly hall offers unique facilities 
to make your sales meetings more 
successful! With a seating capacit 
of 1100 peéple, it features flexib 
seating arrangements to meet any 
meeting requirement. For lunch- 
eon or dinner, up to 425 people 
can be seated and served. Cater- 
ing service is available. 


Prudential’s Auditorium stage 
is a full 40-feet wide, 20-feet deep 
—and raised 42 inches above main 
floor for ‘‘vantage point” viewing 
—anywhere in the Auditorium. 
Stage lighting facilities offer 120 
and 208-volt current. And, for your 
convenience, there’s a public ad- 
dress system plus a projection 
facta for slides and motion pic- 
ures, 


Let the splendid, new Pruden- 

tial Auditorium facilities help put 

our next sales meeting across! 
or reservations, contact: 


WHITEHALL 3-2800, EXTENSION 261 


Check this partial list of organiza- 
tions who have held —_ meet- 
ings in the Prudential Auditorium. 


Life Magazine 

Wilson & Co., inc. 

Westinghouse Electric Corporation 
Edward Hines Lumber Company 
Ford Motor Company 

Sears, Roebuck and Co. 
American Steel Foundries 
Needham, Louis & Brorby 
Commonwealth Edison Company 


For smaller meetings, the Pruden- 
tial Building offers convenient 
Conference Rooms on the 2nd and 
19th floors . . . accommodating up 
to 50 people. 


‘THE PRUDENTIAL BUILDING 


Randolph, just East of Michigan Avenue 


OREN 


1 


OTTAWA 


JASPER PARK 


CHATEAU LAURIER "UGE 


MONTREAL | 


THE QUEEN ELIZABETH™ 
LE REINE ELIZABETH 


NEWFOUNDLAND 
HOTEL 


eo . *A CNR Hotel operated by Hilton of Canada Ltd. 
superb facilities, accommodations and service. In colourful 


. tUnder joint management of Canadian National Rail id th 
settings from coast to coast, CNR Hotels render a complete Canadian Pacific Railway Company. 
service for conventions. 


For full information, including thorough travel and convention- 
planning services, write: 


A. P. Lait, Manager, Convention Bureau, CANADIAN 
Canadian NATIONAL Railways, NATIONAL 


Montreal, Canada Bs | RAILWAYS 
TRAVEL RELAXED...TAKE THE TRAIN acs 
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LETTERS 


continued 


that appeared originally in Sales 
Meetings. (Page 104, Jan. 4, 1957; 
page 120, Mar. 1, 1957; page 94, 
May 3, 1957; page 77, Sept. 19, 
1958, and page 49, July 4, 1958— 
“The Big Meeting.”) 

The first four seem to be car- 
toons by “Harbaugh” and the last 
bears a copyright notice by Eldon 
Frye. On the first we might want 
to change the background from 
“air tanks” to a chain link fence. 

Will you please let us know 
whether it would be possible to re- 
produce these cartoons and if so 
what the charge would be for do- 
ing so? 

E. V. Creagh 
Advertising and Sales 

Promotion Manager 
American Chain & Cable 

Company, Inc. 

Bridgeport 2, Conn. 

> Permission to reproduce first 
four cartoons granted. For permis- 
sion to reproduce the Frye cartoon 
contact Eldon Frye, Box 475, Del 
Mar, Calif. 


seeks show management 


At a recent meeting of the Greet- 
ing Card Direct Sellers it was de- 
cided to conduct a trade show in 
the near future. 

We are interested in discussing 
the possibilities of having a firm 
experienced in expositions organize 
it for us. 

I would sincerely appreciate re- 
ceiving any information in this con- 
nection or the names of organiza- 
tions we could contact who could 
provide us with data pertinent to 
our needs. 

Jerry Cooper 
Temporary Chairman 
Direct Sellers’ Greeting 
Card Trade Show 


to make better readers 


This is to request permission to 
reprint an article from the March 
20, 1959, issue. The article is “How 
to Master the Art of Reading 
Speeches” appearing on page 112. 

We would send the reprint to 
retail store executives in the Chi- 
cago area. 

Robert S. Harms 
Assistant Promotion Director 
Chicago Daily News 
Chicago 6, Ill. 
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For complete details, 


Frank W. Berkman. 
For your convenience, 
send in coupon today. 


In NEW YORK CITY 


IBM| EASTERN .':. 


A 
#0, Inco Nickel 


Honored by great organizations of America... 


For Service 
Beyond the Call 


of Duty 


@ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


@ Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


e Complete Facilities for groups of 10 —1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 
HOTEL 


353 West 57th Street, New York City 


Mr. Frank W. Berkman, Henry Hudson Hotel, Dept. A-5 
353 West 57th St., New York, N. Y. 


Kindly send me full information about meeting 


direct inquiries to room facilities and service. 


Name——__— 


Company ——— 


Address — 


—-----------4 


—— 


CE FOR CONVENTIONS! 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States. 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel. 
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THE QUEEN HLIZABETEH 


MONTREAL, CANADA (aC.N.R. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240, 


* FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. * 


= WORLD'S FINEST 


CONVENTION SITE 
FLORIDA’S GO 


LD COAST! 
. . ° -—— = N. be. = . - 
A= a= sen a 
FLY NA TIONAL! Famous GOLD COAST Cities 


Lea 
MIAMI BEACH FORT LAUDERD 
Your National flight is as MIAMI BOCA RATON apg 


glamorous as the Gold Coast! —e a ee 


SUPERB CONVENTION FACILITIES: Convention Halls « Sales 
Presentation Equipment and Assistance ¢ Restaurants. WONDERFUL 


COMPLETE CONVENTION SERVICE RECREATION FACILITIES: Fishing © Golfing « Bathing « etc. 
@ Fast modern Club Coaches and World-famed Star basements ag ea per MANAGER 
A Se ie _ i -* or assistance in h f i 
flights. National 6 Half-Fare Family Plan, Excur- planning, posit Gas aaeoal eee teaaepiotesion 
sion Fares, and Go Now- Pay Later Plan help or write or wire: 


build attendance. Convention Manager, National Airlines, Inc. 
ny : P.O. Box NAL, International Airport 
@ National’s trained personnel gives you prompt, Miami 48, Florida 


< 
“ 
=) 
w 
z= 
- 
z 
“ 
ra 
oe) 
° 
z 
. 
3 
ra 
“ 
« 
be 
os 


iN THE U.S.A. 


courteous, professional service. 


, . a) . | FLY 
@ National serves more Florida cities than any other 3 
airline—and a grand total of 36 cities plus Havana. 


AIRLINE OF THE STARS 


‘v'S’N BHI NI SL3P HLIM 1Suid * ‘V'S'N BHI NI Siar HLIM LSUid 


* FIRST WITH JETS 


FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. + FIRST WITH JETS IN THE U.S.A 


* 
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LATIN AMERICAN or 


9 CARIBBEAN 
5 CONVENTION? 


check Hilton first 


Today, more and more execu- 
tives are looking abroad for ef- 
fective meeting sites. They’re 
looking for fine business meet- 
ing facilities where audiences 
will be attentive; unusual 
places for off-hours relaxation; 
luxurious settings for post-con- 
vention tours. Where better 
than the Caribbean or Latin 
American areas? And where 
better than in one of these four 
beautiful and modern Hilton 
Hotels? 


Get the full convention story on any 
or all of these fine hotels from: Sales 
Division, Hilton Hotels International, 
The Waldorf-Astoria, New York 22. 
N. Y. Telephone MUrray Hill 8-2240 


Glin Fela 


Conrap N. HILTON 
PRESIDENT 


V5, 1939 


Gag ads iandenaukad dhay' 


r 
be 


—— = 


FOR INSTANCE... The Caribbean's largest convention hotel 


habana Jenn] hilton 


HAVANA - CUBA 


@ Meeting rooms for 100 to 1850 @ Pool and Cabana Club 
© Banquet facilities for 50 to 1300 e Exciting night life in Havana 
@ Closed circuit TV @ No passport or currency problems 


@ 630 air-conditioned rooms, each @ Only 4% hours from New York, 55 
with private balcony overlooking the minutes from Miami by air, overnight 
famous harbor and the city. by ship from Miami 


AND... more of the finest in flexible convention facilities 


IN BALMY SAN JUAN, PUERTO 
RICO, U.S. A, 

Set on a beautifully garden-landscaped 
peninsula, The Caribe Hilton offers com- 
plete seclusion for conventioneers, plus all 
summer sports and other entertainment. 
e 450 air-conditioned rooms 
Meeting capacity: 10 to 500 
Pool, surf bathing and other sports 
No passport or currency problems 


51% hours from New York, 314 hours 
from Miami 


aa on 


IN GLAMOROUS PANAMA, 

REPUBLIC OF PANAMA 
This past year, some of America’s most 
progressive organizations convened in this 
300 room, air-conditioned hotel. The ex- 
otic atmosphere leads to fresh, imagina- 
tive solutions. Convention facilities serve 
up to 1200. Swimming pool, tennis courts. 


S-finefal 


vy 


IN THE HEART OF MEXICO CITY 
Everything, including your meetings, ab- 
sorbs the vivid colors of this historic 
metropolis. Meetings from 40 to 350 per 
sons, and all 400 rooms are delightfully 
air-conditioned. 
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IN DOWNTOWN MIAMI... 


CONVENTION 
FACILITIES 


“> 


VACATION 
FACILITIES 


Largest Auditorium in any 
Miami Hotel...Capacity 2000 


Pius 10 other meeting rooms, 
accommodating 25 to 500 each. 


bine —— SP * 4 RESTAURANTS ... 
N EW \ from a snack to a feast! 
4 COCKTAIL LOUNGES! 
1 @ ROOFTOP SWIMMING POOL SUN-AND- 
HAS BO T he ' PLAY-DECK AND GARDENS! 


@ SPACIOUS OUTSIDE GUEST ROOMS! 
@ PARKING FOR 500 CARS ON PREMISES! 


, ; ; @ AIR-CONDITIONED @ Let Our Sales 
NOW — The Perfect Convention Hotel! ... a-glisten with AND HEATED Siaser 


THROUGHOUT— ot tell you what 
Individual Room ;L can be done for 
Controls! = your group 


$3,500,000 worth of sparkling improvements and additions. 
Wonderful between-meetings play, superlative convention 


facilities . . . all in the convenient, business-like atmosphere 
of downtown Miami, right on U.S. 1. 


-_ Sil 


OVERLOOKING BISCAYNE BAY 


‘ 


BISCAYNE BOULEVARD ¢ 2nd to 3rd STREETS * MIAMI, FLORIDA 
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JAMAICA, W. I. ' 

Sheraton Corporation of America GOT pn 
will build and operate a $3-million, SET UP YET ? ag: : eS Se <0 
200-room air-conditioned hotel in len aaa 
Kingston. Ground will be broken 
June 1. Hotel is expected to open 
by winter of 1960-61. It will pro- 
vide group facilities for up to 1,000 
persons. It will have 200 twin- 
bedded rooms, three dining rooms, 
three cocktail lounges, and an ar- 
cade of shops. Other facilities in- 
clude a swimming pool, night club, 
and landing-strip. 


| USED TO BE 
“BOXED-IN“ 

| TOO, BUT... NOT NOW. 

MY COMPANY USES 

WASHINGTON, D. C. \ W cig ~ > gpa 
New 100-unit motor inn adjoin- ? 

ing Shoreham Hotel will be Hts ee ee 

for occupancy sometime this spring. GOSH, HOW DO YOU , P 

Guests of the inn will be able to DO IT? WITH ALL THESE 

use hotel’s facilities. They will have ext ae * 

access to main building through 

an enclosed corridor leading di- 

rectly into the Shoreham lobby and NO MORE 


coffee shop. BULKY CRATING. 
UNITED PROTECTS OUR 
A ae | FY EXHIBITS WITH SOFT, 
HALIFAX, N.S. SoS ¢ QUILTED, SANITIZED 

1 % Post PADDING ...CUTS THE 


4 , 
Target date for opening the ad- NES SHIPPING WEIGHT, Ff 


dition to the Nova Scotian Hotel ; By AND WE GET SEr 
is spring, 1960. Eleven-story air- (Rx eu UP is ar Ye 
conditioned wing will include a 

new ballroom to accommodate 609 
at banquets and 800 at meetings. 
Present ballroom will be enlarged. 
Four private dining rooms will seat NO SIR-R-EE! 
40 to 200. Addition will give hotel ; re WE TOOK YOUR 
a guest capacity of more than dou- ; yeh oo Meoagtpartan J 
ble its present 150 bedrooms. SERVICE 
FROM NOW ON. 


NOT WORKING 
NASSAU OVERTIME 


- TONIGHT, BILL ? 
British Colonial Hotel has com- 
pleted $150,000 worth of new con- 
vention facilities, including Gover- | aie —_ = 
nors Hall, a new auditorium. Au- . , 
ditorium features a proscenium You'll do better with United service, too... save on crating, 


stage suited for Broadway stage cartage and set-up time. Ask your nearby United Agent for full 
productions. It contains latest in , 


audio and visual aid equipment. details. He's listed under “MOVERS” in the Yellow Pages. 
Fully carpeted and air-conditioned, | 


room will seat 600 for meetings 4 
or 500 for meals. Ty?) | | «> 


CINCINNATI Va a] L im © S 


Cincinnati Music Hall ballroom 
has been completely remodeled 
and redecorated at a cost of $300,- 
000. Decor features world’s largest 
color photograph—a 20 by 80-foot 
mural of Hawaii's Waikiki Beach 
and Diamond Head. It covers ball- 


) , 
room’s west wall. Ballroom, which | MOVING WITH CARE ELeryushore 


A fact-packed booklet explain- 
ing how to ‘‘PUT YOUR SHOW fi 
ON THE ROAD... THE MODERN WAY” 


Write to: UNITED VAN LINES 
St. Louis 17, Mo. 


ee 


Street 
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WHY UNITED'S EXTRA CARE 
CAN HELP YOU BOOST CONVENTION ATTENDANCE 


Most important is the fact United 
makes it easy for your members to 
attend — fast, convenient service to 
major convention cities coast to coast 
and to Hawaii 


Next comes choice of service: lux- 
urious Red Carpet* flights, the most 
glamorous travel in the sky. Or low- 
fare CUSTOM COACH with delicious 
food and “stretch-out” comfort. Also 
regular Air Coach. 


Remember, too, every United Main 


K 


liner® is radar equipped to assure 


EXTRA CARE AT NO 
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your members of a smoother, more 


dependable flight. 


Last, but not least, is United’s per- 
sonalized planning service to help you 
spark even greater attendance. And, 
in case you didn’t know, United’s re- 


served air freight guarantees space 


for shipping all your convention ma- 
terial economically and on time. 
For full details, call United’s near- 
est office. Or write M. M. Mathews, 
Mer. of Convention Sales, United Air 
Lines, 36 S. Wabash, Chicago 3, Il. 


Convention route 


of the nation 
AIR LINES 


® 


EXTRA FARE ON UNITED—THE RADAR AI/RLINE 
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is 23,000 sq. ft., has been equipped 
with latest facilities and modern 
conveniences. It can be used for 
meetings, conventions, exhibits, 
dances and banquets. It will handle 
2,000 persons for buffets and about 
2,400 for dancing and night-club 


entertainment. 


DALLAS 

Four-day grand opening was 
held recently for new 600-room, 
$35-million Sheraton-Dallas Hotel. 
Ballroom consists of three areas 
divided by acoustical folding par- 
titions. Three areas combined will 
seat 1,500 for banquets or 2,100 
for meetings. Smaller meeting or 
dining areas are available. Hotel 
has its own closed-circuit TV net- 
work and a comprehensive com- 
munications system. 


MINNEAPOLIS 

Radisson Hotel has embarked on 
a $4-million expansion and im- 
provement program. New 14-story, 
200-room addition will give hotel 
a total of 700 rooms. Ballroom will 
seat 1,750 for banquets or 2,500 
for meetings. Addition will give 
hotel 12 meeting rooms for smaller 
groups. Approximately 20,000 sq. 
ft. of exhibit space will be avail- 
able plus additional space in the 
basement. Improvements will be 
made throughout hotel. Comple- 
tion date is slated for spring, 1961. 


COLUMBIA, 5S. C. 

New 150-room addition to Hotel 
Wade Hampton has increased total 
guest room capacity to 350. Four 
new meeting rooms have been 
added to improve convention fa- 
cilities. Rooms may be used sepa- 
rately to accommodate small groups 
of 45 to 100 or as one to accom- 
modate 265 persons. Ballroom, 
which has also been expanded, will 
accommodate 1,065 for meetings 
or 735 at a seated banquet. Ball- 
room may be divided into three 
separate areas for smaller groups. 


TORONTO, ONT. 

Convention space in Royal York 
Hotel has been doubled since 
opening of new air-conditioned ad- 
dition Feb. 21. Number of con- 
vention rooms has been increased 
from 13 to 27. Addition of 400 
bedrooms means that more than 
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1,000 of hotel’s 1,600 rooms can 
be set aside for use at a single con- 
vention. Canadian Room will seat 
approximately 2,300 delegates at a 
meeting or will provide dining 
space for some 1,550. 


SANTA MONICA, CAL. 

New $3.5-million addition to 
Hotel Miramar is complete. Two 
hundred new guest rooms and nine 
air-conditioned public dining and 
meeting rooms teen been added. 
Satellite Ballroom, largest of the 
new public rooms, will accommo- 
date 1,000 persons. Addition will 
have a heliport on the roof to put 
guests within 10 minutes of Los 
Angeles International Airport. 
Work is continuing on a $750,000 
multiple story garage, which is ex- 
pected to be completed in the fall. 


ST. LOUIS 

St. Louis Merchandise Mart 
opened its new 40,000 sq. ft. 
Trade Show Exhibition Hall April 
10. Air-conditioned building is de- 
signed to provide expandable space 
units. It can accommodate up to 
250 individual show rooms. Each 
room is individually lighted, 
equipped with telephones and may 
be locked by exhibitor. Hall is lo- 
cated on the second floor of the 
mart. Loading facilities and freight 
elevators are available. 


EDMONTON, ALBERTA 

Sheraton Corporation of Amer- 
ica will build a 350-room conven- 
tion hotel in this Canadian city, 
announces Ermest Henderson III. 
Hotel will have convention and 
ballroom facilities for 900. It will 
be of contemporary design and will 
have five levels of parking for cars. 


AUSTIN, TEXAS 

New $3-million Municipal Audi- 
torium is now in operation. Audi- 
torium is air conditioned and has a 
seating capacity of 4,350. Building 
has 43,000 sq. ft. of exhibit space 
on main floor and 35,000 sq. ft. in 
the basement. 


PORTLAND, ORE. 

Construction is underway on $8- 
million ee peas hagnapsines Cen- 
ter. Completion date is set for late 
fall, 1960. Exhibition Hall will 
offer 53,000 sq. ft. of exhibit space 
plus numerous small rooms. Ad- 
joining the hall will be an area 
which will have a permanent ice 
floor. Structure will be about 90 


NEXT 
TIME 
MEET IN 
BERMUDA 
i, a 


lis, 


ae. ideal 


island setting for 
successful sales meetings, small con- 
ventions and directors’ sessions . . . 
beautiful scenery, comfortable cli- 
mate, fewest interruptions. Bermuda’s 
only hours away from major cities in 
the United States and Canada. Just 3 
hours by air from New York, daily 
flights by trans-Atlantic airliners. A 
week-end away by luxurious ocean 
liner, sailings weekly,.qgiit} 


Recreation facilities 

are superb . . . for 

golf, tennis, fishing, _} 

swimming . . . for | 

sightseeing and «§ jf. 

duty-free shopping too*"* 
Restaurants 


| | 
vare excellent. 
ei | \“«Famous hotels 
have dancing and nightly entertain- 
ment. Bermuda is well experienced in 
expertly taking care of all the re- 
quirements of small or large groups. 
Rates are reasonable. 


FREE New 24-page booklet, 
“Bermuda . . . Headquarters for 
Memorable Meetings and Conven- 
tions.” Write for it today to: The 
Bermuda Conference Service (Room 
319 ) 620 Fifth Ave., New York 20,N.Y, 


19 


Suddenly Puerto Rico is the 
convention capital of the Caribbean 


M ORE AND MORE mainland groups 
are convening in Puerto Rico. 
And for good reason. 

You can count on glorious weath- 
er all year round. There has never 
been a heat wave or a cold snap. 

Temperatures nearly always stay 
in the seventies and eighties, and the 
average varies only six degrees be- 
tween summer and winter. The sun 
shines 360 days a year! 


Magnificent new hotels 


Puerto Rico has complete, modern 
facilities for conventions of all sizes. 


And recently, accommodations were 
expanded still further by the opening 
of three new, ultramodern hotels. 


Sperts, sights, night life 
Puerto Rico offers a dazzling choice 
of things to do during off-hours. The 
waters teem with big game fish. The 
sailing and skin-diving are superb. 
There are miles of clean, quiet 
beaches. Championship tennis courts. 
And the famed Dorado Beach golf 
course. You can visit a tropical rain 
forest, shop for gifts in Old San Juan. 
At night you'll find a cosmopolitan 


variety of restaurants and nightclubs, 
music, theater, and even Class-A 
baseball in Fall and Winter. 


Easy to get to 
Puerto Rico is less than 542 hours 
by air from New York. No passport, 
no inoculations. The dollar is cur- 
rency. English is spoken. 

We'll be glad to help you with ar- 
rangements. For details, call ClIrcle 
5-1200 in New York, or write Tour- 
ism Dept. SM-15, Commonwealth 
of Puerto Rico, 666 Fifth Avenue, 
New York 19, N. Y. 


Mr. Ernest M. Wuliger, Executive Vice 
President of Sealy Mattress Company, says: 
“Our dealers still talk about the wonderful 
time that they had in Puerto Rico.” Recent 


conventions held in Puerto Rico include 
General Electric, Plymouth, A. C. Spark 
Plug, Westinghouse. And San Juan will be 
the site of the 1959 Governors Conference. 


CELEBRATES ANOTHER RECORD BREAKING YEAR! 
THE REASONS ARE CLEAR 

35,000 SQUARE FEET 
OF EXHIBIT SPACE 


THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advance 
design, architecture and decor, offers the perfect setting for smoothly functioning con- 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is an 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 

The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstructed 
floor space, comfortably seating 3,500 people theatre-style... accommodating 2,500 
people banquet-style. Sound-proofed sliding walls can be partitioned into two or three 
more areas for smaller groups. 

AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 
“Projectioneered” for conventions, SUPER-abundant for the most demanding 
display purposes. Heavy exhibits are handled by powerful elevators that can 

lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage 
12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 5O OR MORE. 

20 SPECIAL ROOMS FOR SMALLER GROUPS. 

NUMEROUS Press Rooms‘and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities 


Write, wire or phone 


DICK ELTERMAN 
Director of Sales 


PLANNED FOR PLEASURE 


2 swimming pools, and 550 feet of private ocean beach— 
the Cabana Colony, putting greens and sun decks... for 
fun in the sun! 

2 magnificent night clubs, featuring great name bands 
and stars of Broadway and Hollywood! 

Miami Beach's only indoor ICE SKATING RINK...one 
of the many DEAUVILLE pleasure exclusives! 


HEE 


. ’ 


ON THE OCEAN AT 67th STREET «© MIAMI BEACH, FLORIDA 
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ft. high. It will cover one and 
one-half square blocks and will 
seat between 12,000 and 13,000 
persons. 


CHICAGO 


Sheraton Hotel will have a new 
$8-million, 600-room wing. New 
addition will give hotel 1,100 
rooms. Upon completion in mid- 
1960, hotel will be called Sheraton 
Towers, according to management. 

World’s largest motel, $3.5-mil- 
lion Lake Tower on the city’s lake- 
front opened May 1. Motel fea- 
tures an outdoor swimming pool, 
three-level garage, conference, 
banquet and salesmen’s sample 
rooms and 13 executive suites. 


PORT OF SPAIN, TRINIDAD 


Ground breaking crews have be- 
gun to clear for new $9 million, 
250-300-room Hilton Hotel. Gov- 
ernment is financing hotel in all- 
out bid for tourist trade and will 
turn it over to Hilton Hotels Inter- 
national to operate and manage. 


HIGHLAND PARK, ILL. 

City’s new $2.5-million Villa 
Moderne Motor Hotel will accom- 
modate groups of 10 to 650. It has 
a closed-circuit TV system, portable 
stages, speaker's stands, sound, film 
and lighting equipment. Skokie 
room's 2,500 sq. ft. can be utilized 
for sales meetings, luncheons, ban- 
quets and special exhibits or show- 
ings. Special loading ramps at the 
rear of the hotel lead directly into 
this room to make it possible to 
bring in products as large as auto- 
mobiles. Four additional, smaller 
rooms are available for meetings. 
Other facilities include a heliport, 
outdoor and indoor swimming 
pools, outdoor iceskating rink and 
a summer theater. 


LAS VEGAS 


Construction has begun on ex- 
hibit and convention hall addition 
to the Dunes Hotel, and 500-car 
parking lot. Convention center is 
expected to be complete by July 1, 
says Dunes President M. A. Riddle. 
It will seat 1,000. New 6,600 sq. 
ft. hall will be integrated into pres- 
ent hotel structure and will contain 
complete facilities for conventions, 
trade shows, and public meetings. 
Electronically-controlled walls will 
— interior to be divided into 

ve separate meeting rooms. 
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WHY IT PAYS TO MOVE 


EXHIBITS BY MAYFLOWER 


YOU ELIMINATE COSTS 


THESE 6 ways 


Before giving yourself a hasty answer to this question, “Would it 


pay to move my exhibits by van?”... 


consider its obvious ad- 


vantages, plus the way it eliminates these hidden and extra expenses 


you are paying now. 


| Minimizes need for costly building 
and repairing of display shipping 
cases. 


Eliminates damage to displays— 


and expensive (perhaps impossi- 
ble) repairs at the show. 


Often eliminates extra cartage, 
handling and storage costs. 


4 


6 


Reduces costly setup and repack- 
ing time where high-priced, extra 
show help is required. 

Eliminates cost of rental furnish- 
ings, since you can ship your own. 


Eliminates expensive extra days of 
work and extra travel involved in 
shows—lets you spend more pro- 
ductive time in your office. 


Call your local Mayflower agent for a copy of “17 Reasons Why” to 
help plan your exhibit moving—yours without obligation. 


AERO MAYFLOWER TRANSIT COMPANY,INC. + INDIANAPOLIS, INDIANA 


Mayfiower§ 


WORLD-WIDE MOVERS 


F LY EASTERN to your convention 
or sales meeting in F LO RI DA 


J 


@ Only Eastern flies the new, long-range jet-powered Golden 
Falcon Electra...nation’s fastest, most powerful prop-jetliner. 


@ Eastern offers more flights to Florida than any other airline. 


@ Let Eastern help you plan a post-convention side trip to 
Puerto Rico, Mexico, Virgin Islands, Bermuda, Nassau, or 
Havana. Leaders of groups of fifteen or more are our guests. 


For full details, write or call Convention Manager, 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, 
New York, or your local Eastern Air Lines office. 


FLY WITH CONFIDENCE... 


EASTERN AIR LINES 


95% OF THE NATION'S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


HOTEL BAKER AKARD 
COMMERCE aa ; 
DALLAS, TF : 
FENTON J. BAKER, ¢ 
# 
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Accomplish More...Enjoy More—at the 
New, Convention-Perfect Diplomat! 


A COMPLETE CONVENTION WORLD-IN-ITSELF ...on its 
own 400-acre estate bordered by the blue Atlantic...the 
magnificent new Diplomat Hotel and Country Club offers every 
business and pleasure facility imaginable for meetings of from 10 to 1,000. 
For your conference: a wide choice of flexible, air-conditioned meeting 
rooms; 550 luxurious guest rooms; your own Country Club with 4 tennis courts, 
and a challenging, 18-hole tournament golf course 
(Cary Middlecoff, pro); 4 swimming pools; 1,000-foot private beach; 
yacht basin with deep-sea fishing boats; top entertainment; and the 
finest food—served in 6 dining areas! All this just minutes from Gulfstream 
race track, Jai Alai, greyhound racing, and all sightseeing spots. 


SPECIAL FACILITIES: Hi-Fi Audio Equipment / Exhibit Areas / 
Theater Lighting Equipment / Print Shop / All Meeting “Props” 
Expert Service Crew / Projectors and Screens / Decorations / 
Shopping Promenade / Cabana Club / Steam Rooms and 
Solaria / Complete, Convention-trained Staff. 


THE [) | PLOM AT «= 


HOTEL AND COUNTRY CLUB 


Write today for color brochure and complete information! 
IRVING TILLIS, Director of Sales « GEORGE E. FOX, General Manager 


THE DIPLOMAT / HOLLYWOOD-BY-THE-SEA / FLORIDA 


For complete information write or wire: LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 North Michigan Avenue e 
MOhawk 4-5100 . . . Teletype: CG 1264 / New York City: 65 West 54th Street « JUdson 6-1575 (Open Sundays) . 


Teletype: NY 1-425, / Washin ton, D. C.: 1145 19th Street, N.W. «© EXecutive 3-6481 ... Teletype: WA 279 / 
Detroit: 1701 Cass Avenue « WOodward 2-2700 . ». Teletype: DE 1480 
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LOOKING FOR A MEMORABLE CONVENTION SITE? LOOK TO 
CANADIAN PACIFIC HOTELS FOR THE FINEST FACILITIES! 


You'll get more done.. 


.-have more fun at Canadian Pacific hotels! For information and reservations, write 


to: Convention Traffic Department, Canadian Pacific Railway Company, Windsor Station, Montreal. 


fr 
a 
qn 
r 
e 
ql 
g 


THE ROYAL YORK, 
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it 
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TORONTO, ONTARIO, CANADA. The largest hotel in the British Commonwealth is larger, 


more luxurious than ever! A new 400-room wing has been added, bringing the total of rooms to 1,600, with radio and TV in every 


room! 


The Royal York is situated in the center of the shopping and theatre district and is conveniently reached from key U.S. 


cities! Convention features: the new Canadian Room accommodating up to 2,200. Seating capacity of 7,500 in public rooms. 
New cocktail lounges and dining rooms. Serving capacity of 10,000 at any one mealtime! Coffee shop. Portable P.A. system. 
Sound projectors with trained operators. 400-car garage with registration facilities, and overpass to hotel. Open year-round. 


EMPRESS HOTEL, Victoria, B.C. Located on 
Vancouver Island, evergreen playspot of the 
Pacific Northwest Coast. Set in beautiful rose 
garden. 573 rooms, private dining rooms 
Meeting, exhibition rooms, Coronet Lounge 
Hunting, golf, riding, fishing, swimming in 
famous Crystal Gardens. Mild climate. Year 
round 

CHATEAU LAKE LOUISE, Lake Louise, Alberta. 
Surrounded by snow-capped peaks, timbered 
trails; fronted by serene Lake Louise. 400 
rooms. Adequate convention facilities. All Al 
pine sports. Boating, riding, swimming pool, 
dancing, hiking. June-September. 

BANFF SPRINGS, Banff, Alberta. Baronial re- 
treat mile-high in the Canadian Rockies. Spec 
tacular view. 600 rooms, every convention 
facility. For fun: swimming, shuffleboard, rid 
ing, golf, dancing. May-September. 

THE PALLISER, Calgary, Alberta. 484 rooms, 
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radio, TV available. Dining room, coffee shop. 
Range Room, Penthouse Lounge, Centrally 
located. Year-round. 

THE SASKATCHEWAN, Regina, Sask. 270 
rooms, all with radio. Comfortable accommo- 
dations. Good food and service. Dining room, 
coffee shop. Year-round. 


ROYAL ALEXANDRA, Winnipeg, Manitoba. 445 
well-furnished rooms, dining room (a-la-carte 
and table-d’héte). Selkirk Lounge. Coffee 
shop. Many convention facilities. Year-round, 


CHATEAU FRONTENAC, Québec. Commands a 
view of the mighty St. Lawrence and quaint 
Québec. 600 luxurious rooms, meeting and 
exhibition rooms, private dining rooms, sound 
projectors. For relaxation: snow sports, golf, 
sight-seeing, dancing. Year-round. 


ALGONQUIN, S/. Andrews-by-the-Sea, New 
Brunswick. Wonderful Old English atmos- 


phere, fine food and service. Accommodates 
350. For after-meeting hours: golf, swimming, 
tennis, fishing, shuffleboard, sailing. June- 
September. 

CORNWALLIS INN, Kentville, Nova Scotia. Set 
in the peaceful orchards of the lush Annapolis 
Valley. Facilities for 150, ideal for small gath- 
erings. Fishing, golf nearby. Year-round. 
DIGBY PINES, Digby, Nova Scotia. Unique 
fishing-town inn. 189 rooms, 31 cottages. Con- 
vention facilities. Golf, swimming, tennis, fish- 
ing. Superb seafood. June-September. 
LAKESIDE INN, Yarmouth, Nova Scotia. Snug 
English inn, accommodating 120. Cottages, 
too. Comfortable convention facilities. Golf 
nearby, tennis, swimming, fishing. July-August. 


Canadian Pacific 
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NOWHERE IN THE WORLD 
CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 


MEETING, SHOW NEWS 
ORL, SBS SERS, GE 
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Third Annual United States World Trade Fair began its 12-day 
stay in the New York Coliseum May 8. About $75-million in 
imported goods and services are on display in over 3,000 exhibits 
from 64 nations. 


First National Floor Covering Exposition has re-set its date to 
February, 1960, at New York Coliseum. It will fill one floor 
with extra space allocated for films, contests and special features. 


New method of registering and identifying visitors will be fea- 
tured at annual National Restaurant Show, May 11-14, at Navy 
Pier, Chicago. Some 40,000 Addressograph plastic identification 
cards will be issued. An advance registration form has been sent 
to all delegates so their cards can be embossed beforehand. For 
those who do not pre-register, a battery of Graphotype machines 
will be set up to turn out cards on the spot. An inexpensive, 
portable Addressograph imprinter will be located in every booth. 
This will eliminate writing names and addresses for literature 
requests. Idea is a joint venture of the National Restaurant Asso- 
ciation and Addressograph-Multigraph Corp. Show Managers are 
Andrews, Bartlett & Associates, Inc. Show management will use 
first badge impression to create a list of show visitors. List will 
be reproduced for exhibitors every day of the show. 


Strauss Decorating & Exposition Co., Inc., has appointed Edward 
J. Mack vice-president in charge of shows and conventions. 
Robert E. Oberfelder was appointed vice-president in charge of 
displays and exhibits for the New York-based company. 


Fifth National Electrical Industries Show has been scheduled 
for March 6-9, 1960, at New York Coliseum. 


Chicago's two major farm shows, International Livestock Exposi- 
tion and International Dairy Show will merge this year. Decision 
to merge the two nine-day events into one 13-day run was brought 
about by the poor draw of the rodeo, featured attraction rag i 
the six years of the dairy show. It will be the first time in the 60 
year history of the livestock show that purebred dairy cattle will 
be exhibited with beef cattle, sheep and swine. 


For the first time, American Institute of Architects-Producers 
Council Products Exhibition will feature prizes to encourage 
maximum viewer interest. Exhibition will be held from June 22- 
26. Two $100 prizes will be given away each day for the first 
four days. Grand prize, worth $500, will be awarded at the 
closing session. Only corporate members of the AIA are eligible. 


British industrial exhibition will be held in Moscow in May, 1961. 
Soviet Union will reciprocate with a Russian industrial products 
exhibition at Olympia, London, in July of that year. Site for the 
British exhibition in Russia has not yet been determined. 


Wilding Picture Products, Inc., industrial motion picture pro- 
ducer for 45 years, announces a change of name. Now it’s 


Wilding, Inc. 


Short courses in modern merchandising and in the uses of the 
atom for peacetime living await visitors at the twin pavilions 
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SWIM! ...in our 
colorful outdoor pool 
or luxurious tropical 
indoor pool... or (in 
season) ocean bath- 
ing right at our door! 


Ce a: 


SKATE!...on our 
spacious, colorful, ar- 
tificial outdoor rink 
night and day during 
the winter months. 


We rs ‘gyrate: C8 ado Lubaat 


RELAX! ...in our 
modern Health Club 
under a soothing mas- 
sage. Ease away un- 
wanted pounds in the 
steam room. 


DANCE!...in the 
gay, sophisticated 
Submarine Room to 
the music of top flight 
orchestras. 


DINE!...in a choice 
of distinguished res- 
taurants featuring 
truly fine food. 


So , 


SALES MEETINGS, EXHIBIT SPACE AND 
\ BANQUETS? THE TRAYMORE’S FACILITIES 
| ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION STORY 


please write or phone 


Center of the Boardwalk 


ATLANTIC CITY 
New Jersey 


A City 4-3021 y i 


t&e ha, 


GIVE YOUR MEETING FOREIGN FLAVOR-—IN PUERTO RICO, U.S.A. ! 


Saye ae a eee Yes, you'll be meeting away from the ordinary, 


enjoying the different attractions of a 

foreign land...yet you can make yourself 

right at home in Puerto Rico — it’s a part of 
the USA, and the welcome is as friendly as 

the weather! Plan now to reserve the luxurious 
LA CONCHA — Puerto Rico’s newest —in the 
heart of San Juan. You'll be sure of superb 

food in a variety of charming dining rooms... 
you'll enjoy a beach, cabana club, 

cocktail lounges, night club...and the kind of 
service, comfort, and atmosphere that will give 


HOTEL, BEACH & CABANA CLUB your conference, your delegates, new spirit! 
SAN JUAN / PUERTO RICO 


7 
/ 
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CLUB 
LA CONCHA : ‘3 800 luxurious guest rooms and suites, with 
cooperating hotels nearby bringing the total of 
deluxe accommodations to over 700. Spacious, 
air-conditioned meeting rooms— flexible and 
completely equipped —that can accommodate in 
supreme comfort any size banquet or meeting from 
a small executive conference of 10 to a large 
meeting of 700, or a sumptuous banquet of 600 
in Las Nereidas Room. In addition —an expert 
convention-trained staff will take care of all 
details, supply you with all accessories. 


a giant shell 
et on the 


cean's edge! 


EL 


RADON BLAKE SWEATT, Vice President and Managing Director 


No visas, passports, or vaccinations necessary for U.S. citizens. 
Only 6 hours by air from New York; only 4 air hours from Miami. 
Comprehensive convention brochure sent on request. 


Representatives — WILLIAM P. WOLFE Organization 
AN ASSOCIATED FEDERAL HOTEL / Cecil Mills, President 
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continued 


of the United States at the Third Tokyo International Fair, 
May 5-22. One of the portable aluminum buildings will house 
the U. S. Department of Commerce exhibit. Theme is “Modern 
Research and New Ideas in Marketing—the Principles of Ameri- 
can Business.” Second pavilion will feature an operating research 
and training reactor of the type used in the training of nuclear 
scientists. “The Atom in the Service of Mankind” is the theme. 


Two American exhibit producers have been signed to build 4 ‘ week in 
exhibits for Russia’s show in New York Coliseum this summer. 


The Displayers, Inc., and Ivel Construction Corp. are now work- Bi a MI AMI 
ing on U.S.S.R. exhibits which have to be ready for show opening 2 | 

on June 28. Soviet show is exchange arrangement that allows 

U.S. to exhibit in Moscow. 


Biggest midyear National Housewares Exhibit is slated for 
July 13-17 in Atlantic City Convention Hall. Record 715 exhibits 
have been signed. All areas in Convention Hall will be used 
for the show, according to Dolph Zapfel, show manager. 


Office Equipment Manufacturers Exhibits plans its inaugural 
exposition in Washington, D.C., Sept. 23-25. Each year the 
show is to move to a different city. At least four major markets 
will be considered for future sites. Show manager is Rudolph 
Lang, former director of National Business Show, New York City. 


To stimulate French companies to open markets abroad, 


Make your 
French G t offers “trade fair i :” to export firms. ° ° ° 
ints ee anne die aaa | Miami Convention 


last year for French industrial equipment displays in Helsinki. 

It will be available to French firms planning to exhibit in New q North ast 
York City this year. Program is administered by Compagnie- ] 
Francaise d’Assurance pour le Commerce Exterieur, a company 


under government control. . SUNMLINER 
First International Fair of San Francisco is scheduled to run A OL. DA Y 


11 days in June, 1960, and to be an annual event. It will be Includes: 
staged in Cow Palace. @ Round-trip flight aboard luxurious 
4-Engine ‘‘Sunliners’’ from New 
Exhibitors Advisory Council, Inc., members have voted to York. (Prices from Philadelphia, 
dissolve the organization after more than 30 years of service Boston, ee ee me, 
to the exposition field. Major reason for dissolution was that aa a eT ee 

costs of service to members outweighed income. Plan is now 
being worked out whereby Sales Meetings, in conjunction with 
Exhibit Producers and Designers Assn., will produce EAC’s 
Annual Schedule of Shows and Exhibits. This schedule of events 
was EAC’s major service to members. EAC was founded in 1926. 


Seven days, six nights at a glamor- 
ous beach-front hotel of your choice 

. double occupancy. 
‘‘Sunliner Holiday’’ convention plans 
also available to Fort Lauderdale, St. 


Petersburg, Jamaica, Ciudad Trujillo 
Manual on responsibilities of organizations that service and Nassau, Havana and Mexico. 


plan conventions is now being prepared by Convention Liaison You get a week in Miami for the cost 
Committee. Manual will point out proper procedures to be of 2 days “‘in season.” 

followed by convention bureaus, hotels, and meetings and ex- *per person, plus tax based 

hibit planners. Many years in the making, the manual will offer Sanden anaes Sloe 

check lists as well as procedures. Members of Convention 

Liaison Committee are: American Hotel Assn., American Society 
of Association Executives, Council of Engineering Society Sec- 
retaries, Hotel Sales Management Assn., Intl. Assn. of Conven- Radar guided 

tion Bureaus, Natl. Assn. of Exhibit Managers, and Professional NORTHEAST 
Convention Management Assn. When finally approved, manual 


will be distributed to members of each sponsoring organization. AIRLINES 


For full intormation call 
your Travel Agent 
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MEMBER FIRMS... 


TO ASSIST YOU IN 
EVERY PHASE OF 
YOUR TRADE SHOW, 
PROMOTIONAL, OR 
MEETING PROGRAM 


EXHIBIT PRODUCERS & DESIGNERS ASSOC. INC. . . 
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NATIONWIDE 


106 TEAMS OF SPECIALISTS 
TO HELP YOU WITH... 


e Designing, Planning & 
Constructing Exhibits 


e Servicing, Repair, Traffic 
Management & Installation 


@ Lower Costs Through Professional 
Nationwide Cooperation 


Free ... write today for your Free copy of “Quick 
Hints” brochure, written to help you save time 
and money in your exhibit program, c/o The 
E. P. & D. A., 511 5th Avenue, New York 17, N. Y. 


. O11 Sth AVENUE, NEW YORK 17, N. Y. 
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You—if a sales meeting or convention is one of your headaches. 


The San Juan Intercontinental. 


Sunny Puerto Rico, close enough to save time, distant enough to 
be “different.” No passports, inoculations, visas or customs declaration 
needed. Money and postal service same as U.S. 


Unbeatable combination — superb convention facilities (banquet rooms 
accommodate up to 1500; air-conditioned guest rooms and suites) plus 
everything it takes to have a good time (restaurants, bars, pool, 

cabana club and casino plus the smoothest, whitest private beach 

on the entire island)! 


Phone your travel agent or IHC (in New York—STillwell 6-5858, 
in Miami—FRanklin 1-6661). 


The San Juan Intercontinental is just one of 15 
LE modern Intercontinental Hotels in 11 friendly foreign lands. 
—— All are supervised to American standards. 


The World’s Largest Group Of International Hotels 
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AS THE EDITORS SEE IT 
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Uncle Sam in Exhibit Business? 


We're paying too much—as taxpayers — for 
Uncle Sam’s exhibits. It’s about time govern- 
ment got out of the exhibit business. Most 
government-operated businesses have been elimi- 
nated. But nobody seems to have noticed Uncle 
Sam’s exhibit-building enterprises. They're costly 
and results don’t justify them. 


On the books, Uncle Sam’s exhibit-building 
operations may appear to be a bargain. But one 
minor item is left out— labor. Because most 
government-operated exhibit shops use members 
of the armed forces, they show no big payroll. 


There’s no reason why soldiers, sailors or 
marines should be building displays. There is at 
least one good reason why they shouldn't: It 
short-changes us. 


Main reason government shops are inefficient 
is that civil service people in charge of them 
have had no experience in exhibit work (couldn't 
qualify for similar responsibility with commer- 
cial firms). By the time they learn through trial 
and error (or never learn because they have no 
creative talent), they are transferred. It is not 
a real specialty in government. It’s the place 
you put a man when you have no other place 
for him. 


Many government exhibits are not “home 
made” but produced by professionals on the 
outside. Only trouble is that the men who draw 
up specifications for outside work know nothing 
about exhibits in ee cases. They put creative 
exhibit designing in the same category as three- 
penny nails. (You ask for bids and select the 
best “buy.”) 
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As everyone can recognize, no exhibit builder 
is going to invest too much research time and 
design time on speculation. If he bids at all for 
a government job, he will apply little imagina- 
tion and creative time, because the man who 
makes final decisions generally doesn’t know 
too much about good exhibit design techniques 
to begin with. So what Uncle Sam gets to choose 
from is fairly sterile stuff. 


Another point in this bidding business: Most 
reputable exhibit builders stay away from specu- 
lative exhibit sketches. Exhibit Producers and 
Designers Assn. points out that speculative 
sketches are uneconomical for designers and add 
to customers’ final exhibit costs. (When you 
bought an exhibit, you'd have to pay in “over- 
head” for all the designs somebody else didn't 
buy.) 


Where’s Uncle Sam’s exhibit shops? Most are 
in Virginia. U.S. Army Ordnance Corps has one 
at Cameron Station. Navy Service Center has 
one in Arlington. There’s another at Fort Bel- 
voir, and another in Dayton. 


Our opinion that Uncle Sam get out of the 
display business and use expert talent available 
commercially does not mean we have nothing 
but incompetents in Washington. Several con- 
scientious and knowledgeable people, for in- 
stance, are in our International Trade Fairs 
Office, U.S. Department of Commerce. Unfor- 
tunately, they do not set policy, but have to 
bring order out of chaos—created by policy 
from people who simply don’t know which end 
of an exhibit is “up.” 


ABBOTT LABORATORIES 
North Chicago, Ill. 
ARMOUR & CO. Chicago, IL. 
BELL & HOWELL CO. 
Chicago, Ill. 
CRANE Co. Chicago, Il. 
DOUGLAS FIR PLYWOOD ASSN. 
Tacoma, Wash. 
THE DOW CHEMICAL CO. 


TRAINED PEOPLE =: scons anemouns aco 


Wilmington, Del. 
EASTMAN KODAK Co. 


a E xX PE RI E NC E capnewn shee ae a 


Portland, Ore. 
GENERAL ELECTRIC Co. 
Louisville, Ky. 
GENERAL ELECTRIC, 
X-RAY DIV. Milwaukee, Wis. 
INTERNATIONAL BUSINESS 
MACHINES CORP. 
New York, N. Y. 
INTERNATIONAL 
HARVESTER Co. Chicago, II. 
MEAD JOHNSON & CO. 
Evansville, Ind. 
MINNESOTA MINING & 


. MFG. CO. Minneapolis, Minn. 
Why over 300 American Manufacturers ol 


CCENER, Ww mo : San Francisco, Cal. 
use “GENERAL EXHIBITS” as their source Sensinnne, Onan ae 


: meer mew mo New York, N. Y. 
for QUALITY EXHIBITS SWIFT & CO. Chicago, Il 


THE TRANE CoO. La Crosse, Wis. 
U. S. NAVY Washington, D.C. 


U. S. STEEL CORPORATION 
Pittsburgh, Pa. 


WEYERHAEUSER TIMBER CO. 
We offer a complete, professional service including Pasgenn, Sem. 


counsel, planning and design, construction, in- 


stallation anywhere and storage if desired. Se OE, fy 
. ° . ° TAs es 
Working in one of the largest and best equipped (2, if ya 
plants in the country, our staff of 121 people in- ran Tl 
cludes specialists and skilled craftsmen in design, M i; } 
drafting, woodworking, metal and plastic fabrica- vi, 
tion, finishing, graphics, lighting, engineered ani- hc ae \ 
° . . . . \ . 
mation, electronics and audio-visual techniques. t 4 \) 
Budgets of our clients range from $1000 to over 
* . == 07 Clients like those above call on us 
$100,000, and all get personal attention...over 75% Sor imaginative design, quality exe- 
of our clients have been with us 5 years or longer. cution and dependable service. 


DESIGNERS & BUILDERS OF QUALITY EXHIBITS 


enera : WE PRODUCE 


Convention Exhibits 


xhibits Museum Exhibits 
. * h . bi t ° Trade Fair Exhibits 
& d 1s pP | avs Traveling Exhibits 
— + Showrooms 
rne, Sales Meeting Props 
Models 
2100 NORTH RACINE AVENUE Cabeeeee 
CHICAGO 14, ILLINOIS Engineered Animation 


Audio-visual devices 
Sales Offices: Washington, D.C. + Louisville, Ky. 
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SPACE-STRETCHING design of Sylvania Electric Co.’s island 
display allows seven divisions to exhibit under one corporate 
display. Modular arrangement of panels and towers make it 
possible to plan area so each division has at least four 
four-by-six panels and one tower unit for a featured item. 


Each division has its name on two sides of the illuminated 
plastic box which caps each tower. Thus each is able to 
preserve its own identity. Alternate two sides of the tower 
cap carried the slogan, ‘“Sylvania-Everywhere in Electronics.” 
Exhibit by Design-Built Studios, Inc., New York City. 


What's Going into Exhibits Today? 


EXHIBITS ARE BETTER DESIGNED today than 
ever before. While there are more than a half dozen 
marked trends this year, one stands out: 

Today, exhibits are being designed for specific re- 
sults. It used to be that exhibits were created to be 
attractive. If it “looked nice,” it was a satisfactory 
exhibit. 

All that is changed. Designers have forced their 


clients to think in terms of results they want from 
exhibit exposure. Based upon immediate and long 
range results an exhibiting company hopes to have, 
the designer now creates his three-dimensional sales 
aid. 

You'll note this major trend — to move show visitors 
toward specific action or toward acceptance of a defi- 
nite idea —in the accompanying photographs. They 


GENEROUS USE of plexiglas in this exhibit, built by Ivel Construction Corp., provides soft back-lighting for tiny products. 


UM RECTFF+ ERS 


ee 


ANIMATION DEVICES help 
make this Delco Products 
exhibit successful. They 
include a rotating trade 
mark, product translite 
panel and sequence timer 
panel which identifies parts 
on motor cutaway. Copy is 
illuminated by overhead 
canopy lighting. Curved up 
background and floating 
table add depth and in- 
terest to unit. Ample stor- 
age space for literature is 
provided. (Designed and 
built by Merchandise Dis- 
plays Inc., Dayton, Ohio.) 


are but a sample of recent exhibits, created by U. S. 
designers, that have appeared in shows in this country 
and abroad. 


> As you examine this new crop of exhibits, you will 
note other strong trends. One is importance placed 
on corporate image. Special pains are taken to create 
i “feeling” for the exhibiting company. In some cases 
the exhibit has to exude “progress” — must make clear 
that this company is a leader. For some small com- 
panies, the exhibit says in design, “We're as good as 
the biggest — maybe better.” Designers today are 
able to project subtleties in image building, and this 
attempt is revealed in most good exhibits. 

Modular designing appears more frequently. This 
trend shows up in almost every large exhibit today, 
for sound reasons. Modular units can be used over 
and over again in new combination. They can be used 
to fit all sizes of booth areas. Their expense can be 
amortized over a longer period and for use in more 


Dulehe Boy: 


THE ULTIMATE 


PAINT DISPLAY without cans and brushes gives this Dutch 
Boy exhibit a novel approach. Artist hues are captured in 
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shows. They project a consistent quality image no 
matter how small the area used. 

Use of cubic areas of trade show booths has been 
growing. This year it continues to grow as more show 
managements relax show rules — usually in specific 
areas of a show. Some exhibit photos here give evi- 
dence of this creeping trend toward greater use of 
cubic areas. 

It has always been a trend: make product most 
important thing in an exhibit. But, today, you'll note 
more ingenious ways to do it. New materials are help- 
ing, and so are more creative talents. 

While exhibit elements may seem to be more com- 
plex today, trend is toward easier erection of displays. 
Even the most complicated exhibits are being de- 
signed to set up and knock down in hours rather than 
days. This trend is sure to continue to save costs. 

Almost all shows have restrictions against amplified 
sound. Any kind of restriction, however, seems to 

: (continued on page 36) 
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each droplet. Color drum, on left, revolves. (Designed, 
and built by The Displayers, Inc., New York City.) 
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MASONITE CORP. exhibit features a combination of two 
effective sound techniques, controlled sound and a wireless 
microphone. Former employs a unique sound lens system 
which delivers high-fidelity sound within the limits of the 
booth. Sound is uniform whether listeners are virtually on 


ATTENTION-GETTER in exhibit designed for Bohn Aluminum 
Co. is the thrusting motion of the piston and piston rod in 
center. Three aluminum tubing pylons flank the piston. 
They support panels which show steps in its fabrication. 
(Designed and built by Display & Exhibit Co., Detroit.) 


top of the speaker or at the extreme end of the throw. 
Latter is a long range microphone which frees the 
speaker from dragging heavy cables. Constant level of 
sound is produced regardless of speaker's movements. 
(By Gardner, Robinson, Stierheim & Weis, Inc., Pittsburgh.) 


HOW ATOM’S POWER can be used for peaceful purposes is 
explained by this scale atomic reactor which has toured 
the world. Model was built for Kaiser Industries, builders 
of the reactor now in operation at Idaho Falls, Idaho. 
Model has loud speakers and tape recordings which ex- 
plain operation of reactor. It has 12 telephones of the 
type used at the United Nations for translating purposes. 
(Designed and built by Sanford Exhibits, San Francisco.) 


AOD i WOE ATE 


USEFULNESS AND LIFE EXPECTANCY of an exhibit can be 
almost limitless as shown by this 60 ft. display designed 
and built for Inland Steel Co. It can be segmented and 
pieced together to form less comprehensive but equally 
effective exhibits for small areas without sacrificing any of 


spur designers on toward more novel devices. Today 
there are more and more ways to offer sound with 
demonstrations, and examples here are just a few of 
many. 


One trend you don’t see, but is right there, is safety 
ind reliability of animation devices. Chances of me- 
chanical failure are lower today than ever before. 
Many devices planned for short-term use have had 
so many safety factors built into them that they last 
for years longer than expected. 


> One final trend today is consolidation of division 


OVER-ALL DESIGN ties Polarad’s exhibit together yet panels 


permit products to be shown in individual settings. Company 
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the design feeling. In other words, little exhibits can be 
made out of big ones, and big one out of little ones. Ii 
is flexible yet effective and well-designed. Exhibit contains 
various cut away models, recorded tapes, movies and other 
animated devices. Produced by Award Exhibits, Chicago. 


exhibits of large corporations. In the past, it was 
common to see each of several divisions of a company 
have booths at an industrial show, and each at a 
different location. Designs of exhibits often were 
different. Big companies often insisted that their 
divisions have separate booths. Now the pendulum 
has swung the other way. 

In most cases, divisions are brought together under 
one “roof.” All design elements are blended into a 
single form. Companies have discovered that they 
get greater impact for each division by massing them. 
Sheer size of a well designed area attracts attention. ® 
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makes use of cubic content by displaying literature tables 
toward front of exhibit. (Functional Display, Inc., New York.) 
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INTERIOR AND EXTERIOR 
view of exhibit designed 
to take directly to custom- 
er’s door. Built for Reliance 
Electric & Engineering Co., 
R-Cade cost approximately 
$100,000. To open R-Cade, 
roof is first raised. Next 
trailer side is hydraulically 
lowered to form a stage. 
“Drawer roof” supported 
supported by easily set-up 
rails is pulled out over 
stage. Stairs at front and 
rear provide entrance and 
exit. Exhibit stands are 
wheeled onto the stage. 
Generator mounted behind 
cab provides ample cur- 
rent. It is enough for light- 
ing, heating and air-con- 
ditioning. (Designed by 
Rogers Display Studios, 
Cleveland.) 


ANIMATED DISPLAY built for Bell Tel. Co. of Pa. features a 
nine colored telephones on a rotating ferris wheel. Wheel 
has clutch to prevent injury to mechanism and children. 
(Designed, built by Dirmeyer Displays, Inc., Philadelphia.) 
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—_ 
NEW JERSEY BANK & TRUST CO. exhibit can be folded up ™ 

into three suitcases. It can be assembled without delay, tools 

or custom construction. (By Texan House, Inc., New York.) 
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AO BOOTH with its 36 ft. banner is seen from every spot in the hall. 


American Optical Dominates a Show 


To get promotional jump on competition at normally conservative 
show, AO did all this (and more): 1. Put its exhibit on stage; 2. Ran 


two-page ad in professional journal to invite attendance; 3. Put 


signs on taxis and in store windows; 4. Gave away big envelopes 


with AO logo; 5. Imprinted napkins for hospitality suite. 


BOSTON WAS SCENE of a radical 
departure from convention tradition 
for American Optical Company. This 
126-year-old leader added something 
exciting to optical industry exhibits 
in March. 

For the past two years, AO had 
been putting into effect a “new look.” 
It initiated an aggressive merchan- 
dising concept, used promotional tools 
new to a conservative industry and 
adopted a dynamic design to establish 
company identity. 

Latest move took place at the 37th 
Annual Congress of the New England 
Council of Optometrists. Largest con- 
vention of its type in the East, it 
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By LOUIS S. EDMAN 


Manager, Press Relations, American Optical Co. 


is one of the most important in 
which optical manufacturers partici- 
pate yearly. 

For years, AO and its competitors 
have occupied the same booth spaces 
on the floor of the Statler Hilton ex- 
hibit hall. As first step in its plan to 
dominate exhibit space, while com- 
plying fully with rigid regulations of 
the Council, AO rented the stage of 
the hall for this year’s exhibit. 

. Customarily, this area had been 
used as a last resort for last-minute 
exhibitors. Show management feared 
that convention-goers would not 
climb the eight steps to view an ex- 
hibit so placed. A poll of the com- 
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pany’s sales personne] revealed that 
this might be a fallacy; that AO ac- 
counts would visit the space regard- 
less of location. 

Now committed to the stage loca- 
tion, the company called in The Dis- 
players, Inc., New York City, to pro- 
duce a completely new idea in optical 
displays. In lieu of static exhibits of 
the company’s principal products 
(some 200 classes, and 2,000 items), 
individual areas were created to show 
the foremost in action. 

As an example, diagnostic equip- 
ment used by the eye care professions 
in their examinations was displayed 
in the natural setting of an eye man’s 
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VISITOR ALIGHTS from one of 100 taxicabs which carry AO welcoming signs. 


office. Dispensing and reception room 
furniture was likewise placed against 
natural backgrounds of fashion-right, 
modern colors. Even a complete op- 
tical laboratory, to feature AO tools 
and machinery, was included in the 
display. 

Next, to exploit the height advan- 
tage of the stage, a 36-foot banner 
was made up to feature the AO trade- 
mark and slogan: “Since 1833 . . 
Better Vision for Better Living.” This 
was run across the entire proscenium. 
Topping the American Optical space, 
it became the first object seen when 
entering the hall. Recognition was 
immediate by all conventioneers, due 
to intensive preconditioning that was 
part of the AO campaign. 

To achieve this, AO first rented 
100 taxi billboards—aluminum-framed 
type carried on the rear of cabs—for 
the week before and during the con- 
vention. Copy, on the bright red-and- 
white AO design, stated: “American 
Optical Company Welcomes New 
England Council of Optometrists, 
Hotel Statler, March 1-4.” 

No matter how the visitor entered 
the City of Boston, the eye-catching 
greeting was readily seen. 

As a tickler, AO took a two-page 
spread in the New England Council 
Journal. It featured the headline: 
“American Optical Goes on Stage.” 
The publication, received by all Coun- 
cil members a week before the con- 
vention, gave the first hint of what 
to expect. 

AO approached all stores, travel 
agencies and street-floor offices in and 
around the Statler-Hilton. It offered 
colorful window cards with the leg- 
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end: “Welcome, New England Coun- 
cil!” At the bottom of each card was 
hand-lettered the name of the shop 
in whose window the card was placed. 

No mention appeared of American 
Optical, but the red-and-white design 
was the company’s own. Placement 
of window cards was almost 100% 
successful, and no visitor could ap- 
proach the hotel without noticing the 
greeting in some window. 


EXHIBIT visitor receives literature folder 
with prominent AO cc.ors and logo. 


AO GREETINGS are displayed in shop windows. 


Several dozen large cards were 
strategically placed in the hotel lobby 
and mezzanine, on desks and tables, 
where they remained in full view for 
the duration of the convention. 

We made arrangements with Sec- 
ond Bank & State Street Trust office 
in the Statler-Hilton, for use of its 
street window for an AO display for 
a two-week period, before and during 
the convention. As another attention- 


MORNING PAPER, compliments of AO, 
carries a sticker to greet delegates. 
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H. P. BRIGHAM, advertising manager, seated, L. S$. Edman, press relations 
manager, and W. W. Cloyd, sales promotion manager, plan AO exhibit. 


gette we secured 


next to the 


a parking space 
hotel's main entrance, 
bright red-and-white AO 


messenger-service car remained for 


where a 


the entire first day of the convention 

On Sunday 
the congress, every convention visitor 
Statler - Hilton 
opened his door to find a copy of 
3oston Sunday Globe. Affixed to the 


morning, first day of 


who stayed at the 


top of the front page was a sticker 


in the now-familiar red-and-white de- 
sign, with the company logo, a wel- 
come to the congress, and the words: 
“We hope you will visit our exhibit 
on stage at the exhibition hall.” 
Within the Globe, in the financial 
section, was an 1,800-line advertise- 
ment with the heading: “How the 
Future Looks at American Optical.” 
It showed six products from lenses 
furnaces and 
Copy fea 
tured a message by AO’s president, 


ind frames to solar 
guided missile trackers 


and a box containing quick facts 
about the company 

Exhibition hall opened at 1 p.m., 
Sunday afternoon. By this time, most 
visitors, before even setting a foot 
within the display area, were thor- 
oughly familiar with the AO motif 
When you entered the hall, there was 
no missing the proscenium banner 
with the AO logo and slogan 

As a result of the groundwork laid 
to stimulate interest in AO’s departure 
from its normal convention habits, 
any forebodings as to the effort’s suc- 
cess were quickly dispelled the first 
ifternoon. Traffic to the stage reached 
such proportions that visitors fre- 
quently had to wait until others left 
in order to get onto the stage. 

The promotional drive did not end 
Each visitor 


at this point howeve! 
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to the AO display was handed a large 
manila envelope, literally a billboard 
with the company design and logo, 
in which he could carry innumerable 
circulars, folders and other advertis- 
ing pieces handed out by all exhibi- 
tors. 

never before 
used in a convention of this type, 
found immediate acceptance among 
convention- goers, who had always 
been plagued with the problem of 
how to carry the varied material so 
plentifully distributed at past shows. 
The bright red-and-white design be- 
came standard equipment under the 
arms of visitors. 


This convenience, 
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As is customary at trade shows, 
most major exhibitors maintained hos- 
pitality rooms in the hotel, a suite 
where accounts could relax after ex- 
hibit hours. AO salesmen handed out 
calling cards, printed in the red-and- 
white design, to exhibit visitors with 
the invitation to visit their suite. 

This year, to carry out the over-all 
theme, AO rooms were decorated with 
banners and welcoming cards, and the 
new motif was carried to the extent 
of being printed on cocktail napkins. 
Even stirrers used were in what has 
become known as “AO red.” 

As a result of the repeated impact 
of the American Optical symbol from 
the moment convention visitors 
stepped off planes or trains, the over- 
all impression gained was that the 
company was the most active exhibi- 
tor to promote the congress. 

American Optical feels that the 
tremendous amount of preparation in- 
volved in such an undertaking was 
well worth the effort, in both good- 
will and strengthening of company 
recognition. The optometric profes- 
sion, bound by ethical restrictions 
against self-advertising, received more 
attention through the AO campaign 
than it normally would have during 
the course of its annual meeting. 
There were six million exposures of 
taxi posters alone. 

Summing up the effort, H. Patrick 
Brigham, manager of advertising, says: 

“We have publicly said that what 
benefits our customers benefits us. 
The New England Council promotion 
helped us both and we feel added 
considerably to our stature in the eyes 
of the public.” # 


EVEN NAPKINS, mixers, banners and signs in hospitality suite carry AO theme. 
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PROBLEM: 


ASM 


How do you get a salesman in 
your booth to handle a prospect 


from outside his territory with 


something close to enthusiasm. 


SOLUTION: 


For Dictaphone Corp., it is cash 


incentive. For every trial use of 


equipment signed for an “outside” 


prospect, booth salesman gets $5. ai 


DICTAPHONE 


SALESMEN are busy. They‘re happy with prospects from any territory. 


Incentives for Booth Personnel? 


By HAROLD B. CLARK 
Sales Promotion Manager, Dictaphone Corp. 


WHEN YOUR SALESMAN, on com- 
mission and with a territory in New 
Orleans, meets a good prospect from 
Pittsburgh, what happens? 

Whatever your answer, such a 
meeting is typical at trade shows. In 
fact, it is seldom that a salesman ever 
meets any of his own prospects at 
national or regional exhibits. Even at 
city-wide shows, chances are that the 
salesman in your booth is most often 
called upon to deal vvith visitors whose 
purposes will never contribute to his 
income. 

Such a meeting of salesman and 
prospect is the chief dividend from 
your entire investment in every show. 
Your dollars for design, construction, 
shipping, promotion and space rental 
— they're all on the line. So far, they 
have worked wonderfully to bring a 
potential customer face-to-face with 
your representative under close to 
ideal circumstances in your booth. 

Now, what happens? In one ver- 
sion, the salesman is of the “gung ho” 
type. His enthusiasm takes over for 
you and the prospect is moved closer 
to becoming an owner. We never 
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have to worry about that. In another 
version, the spark in your salesman’s 
eye dies just as soon as he learns that 
the visitor is from out of town. With 
relentless dis-interest, the salesman 
does his duty, answers a civil question 
or two and, just because the booth 
captain is watching, he even jots down 
the prospect’s name and address. In 
the extreme, there is the cynical sales- 
man who feels trapped in the booth, 
who wishes he could be calling on 
his own customers or who is even 
plotting a strategy for escape to the 
nearest bar. If he doesn’t actually 
take a poke at the out-of-town pros- 
pect, he will at very least handle the 
situation with uncompromising apathy. 
He will fight your prospect’s interest, 
just for spite, and may even suggest 
that your visitor go over across the 
aisle and bother competition. 
Wherever your booth is staffed 
with such people, your entire exhibit 
investment is in real jeopardy. You 
might just as well have stood in bed. 
Ways to outwit, dodge, side-step or 
overcome this problem include hiring 
a special exhibit staff to travel from 


show to show and whose entire job 
is to protect your trade show invest- 
ment. Another tactic is the iron fist 
of booth discipline where the com- 
pany brass moves in to supervise 
booth personnel and then makes a 
reconnaissance report—assigns demer- 
its to those salesmen who don’t toe 
the enthusiastic line. 

For those of us who have too many 
shows to be handled by a traveling 
staff and who feel that iron fist dis- 
cipline often does more harm than 
good — there is another alternative. 

Incentives can help solve the prob- 
lem. Just as they often stimulate 
regular sales activities, they can work 
to lick apathy in the booth. They have 
worked for us — especially at big na- 
tional shows and conventions in big 
cities where a booth staff of perhaps 
a dozen or two dozen salesmen never 
meet a prospect from the commission- 
able home-town area. 

For us, objective at every show is 
not to make sales. Whenever we do, 
we are both delighted and amazed. 
The real target: trials. Trials of Dic- 
taphene equipment are only just a 
little harder to nail down than names 
and addresses of so called leads. But, 
actual trials are 10 times as valuable 
to us. A high percentage of firmly 


committed trials turn into sales and 
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The RCA Whirlpool 
$250,000 Miracle Kitchen 
transported all over the U.S. 
by NORTH AMERICAN 
VAN LINES 


KID-GLOVE* CARE ALL THE WAY ASSURES SAFE, 
ON-TIME DELIVERY FOR DISPLAYS, EXHIBITS 


A 
0) Whindpool wencit “4 WICHEN 


The RCA Whirlpool kitchen of tomorrow is moved by North 
American Van Lines for exhibition in city after city. This 
famous “push button” kitchen is shipped uncrated.. 
specially equipped North American Vans. 

Write, wire or phone for the complete facts on North 
American Kid-Glove* handling for your displays and 
exhibits. 


*TRADEMARK 


NORTH AMERICAN VAN LINES, inc. c. | World Headquarters / Dept. 21- 1 ! Fort Wayne, Indiana 


{N RING, ON . IN EUROPE, NORTH AMERICAN VA LINES EUROPE, GMBH, MANNHEIM, GERMANY 


the average sale is just shy of the 
four-figure amount of dollars. That 
is why we can afford to pay for trials 
arranged at exhibits. 

We pay $5 to the booth salesman 
for every trial he arranges with the 
prospect from outside his own city. 
We experimented with the idea of 
paying for trials outside the booth 
salesman’s individual territory — but 
it is remarkable how easy it is for 
buddy salesmen to exchange trial ar- 
rangements. They always seem to be 
originated by a man whose territory 
just borders on that where the pros- 
pect lives. 

We use a duplicate card form to 
control the incentive system. Original 
copy — with full information on the 
prospect's interests and when he wants 
a trial — is forwarded to the covering 
salesman. The carbon comes to us. 
When the trial is actually installed, 
the original copy is initialed by the 
covering salesman’s manager and then 
returned to us. When both copies are 
matched the booth salesman gets the 
award together with a personal letter 
from the vice-president for sales. The 
letter congratulates him on his booth 
salesmanship and for his contribution 
to the success of what we call our 
business-show program. 

With this incentive system, we have 
doubled the number of firm trials 
arranged at our shows. This is an 
important score. We have increased 
enthusiasm and cooperation of sales- 
men in the booth. Some have claimed 
$50 to $100 simply for arranging 10 


to 20 trials over the standard three- | 
day show period. This makes a nice | 
little jackpot. The incentive system | 


also gives us a much more accurate 
measure of each show’s success and 
makes possible a close follow up of 
specific trials. This helps to give us 
information on average length of 
trials and percentages of conversions 
to sales. 

Helpful by-products of a formal in- 


If 
you'd like 


centive system at trade shows can be | 


many and they can be varied. Yet, 
the big pay off is added protection for 
your entire show investment when 
your salesman and your prospect 
finally do come face to face. 

If you have the problem we have 
had, first review your real show ob- 
jectives and then find out how you 
can afford as insurance against not 
reaching them at the personal level in 
the booth. Techniques can vary as 
much as conventional sales stimulants 
do in the form of cash awards, mer- 
chandise prizes, special credits to- 
ward winning your national sales con- 
tests or you can even strike off a 
medal for the best booth performer. 

Whatever you do in the direction 
of adding incentives for your booth 
personnel, you will find it pays off. 
It may even prevent that pugnacious 
salesman in Detroit from punching 
your top California prospect. 


This article was prepared originally as 
a talk at Association of National Adver- 
tisers’ workshop on advertising to busi- 
ness and industry, Pittsburgh, March 6. 
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“Care to attend a show with me, Miss Burton? | managed to get two 
tickets for this year’s Packaging Show.” 
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What to Give Away at Trade Shows 


Some say, “Give away nothing—except opportunity to request 


samples and literature.” Others say, “A show offers valuable 


exposure to your best prospects—so shoot the works.” Something 


between these extremes seems to prevail at trade shows today. 


By ETNA M. KELLEY 


PROBLEM of perennial interest to ex- 
hibitors is what to offer visitors in the 
way of samples, literature, goodwill 
items or other promotional materials 
To compound the riddle, there's this 
added puzzler: “To whom shall we 
give what?” (Anything and everything 
to all comers, or shall we suit the item 
to the recipient? ) 

Ideally, only customers and worth- 
while prospects should get materials, 
and each should get only what is re- 
lated to his potential needs. Your 
deciding who is a bona fide prospect 
is not always easy, especially when a 
split setond judgment must be made. 
Wrong decision may alienate a po- 
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tentially profitable prospect or, con- 
versely, be equivalent to dumping part 
of the promotion budget down the 
drain. 

Methods to handle the problem 
range between two extremes. There's 
the “Give nothing away” school of 
thought that relies entirely upon hav- 
ing interested visitors sign Rassatt 
request cards. At the opposite end 
of the pole there is the “Be generous— 
lest you let even one good prospect 
slip through your fingers” school of 
thought. Most exhibitors fall some- 
where between these two extremes. 

Here, spelled out briefly, are the 
arguments of the two groups: 


“Give ‘em nothing.” So much has 
been offered, and is still being offered, 
to the average visitor that he is over- 
whelmed and bewildered. A sort of 
mob hysteria (“collectivities”) afflicts 
him and he picks up anything and 
everything in sight. Overloading him- 
self, he then dumps the lot into the 
wastebasket nearest the exit. 

Many of those who attend are not 
customers nor prospects, and some are 
really chiselers, seeking hand-outs. 
Literature and other promotional ma- 
terials have value only when they 
reach interested prospects. If they 
are distributed at the show, they 
should be kept under the counter or 
otherwise out of reach of the casual 
picker-upper and given only to logi- 
cal prospects. Better yet, show litera- 
ture and samples, but don’t give them 
away. Instead, have visitors use re- 
quest cards, checking blanks to indi- 
cate what they want sent to them from 
the exhibitor’s headquarters. 

“Give em all they'll take.” A con- 
vention or trade show offers the best 
possible method to reach prospects, 
customers, potential distributors and 
dealers. It's sensible to use every 
feasible method to impress them 
favorably, and this includes giving 
them materials to make such impres- 
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THE HILTON CITY OF FINE CONVENTION HOTELS 


vaceetes 


a 


Successful meetings convene every day within the Hilton network of hotels. Why? Because each Hilton Hotel has 


complete convention facilities, serviced by a staff trained to deliver the utmost in expert assistance. 
For complete information on accommodations, contact Sales Manager of any Hilton Hotel, or: Richard L. 
Collison, Assistant Vice President and General Sales Manager, Hilton Hotels, Palmer House, Chicago 90, Illinois. 


NEW YORK 

1—The Waldorf-Astoria 
2—The Plaza 

3—The Statler Hilton 
4—The Savoy Hilton 


WASHINGTON, D. C. 
7—The Statler Hilton 


BOSTON 
9—The Statler Hilton 


SAN JUAN, Puerto Rico 
27—The Caribe Hilton 
MADRID, Spain 

29—The Castellana Hilton 
PANAMA, R. P. 

31—El Panama Hilton 


In Pittsburgh, Pa. * Denver, Colo 


HARTFORD 
11—The Statler Hilton 


BUFFALO 
13—The Statler Hilton 


CINCINNATI 
14—The Netherland Hilton 
15—The Terrace Hilton 


CLEVELAND 
16—The Statler Hilton 


HILTON HOTELS 


CHICAGO 
5—The Conrad Hilton 
6—The Palmer House 


IN THE U.S. 

ST. LOUIS 

8—The Statler Hilton 
LOS ANGELES 
10—The Statler Hilton 


BEVERLY HILLS 
12—The Beverly Hilton 


HOUSTON 
20—The Shamrock Hilton 


DALLAS 
21—The Statler Hilton 
INTERNATIONAL 


MEXICO CITY, Mexico 
30—The Continental Hilton 


DAYTON 
18—The Dayton Biltmore 


DETROIT 
19—The Statler Hilton 


COLUMBUS 
17—The Deshler-Hilton 


HILTON HOTELS 


MONTREAL, Canada 
33—The Queen Elizabeth 
(a C.N.R. Hotel) 


HAVANA, Cuba 


ISTANBUL, Turkey 32—The Habana Hilton 


28—The Istanbul Hilton 
HILTON HOTELS UNDER CONSTRUCTION 


EL PASO 

22—Hilton Hotel 

FORT WORTH 

23—Hilton Hotel 

SAN ANTONIO 
24—Hilton Hotel and Inn 
ALBUQUERQUE 
25—Hilton Hotel 
CHIHUAHUA, Mexico 
26—The Palacio Hilton 


WEST BERLIN, Germany 
34—The Berlin Hilton 


CAIRO, Egypt, U.A.R. 
35—The Nile Hilton 


* San Francisco and New Orleans (Hilton Inns) * Port-of-Spain, Trinidad, W. I. « Athens, Greece 


CONRAD N. HILTON, PRESIDENT + EXECUTIVE OFFICES+ THE CONRAD HILTON, CHICAGO 6, ILLINOIS 
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sions lasting: literature, samples, good- 
will souvenirs. True, there will be 
waste, but the system is more eco- 
nomical than having salesmen travel 
to the home bases of all the really 
good prospects who visit the show. 

Most eloquent proponent of the 
“Give ‘em nothing” school is William 
C. Copp, director, Institute of Radio 
Engineers Show, largest in its field. 
Long experience and observation have 
convinced him that there’s no relation 
between high traffic (lured by gadgets, 
gimmicks and giveaways of various 
kinds) and results obtained by the 
show exhibitor. He goes even far- 
ther and maintains that a “high-in- 
terest” gimmick defeats its own pur- 
pose, since people stand in line for 
it and keep attendants busy “servic- 
ing” it instead of devoting time to 
serious prospects and customers. 

“People who go to shows develop 
‘literaturitis, ” says Copp. “It’s con- 
tagious. They see others picking up 
material and automatically follow suit. 
I once collected the contents of a trash 
basket near the Coliseum (New York 
City) and got a printer to appraise the 
materials we found. It was obvious 
that many persons had gone from one 
booth to another to collect big assort- 
ments, then dumped them into the bas- 
ket. In one envelope alone the printer 
found an estimated $44.75 worth of 
items, ranging in cost from a few pen- 
nies for modest pieces up to 50c for 
an expensive catalog. Multiply this 
by hundreds, and you get a lot of 
waste.” 

Copp believes exhibitors should rely 
entirely on literature request cards 
and refrain from distributing anything 
at all from the booth. He admits 
there are times when literature should 
be displayed, to induce visitors to re- 
quest it; but this should be done in 
such a way that the materials can- 
not be carried away. Some exhibitors 
keep literature out of sight and display 
it only to those considered to be logi- 
cal prospects. Some show literature 
on panels or in bound volumes. There 
are ways of making it easy and even 
interesting to request literature, he 
says, such as having the visitor press a 
button to indicate what he wants. 
Some visitors take rubber stamps with 
them to be used solely to request pro- 
motional materials. 

With missionary zeal, Copp keeps 
everlastingly at the task of educating 
IRE exhibitors not to hand out any- 
thing from their booths. He talks 
about this, puts it in writing, and 
won't allow distribution of shopping 
bags, large envelopes or other “car- 
riers.” As he puts it, “No one can 
leave our show with anything more 
than he can put into his own brief 
case or his pockets.” 
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exhibits ? 


, een THIS SUMMER will be focused on the first 
interchange of exhibits between U.S. and USSR. We’ll soon 
know whether showing in Moscow actual three dimensional 
products of our free civilization makes more of an impression 
than the oft-contradicted printed word. In exchange, we'll 
have an opportunity to see for ourselves the comparable prod- 
ucts of the USSR, when the reciprocal Russian displays open 
here in late June. 


i REST OF THE WORLD will be doing a selling job 
this month at New York’s Coliseum, through the medium of 
the annual U.S. World Trade Fair. Four floors of the build- 
ing will be crammed with cultural pavilions and merchandise 
displays from every continent. 


A DDED TO THE growing list of big convention centers 
is Las Vegas, which played host last month to the First World 
Congress of Flight. Displays of planes, missiles and compo- 
nents taxed the spacious new facilities to the utmost. It’s a 
good thing the town provides amusement all night long, for 
it was hardly possible to find sleeping room for all who 
attended. 


ane OF THE MOST unusual packaging methods shown 
at the AMA Packaging Show in Chicago were those of the 
armed forces, in a forty-foot exhibit designed to stimulate the 
industry’s thinking toward the solution of specialized military 
problems. 


i:* BIG EXHIBIT EVENT of 1960 will be Britain’s own 
Trade Fair, scheduled to fill the N.Y. Coliseum to the rafters 
next summer. A cooperative effort by British industry, with 
elaborate cultural participation by the Crown, it promises to 
be a real “spectacular.” 


The talents of Ivel’s skilled staff play an important 
role in all of these events. These same talents are 
available to you on your next exhibit project, whether 
large or small. 


VEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St, & First Ave., Brooklyn 32, New York, Hyacinth 2-3730 
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To some exhibitors these rules seem 
harsh, and a few have been clever 
enough to circumvent them, but such 
instances are rare. One firm, for ex- 
ample, interpreted permission to give 
away its own literature as freedom to 
give away a billfold, since the billfold 
was a “cover” for the literature. 

Copp is against anything that savors 
of a circuslike atmosphere and for- 
bids wearing of non-business apparel. 
No drum majorettes nor models in 
cheesecake outfits. He frowns on con- 
tests and demonstration with high 
showmanship appeal. This is to the 
advantage of the exhibitor, he claims, 
recalling an instance in which, through 
a technicality, an exhibitor staged a 
demonstration “of the product.” It in- 
volved an electric eye gun. This drew 


long lines of people, but the exhibitor 
later admitted the show was the most 
unprofitable in which he had ever par- 
ticipated. 

Educating exhibitors is uphill work, 
says Copp, but he feels he is making 
progress. “About 50% or more now 
use request cards or other devices for 
visitors to order materials. But 75% 
still distribute literature, though some 
keep it under the counter and give it 
only to bona fide prospects. One firm, 
not wanting to offend anyone, brings 
obsolete literature to shows and hands 
it to non-prospects or other ‘collectors.’ 
It reserves up-to-date literature for 
live prospects.” 

Despite validity of Copp’s views, 
many veteran exhibitors claim it is to 
their advantage to distribute litera- 


“ 
said 


ture, samples and goodwill items— 
sometimes all three. Most of them are 
conscious of the wastefulness inherent 
in this policy, but believe benefits 
offset disadvantages. Trend is toward 
greater selectivity: keep literature 
where it is not so easily accessible to 
casual collectors; give prospect ma- 
terial in which he is likely to be in- 
terested instead of an assortment in- 
cluding advertisements of products 
which he is unlikely to buy. Even 
the most generous exhibitors are turn- 
ing toward greater use of cards to re- 
quest materials and are devoting more 
attention to their design. 

Here are some case histories to sum- 
marize policies and experiences of 
large exhibitors with respect to give- 
aways of various kinds. 
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miami beach 
exhibition hall 


Covering nearly 5 acres + Largest in the South + Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area of 
200,000 square feet and seats 15,000 people at one time 


CLAUDE D. RITTER 
Auditorium and Exhibition Hall Manager 
1700 WASHINGTON AVENUE + MIAMI BEACH 39, FLORIDA 


Centrally located, close to the world’s finest 


hotels, apartments, restaurants, shopping centers and recreation areas 


Parking for 3,500 Cars « Expositions « Conventions « Trade Shows « Sales Meetings 
Ice Shows « Announcement Showings « Automobile Shows « Sports Events 


For further information, write or wire: 


THOMAS F. SMITH 
Director Convention Bureau 
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For Plumbing and Heating Division, 
American-Standard, trade shows and 
conventions are an important means 
to keep in touch with markets and to 
demonstrate new products and new 
features of old products. The com- 
pany regularly exhibits at National 
Assn. of Home Builders Show, Na- 
tional Assn. of Plumbing Contractors 
Show, and International Heating and 
Air Conditioning Exposition. 
Because of the specialized nature 
of the firm’s products, its exhibits are 
manned by men who are both skilled 
technicians and salesmen. In many 
instances, a working model, cutaway 
or other version of a product is ox. Radio Corporation of America at the Institute of Radio Engineers Show, 195% 
hibited, to demonstrate a special fea- 
ture or design of the unit. An easy | F Sie 
way to top ie off would be cos | Greativity and the Corporate Image 
tribute literature to describe the fea- 
ture demonstrated. But, A-S believes 
it’s wiser to induce the visitor to re- What kind of identity does your company 
quest literature to be sent to him, using convey through its exhibits? Does it 
a card furnished for this purpose. appear progressive . . . productive and 


y is té ake it easy se : 
Care is taken to make it easy to use responsible .. . ready for the challenge of 
these cards, which require a minimum ° 
tomorrow? 


of writing. Products are listed by 
general classification, with subhead- 
ings for particular models, brand 
names or types of unit. Visitor orders Creativity of design is the priceless ingredient that enables 
by checking the proper blank or | Structural Designers and Craftsmen to skilfully project your 


blanks, and by signing his name and ' . 
address. Boxes for the signed cards compeny's personality. 


are spotted strategically throughout 
the booth, so that no one need re- ; 
trace his steps to fill in and deposit Call upon us and let us show you how 
a card. we helped many leading companies make 
Since the division may participate | the “right impression.” 
in two shows held at—or nearly at—the 
same time, a color code system is used 
for request cards. For example, one 
used at the most recent Heating & Air 
Conditioning Show was green, that 
used for National Plumbing & Heat- 
ing Exposition was yellow, and one a 
for National Assn. of Plumbing Con- ' »DIQU company, Inc 
tractors Show was white. Under this SO" ENE, SOE Se nae 
system, cards are easily identified and 
kept separate at the main office, where Big enough to service you. - - small enough to care. 
orders are filled. Copies of covering 
letters, sent with requested literature, 
are sent to field offices, where they are 
regarded as sales leads. 
Giveaways which might be termed 
goodwill builders are also distributed 
at A-S exhibits. These are carefully 
selected and are sales promotion items 
in the true sense of the term. For ex- 
ample, there was a money clip of 
plastic with company’s name and seal 
in gold, with magnets on each side to e 
ensure tight closure. When distributed, with a call to 
each clip had two imitation bills in it, 
roughly following the design of real 


money, but with advertising copy to 
replace usual folding-money wording. F X ~ 5 if S HARVEY G. STIEF, INC . 
Another item distributed recently was 


a giant (12%-inch-long) matchbook, Cleveland, Ohio GL. 1-4243 


containing enough matches to light 
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PROGRESSIVE 
SERVICE 


DECORATING 


EXPOSITIONS 
SALES MEETINGS 
TRADE SHOWS 
ROOM SHOWS 


BOOTHS, FURNITURE, SIGNS 
DRAPES, RENTALS, LABOR 


tARIBITD 


SELF-CONTAINED 
TRADE SHOW 
MODULAR 
ANIMATION 


DECORATING Ano EXPOSITION €O., ING. ossice once sew your couses 


3524 Third Ave., New York 56, N. Y. 


COLUMBUS CIRCLE NEW YORK 19, N. Y 


Facts 
about the 


COMMODORE 


NEW YORK’S BEST-LOCATED CONVENTION HOTEL 


LOCATION. Convenient, mid-town, heart-of-Manhattan location. Just 
minutes from business, shopping, entertainment centers . . . also 
from Coliseum and Madison Square Garden. Express subways, 
buses, taxis right at the door. 


TRANSPORTATION. Direct entrance from Grand Central Terminal. Air- 
line Terminals and Pennsylvania Station a few blocks away. 
Out-of-traffic special entrance for cars and taxis on Park Avenue 
Ramp, with Motorists’ Registration Desk. 


SERVICE. Experienced, smooth personal service by highly skilled staff, 
efficiency-trained for successful business functions. 


FACILITIES. 35 completely air-conditioned meeting rooms for groups of 
25 to 2500. All restaurants, lobbies, other public rooms, and 
most guest rooms and suites, air-conditioned. 


ACCOMMODATIONS. 2000 guest rooms and suites in attractive types 
and price ranges. All are outside rooms and suites. All with 
private bath and radio. Most are air-conditioned and have TV. 


Telephone MU 6-6000 
Teletype NY 1-2477 


42ND STREET AND LEXINGTON AVENUE 
New York 17, N. Y. * A Zeckendorf Hotel 
JOHN C. EGAN, Director of Sales 
LOUIS J. FIORA, Convention Manager 
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an entire carton of cigarettes, to adver- 
tise the firm’s new contour bathtub. 
Outside cover, in bright red, showed 
the tub with its unusual design fea- 
tures. Lifting the cover, one sees 
another view of the bathtub, seven 
blocks of copy—each describes a sales 
feature—and, on the lower margin be- 
neath the matches, “The New Bath- 
tub with a Long, Long Future (in 
your sales future)!” 

American-Standard is not afraid of 
showmanship nor of stopping traffic 
with its exhibits. One year it staged 
a puppet show to dramatize features 
of a heating unit and gave to each 
visitor a small puppet to advertise the 
product. “It shopped traffic,” recalls 
Robert W. Prinslow, Division’s adver- 
tising and sales promotion manager. 
“We considered it highly successful. 
But the next year the show manage- 
ment put a clause into its contract that 
banned puppet shows!” 

To promote Lurex (metallic yarn) 
and Zefran (acrylic alloy fiber), Tex- 
tile Fibers Department, Dow Chemical 
Co., exhibits at textile shows, Knitting 
Arts Exposition, before automotive 
stylists and other groups. Samples 
and literature are distributed, says An- 
drew Lazarus, product information 
manager. (Spools of yarn and swatches 
as samples; booklet—usually technical 
—and reprints of articles and adver- 
tisements as literature.) What is dis- 
tributed depends upon type of audi- 
ence. 

The Dobeckmun Co., another Dow 
Division, is highly selective with re- 
spect to giveaways. “We normally 
don’t design promotional literature for 
specific shows,” says James E. Foy, 
sales promotion, “but we often set a 
show date as a deadline for prepara- 
tion of such material. We prefer ma- 
terial that conveys all the information 
at a quick glance. But on the whole 
we rely on inquiry cards, which visi- 
tors use to request material.” 

Manhattan Rubber Division, Ray- 
bestos-Manhattan, Inc., Passaic, N. J., 
participates in a long list of trade and 
industrial shows. The company makes 
30,000 different products and sells to 
many industries. In some instances 
it exhibits jointly at shows with other 
divisions of Raybestos-Manhattan, 
when both serve the same industries. 

Chief products featured at shows, 
according to J. J. De Mario, Manhat- 
tan’s advertising and publicity man- 
ager, are rubber transmission and con- 
veyor belting, hose, paper-mill rolls, 
rubber-lined tanks, abrasive and dia- 
mond wheels; and consumer products 
—bowling balls and billard cushions. 

“We give out only objects related to 
the industry,” says De Mario. “These 
are usually product brochures and 
catalogs, reprints of advertisements; 
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and, at times, samples of new prod- 
ucts, like our Poly-V Kit or a density 
converter for paper mill use. At bowl- 
ing exhibits, we hand out “Learn-to- 
Bowl’ booklets and score cards. We 
also have on hand at some shows 
samples of conveyor belting or hose 
to use to demonstrate flexibility, weight 
and other features.” 

Because of the variety, types, sizes 
of its products, Manhattan has a 
“sampling problem.” Generally speak- 
ing, salesmen tend to show and 
demonstrate samples, such as three- 
foot long sections of conveyor belt and 


Everything > 
NEW 
in Detroit... 


hose—to show flexibility, troughing 
and construction. Obviously, it would 
be wasteful to give these away. 

A giveaway which Manhattan has 
used successfully at trade shows, to 
promote the Poly-V Drive, is in kit 
form with two toothed strips, each of 
a different size belting, interlocking 
into a molded part in the center to 
represent a pulley. The three parts 
dovetail neatly and tightly into a rec- 
tangle which fits into a plastic case, 
transparent on one side to reveal the 
contents. 

Among shows in which Manhattan 


wa 


specially for you and your meetings 


In the summer of ’60 Detroit’s new Cobo Hall will make its bow 
as an impressive showcase for companies such as yours. A year 
later the magnificent Convention Arena will begin hosting your 
festivities. New hotels and motels are already reflecting the luster 


of Detroit’s newness. 


But the newness of Detroit is more than skin deep now that we 
offer our newest service . . . a service that consists of newness itself. 
When your company goes on display it can perform in style by 
having all new booths and accessories. Our complete new inventory 
of draperies, carpeting and furnishings will give your display the 


setting it deserves. 
ALL NEW 

adjustable. 
ALL NEW 


Tubular steel booth frames—safe, sturdy and easily 


Luxurious draperies and carpets in the shades and 


textures that good taste demands. 


ALL NEW 
ALL NEW 


So, pull this page and drop it in your file labeled ‘‘con- 


Bright, comfortable molded glass fiber chairs. 


Tables, ash trays, lamps and other accessories. 


UCEe 
a Se 


ventions.’ Or better yet, drop us a note now and get the 
full story of our convention services and our tasteful, 


budget-hugging display work. 


1/s|elvlaly] 


& x EI q |B) 1 || company 


1014 Lynn, Detroit 11, Michigan 


Telephone TUlsa 3-0602 


Designers and Manufacturers of Displays, Animations, Training 
Devices, Exhibition Buildings and Sales Presentations 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


international 
Amphitheatre 


Chicago . . . the convention city . . . is the 


natural spot for your next meeting. The Inter- 
Club Dog Show national Amphitheatre has the facilities to 


nternational Dairy 


Shaw snd Rodeo accommodate meetings,. conventions and exhi- 


bitions of any size. 


®@ 585,000 Sq. Ft. Exhibit Space 

© Air Conditioned Arena Seats 13,500 

® New Public Address System 

® Parking for 7,500 Cars 

® Individual Halis 4,000 to 180,000 Sq. Fr. 
© 15 Minutes from the Loop 


Direct Your Inquiries To 
M. E. Thayer, General Manager 


c 
oad Builders’ Sho 
and other leadin 


Many Smaller Rooms 


} - Available... 
Ly Adjoining Nationally 
Famous Restaurants 
bs — J a SS 


reo the Amphitheatre .. . 


Steck Yara Inn 


A charming atmosphere housing some of my world's 
most famous for sales 
meetings, banquets and oak dinners for groups of 
25 to 800. It will pay you to write for literoture, 
plots and banquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


home of the 
internationally famous 


SIRLOIN ROOM 


where the steak is born’ 


© Private dining rooms and 
meeting rooms 

* Four Seasons and Harvest 
benquet rooms 

* Postillion Room for 
private meetings 

e Saddle and Sirloin 
Club facilities 


international Amphitheatre 
42nd to 44th Streets . Chicago 9%, 


»+.+ When you see 


THIS LOGO 


on shipping cases 
at trade shows... 
you can be sure the 
exhibitors are get- 
ting the most out of 
their show budgets. 


if you don’t know 
the Capex story 
about low cost dis- 
plays...we’ll be 
glad to tell it to you. 


CAPEX COMPANY, Inc. 
615 SOUTH BOULEVARD 


EVANSTON, ILLINOIS 


CORPORATION 


EXHIBIT SHOW DIVISION 


ONE STOP SERVICE 
COUNSELLING + DESIGN AND PLANNING 


CUSTOM FINISHING + ANIMATION INSTALLATION 


3443 SO. HILL ST. 
LOS ANGELES 7 
CALIFORNIA 
Richmond 9-1091 
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participates are: Coal and Metal Min- 
ing Design, Chemical and Plant 
Maintenance, also industrial conven- 
tions, such as Triple Mill Supply, 
Farm Equipment, Platers, Paper Mill, 
Agriculture, Foundry, Oil, Millers, 
Bowling and Billiard. 

Lily-Tulip Cup Corp. regularly 
schedules exhibits at 15 national 
shows, and on occasion, participates 
in others—sometimes on short notice— 
to achieve specific objectives. Shows 
are of two kinds, those attended by 
jobbers and those attended by end 
users—such as American Dietetic Assn. 
and other institutional groups. Ob- 
jectives of the two types are different. 
Jobbers usually know the line, but 
may want information on new prod- 
ucts. Those shows provide useful op- 
portunities for the company’s staff to 
exchange views with jobbers, to the 
benefit of both. At shows attended 
by end users there is more “selling,” 
including more distribution of samples 
and literature. 

“Though we do give away samples 
and literature to some extent,” says 
Lester Dittersdorf, convention and 
sample control manager, “we place our 
chief reliance on inquiry cards, 
through which visitors may request 
information, literature, samples—or ask 
that a salesman call. 

“As a rule we concentrate on one or 
two products at a show, though, of 
course, we are willing to talk about 
anything we sell. For example, at 
several recent shows we have offered 
one or two pieces of literature and a 
reprint of an advertisement of our 
China-Cote service cups, which we 
are now featuring. 

“Our registration—or inquiry—cards 
are carefully designed. They usually 
emphasize the particular product or 
products featured, though visitors may 
request other items as well. Asa rule 
when someone is seen filling out a 
card, a salesman in the booth will en- 
gage him in conversation and try to 
learn more about his potentialities as 
a prospect—and will later jot down 
his appraisal for reference when the 
card is processed. 

“Requests are taken care of from 
our main office, with a six-part lead 
form. This facilitates sending orders 
to the proper department, depending 
upon what is wanted—samples, litera- 
ture, specific information, etc. If a 
letter is written to the inquirer, one 
copy is sent to the interested sales 
office as a lead. The sixth part of the 
form eventually is used as a follow-up, 
if there has been no report from the 
salesman. 

Here are some capsule summaries 
and descriptions of giveaways dis- 
tributed at conventions and trade 
shows, which are said to have 
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achieved their objectives, winning at- 
tention, goodwill and, in some in- 
stances, traceable orders. 


Computers, charts, score cards: 
Printed time and space savers are 
hard to resist when offered to logical 
users at trade shows. Manhattan Rub- 
ber Co. has offered a variety of these, 
such as a slide-rule type density con- 
verter for paper mill people and a 
bowler’s “Individual Average Record” 
booklet. Palm, Fechteler & Co. (de- 
cals) gave away computers that were 
also decals—converted decimals to 
fractions and so on, and could be 
placed where recipient wished, be- 
cause of the adhesive backing. 


Gags, conversation pieces: Seen at 
Home Improvement Products Show: 
“The Work Break” proclamation, an- 
nouncing to “all employes” that be- 
cause of a “desire to remain in busi- 
ness” management wants each worker 
to set aside a “work break” period 
(for working), without infringing too 
much on coffee breaks, rest periods, 
story telling, window gazing, etc. 

A gag calendar, with 32 days indi- 
cated, among them five for negotiation, 
two Fridays each week (since cus- 
tomers always want their orders 
shipped by Friday), and no “firsts” 
of ts month on which bills would 
have to be paid. Both of these were 
distributed by Alumo Products Co. 

“Open Only in Case of Fire” on an 
envelope tempts one to open im- 
mediately, to be greeted by the gag 
message on a white card, “NOT NOW, 
STUPID—ONLY In Case of Fire.” On 
the back of the card there is a list of 
four Alumo distributors. This is in 
the class of “silly signs”~-“Think” and 
“Plan Ahead” (with the final “d” 
almost crowded out); they are good 
when new, but are quickly run into 
the ground through overuse. 


Carriers: Some exhibitors distribute 
shopping bags, portfolios, large enve- 
lopes or other carriers, into which visi- 
tors can put literature and other items 
they collect at shows. Usual custom 
is to have the donor’s name and booth 
number in large type, so that the car- 
rier is a “walking billboard.” 

There is no pat solution to the prob- 
lem of whether to give anything away 
at shows, nor what to give and to 
whom—and how. Era of indiscrimi- 
nate giving is passing and enlight- 
ened management thinking is in favor 
of having visitors use request cards— 
plus, in some instances, selective dis- 
tribution of samples, literature, sou- 
venirs. Whatever is distributed should 
be tied in with the exhibitor’s product 
or service, and offered only to real 
prospects and customers. # 


Mice 
IN THE 
TRADE SHOW 
INDUSTRY 


And these big events 
will be better with 
Manncraft on the job 


e Tel-a-Booth 
Any quantity or size 

e@ Modern, Streamline 
Furniture 

@ Labor... Skilled 
and Unskilled 

e Interior and 
Hall decorations 

e Custom Built 
Exhibits 

e Show Cards. Signs 
Spectaculars 


SERVICE 
ANYWHERE 
IN THE 
COUNTRY 


For conventions, shows, 
exhibits, Manncraft is 
complete "service package" 
for show management 

assures a rousing success! 
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OFFICE BLOCK is perched on single vertical column for United Steel Companies exhibit, Chemical and Petroleum 


Exhibition, London. Exhibit design: V. Rotter, F.S.1.A. 


Construction: 


City Display Organisation, 


London. 


Future for Exhibit Design 


Daring and original exhibit design follows sophistication of 


audience. 


departures in exhibit design. 


Europeans appreciate art more, hence tend toward 


American tastes grow better 


and so will exhibits. Important that we improve techniques. 


IN THIS AGE of closer international 
relations, the skill with which we 
speak through exhibits 
parts of the world is important busi- 
ness-wise and for diplomacy. 
Although we Americans have rea- 
son to believe that we have more to 
show than any other nation, we must 


to other 
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By BELMONT CORN, JR. 
President, The Displayers, Inc. 


always remember that only as we 
learn from other countries and apply 
this new knowledge can we reach the 
highest level of world-wide success 
for our commercial and educational 
exhibits. In turn, this should lead to 
gains, no matter how small, in culture 
and politics, as well as commerce. 


This is not a call for frantic imita- 
tion of foreign exhibits; it is an ob- 
jective desire to study and learn. Just 
like us, designers of other countries 
are experimenters, whose new con- 
cepts are sometimes not worth accept- 
ing into our “point of view’, no mat- 
ter how fine they may seem. Even the 
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most successful foreign designs may 
be so only in their own domestic situa- 
tions. They could be incompatible 
with local customs and colloquialisms 
somewhere else. 

European techniques, however, 
with their greater sophistication of 
three-dimensional graphic and archi- 
tectural design are going to play an 
important role in America’s future 
achievements in display. Efficient use 
of many of their techniques will help 
us reach new heights of beauty and 
effectiveness with fewer experimental 
failures. 


On-the-spot study at expositions, 
trade fairs, city shopping areas of 
European countries is, perhaps, the 
best way to judge with accuracy, 
which foreign techniques are worth 


learning and applying. 


There are clear differences between 
American and European approaches 
to exhibits. For example, where 
American exhibit designers customar- 
ily think ‘in terms of an eight-foot 
height limit, it is not unusual for the 
European to have displays 20 feet 
high or more and to make use of the 
full cubic area assigned to an exhiibt. 

On the face of it, this seems a fine 
idea. You can certainly show a lot 
more by using the whole cube. Con- 
forming to restrictive rules of the av- 
erage American trade show, most 
exhibitors use about half of the cube. 

Full use of the cube’s area or its 
unlimited height do not, in them- 
selves, assure successful exhibiting. 
Those of us who attended the British 
Industrial Section at the Brussels 
World’s Fair, found there was a 
characteristic reaction — confusion 
among the spectators — because the 
total effect was one of overcrowding. 
It prohibited full digestion of each ex- 
hibitor’s presentation. 

On the other hand, interior of the 
British Government Pavilion made 
great use of varying heights with con- 
trolled illumination. In a carefully 
integrated scheme, developed at the 
pre-planning stage, here was an ex- 
ample of mature exhibit design in 
action. It became clear here that full 
use of the cube may be most de- 
sirable, but only when each segment 
is properly related to the whole. In 
the American rotunda at Atomic 
Energy Conference, Geneva, August, 
1958, space upward was used to a 
height of 30 feet, but in a simple 
design of cruciform shapes to repre- 
sent a group of reactor control rods. 
Psychological impact of the rotunda 
was certainly reinforced in this way, 
and all the more so because the design 
was kept basic, direct and orderly. 

Brussels World Fair provided an 
example of the need for more pre- 
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MATURE EXHIBIT DESIGN is in evidence in Hall of Discovery of British 
Government Pavilion, Brussels. Controlled lighting blended variety of elements. 


AT NIGHT, British Pavilion is more handsome than in daylight. European 
designers have learned to use light and color in place of solid construction. 


planning and integration to direct a 
flow of traffic through the elements of 
a fundamentally simple message. It 
was a basic weakness of the U. S. 
exhibit that there was no integration 
of the architectural concept with in- 
terior displays. There was little effort 
to develop an orderly pattern of view- 
ing. Viewers tended to become be- 
wildered, and to get lost in over- 
crowded areas, poorly illuminated and 
poorly labeled. By contrast, such a 
simple display as that of Austria—con- 
centrating on a fine folk culture within 
an Austrian ‘Bauhaus’ structure—was 
bought by the viewing public without 


reservations. Here, was one of the 
finest representations of the theme of 
this great world’s fair. 

Czechoslovakia used its hydro- 
electric power supply as its guiding 
device. Overhead, as the visitor en- 
tered the pavillion, pulsated neon 
lights, created an illusion of flowing 
water that progressively “pulled” the 
visitor along from exhibit to exhibit. 

A vital concern to the exhibitor is 
whether an exhibit is to be designed 
for a single, specific exposition—the 
European way—or to be considered as 
one stop on an itinerant schedule of 
expositions. 
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The successful trade fair usually 
has a long tradition in most European 
countries. Some have heritages that 
go back for centuries. Exhibitors re- 
turn to the same space year after 
year, and concentrate their major 
selling effort in the annual fair. Thus, 
it is perfectly natural for European 
exhibitors to build semi-permanent 
offices, complete with bars to properly 
greet their customers. It is easy to see 
why European exhibitors spend much 
more of their advertising pound, lira, 
mark, or franc on exhibits than their 
American counterparts. 

Americans, just as understandably, 
like to keep their exhibits flexible and 
movable, to get the greatest use out of 
them as cultivators of sales prospects 
and goodwill, not in one place but in 
several. 

However, when you participate in 
a foreign fair, the accepted local at- 
titude—direct selling and order writ- 
ing—must replace your customary 
American attitude that exhibits are 
primarily for contact and sales pro- 
motion. 


Firms, such as ours, maintain of- 
fices and manufacturing facilities in 
many of countries of Europe and 
South America, just to be able to offer 
the American exhibitor at foreign fairs 
the best possible exhibit to reach the 
foreign mind successfully. Such facili- 
ties often provide the advantage of 
considerably lower labor and ma- 
terial costs abroad, so that exhibitors 
can afford to go into foreign fairs on 
an equal cost level with foreign com- 
petitors. In addition, they enable 
American exhibitors, while entering 
more foreign trade fairs, to give in- 
creased attention to novel and striking 
design and superior lighting effects. 


What Europeans have learned 
about light much more thoroughly 
than we, is that it is not only illumina- 
tion, but color—and that of a richness 
that paints and dyes can only emulate 
but never equal. Stemming from the 

ractice of European theaters, which 
for 40 years have been forced by lack 
of funds to substitute lighting for solid 
scenery, European display artists have 
made a virtue of their former neces- 
sity. They have found ways to impart 
motion to a stationary object with 
clever use of light. They are able to 
impart a glow of enchantment to their 
subject with radiant colors mixing, 
blending, contrasting within the view- 
ing area. They have discovered how 
to take advantage of absorbing or re- 
flecting surfaces, and how to bring out 
the full beauty of color and texture of 
the newest display materials. 


An example of this use of color is 
the illumination of the Arche de Tri- 
omphe at night during holidays when 
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the play of red, white and blue lights 
provide a magnificent spectacle of 
vivid color. Another experience in the 
graphic use of colored light occurred 
at the Brussels Fair where many ex- 
hibits were considerably more effec- 
tive at night than in the daytime be- 
cause of colored lighting. 


> Remember, of course, that color 
plays a far more important role in the 
life of the average European than in 
that of his American counterpart. The 
European spends more time at home. 
He has far fewer outside activities 
within his grasp. By nature then, he 
is more attentive to domestic decora- 
tion, more a lover of flowers, more the 
sort of man who will buy a good 
painting for his living room wall 
rather than a new washing machine, 
which is priced out of his reach any- 
way. His background and way of life 
make him far more sensitive to color 
and design. 

He understands graphic arts, which 
in Europe are an international lan- 
guage surmounting barriers of differ- 
ing tongues and cultures. He is more 
receptive to new concepts of color, 
motion and form, and in fact, will de- 
mand them of whatever is to hold his 
interest. With such an audience, it is 
understandable that the European de- 
signer is more daring and advanced 
than the American. But today, we are 
rapidly developing a similar audience 
with the same challenge and the same 
opportunity. 

Leading European exhibit designers 
—Alberto Carboni of Milan and the 
British architectural designers James 
Gardner and Willy Rotter—have used 
daring architectural innovations of 
others. They have followed the direc- 
tions indicated by Walter Gropius, 
dean of the “Bauhaus” school of archi- 
tecture; Mies Van der Rohe, great 
proponent of contemporary “skin” 
style of architecture; Le Corbusier, 
leading exponent of free design in 
architecture (attempts to relate form 
more directly with subject matter); 
Mondrian, outstanding abstract artist; 
and Calder, American whose name is 
synonomous with “mobile”. 

As European designers have sought 
to use innovations of others, so today 
American designers have even more 
opportunity to do the same, because 
they are speaking to a better in- 
formed audience. 

“Exhibition design in Europe fol- 
lows the pattern of architectural con- 
ception which is nowadays interna- 
tional,” is the opinion of Willy Rotter, 
in a letter to the author which points 
out that there is no longer any reason 
why the new trends should be con- 
fined to Europe. 
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As to what the trends are, Rotter, 
who speaks with the voice of author- 
ity, points to the following: 


e “In Pavilion design, .the principle 
of separating the screening shell 
from structural elements has been 
abandoned” in favor of thin, self- 
supporting shells. 


There is a reaction against func- 
tional design, favoring “strong tex- 
tures or grille work employing 
enamelled tiles or heavy, textured 
metal elements, to form back- 
grounds or screens.” 


“Far-East architecture, mainly 
Japanese, has a strong but probably 
quickly passing influence . . .” 


“Public participation devices are 
. being largely superseded by 


animation in all forms.” 


“, . . The black and white photo- 
graphic enlargement . . . has been 
superseded by color transparencies 
and it can be predicted that these 
will gain further popularity.” 


Most of these trends have been in- 
troduced to American exhibitors by 
the best exhibit builders, and spear- 
headed by such American industrial 
design talents as Lester Beal, Becker 
and Becker, Will Burtin and Walter 
Dorwin Teague among others. We 
can hope for a new era of doubled 
and redoubled impact of our exhibi- 
tion displays when the exhibitor ob- 
jectively reviews his exhibit’s goals 
and replaces threadbare philosophies 
with new and dynamic concepts . . . 
when he allows expert designers and 
exhibit builders to have a freer hand 
than in the past, in order to destroy 
the “sameness” in exhibit design that 
presently almost engulfs us on the 
American scene. 

Level of public taste in America 
has already raised itself distinctly 
and appreciably. Our newspaper and 
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magazine advertising design proves 
this. We have every reason to expect 
our native public to be increasingly 
more receptive, like Europeans, to the 
best in exhibit and display design 
through a continuing interchange of 
learning. 

In foreign markets, which are in- 
creasingly important to American ex- 
hibitors, advanced design is obliga- 
tory for success. These markets, in 
many fields, account for a major por- 
tion of American sales. Foreign rela- 
tions, too, have become increasingly 
the key to our domestic prosperity, 
and even to our prospects of survival. 


"Tho Vow 8 
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Forgive our immodesty, but this is no idle boast. In our first year 
of operation, sixty progressive and forward-looking trade shows 
and conventions, used our excellent facilities. Because of the 
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process of planning substantial expansion. If you too, are inter- 


ested in greater acceptance and enthusiastic reception for your 
show, call or write us. There’s no obligation! 
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stantly learning and practicing every 
nuance of the international language 
of the eye. 

Predictable future of American ex- 
hibits and displays indicates effective- 
ness far beyond anything we have yet 
known. Ultimate results will be to 
help spread to the far corners of the 
earth mutual understanding, appre- 
ciation and receptiveness to American 
ways and American products. ° 
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windows — complete circulation— 
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SHOW held by Charles A. Templeton, Inc., Waterbury, Conn., brings interested 
prospects. Here, some listen to district sales manager for Bassick Company. 
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Balm for Profit Pinch 


Shows staged by industrial distributors help to fight dwindling 


profits. Offer six big advantages. Provide mass selling to match 
economy’s mass production. Good promotion results in big at- 


tendance. Manufacturers go along with show plans—and profit. 


By LOUIS H. BRENDEL 
Merchandising Manager, James Thomas Chirurg Co. 


ANYTHING THAT CAN EXPAND 
the net profit figure for industrial dis- 
tributors is bound to be popular. 

Records for 1957 — figures for 1958 
are not yet available — show that the 
industrial distributor’s average gross 
margin of profit was 22.92 and aver- 
age total operating expenses was 
19.78. After paying taxes on an aver- 
age net operating profit of 3.16, aver- 
age net profit after taxes was only 
1.59. 

Faced with this serious problem of 
steadily mounting selling costs and 
resultant dwindling net profits, dis- 
tributors seem to have found in the 
show or clinic a partial solution. 

Although this form of “mass sell- 
ing” is by no means new, the open 
house or show has shown a marked 
increase in the frequency. It is being 
held by distributors who are con- 
stantly seeking an economic means of 
keeping abreast of their manufac- 
turers’ advances in mass production. 
Those sales executives interested in 
lowering their distribution costs may 
find the closer investigation of this 
current successful wave of “groupsell” 
through distributor shows  worth- 
while. 


1. Assemble groups of prospects. 
Fundamental appeal of the distribu- 
tor show is that it goes directly to the 
root of the problem. It slashes the 
cost of each individual sales call. It 
does this by drawing together in one 
convenient location large numbers of 
important customers and prospects. 

How successful distributors can be 
to accomplish this is apparent from 
the 4,250 key industrial management, 
operating and purchasing people who 
attended three shows held by Moore- 
Handley at Mobile, Birmingham and 
Nashville. Or the 1,845 who came 
to see and hear the 31 exhibitors who 
compromised the show put on by 
Charles A. Templeton, Inc., in Water- 
bury. Conn. 

With spread of distributor shows 
there appears to be a swing toward 
specialization. An indication of this 
is the two-day All-Abrasive Show held 
by Campbell Industrial Supply Co. in 
Seattle. 

Probably the single appeal that in- 
fluences most prospects to attend these 
shows is that of saving time. They 
see in such a clinic the same “one- 
stop-shopping” convenience that their 
wives like in supermarkets. These 
busy production and maintenance 
men of industry find the offer to get 
the latest information on products of 
between 25 and 100 manufacturers-— 
all on one visit—almost irresistible. A 
high percentage attends—many of suf- 
ficient importance that they cannot be 
regularly seen by the distributors’ 
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salesmen. For example: One New 
England distributor had 82% of the 
men invited visit his show. 

— distributors do not leave 
to chance their getting a good turn- 
out for manufacturers who participate 
in their shows. Prospects are invited 
by printed invitation, ads in news- 
papers (one New York State distribu- 
tor used over four dozen newspapers), 
radio spots and telephone. In addi- 
tion, prospects are encouraged to at- 
tend by promises of door prizes rang- 
ing from portable radios to free vaca- 
tion trips to the West Indies. On top 
of this, it is not unusual for refresh- 
ments to be served and flowers to be 
provided for ladies. Result is that 
manufacturers can be sure that an 
abundance of good prospects will be 
delivered to these shows. 


2. Assemble manufacturers’ top 
talent: Sales execs of manufacturers 
find these convoys of several hundred 
prospects as appetizing as a war-time 
submarine commander. They’ve found 
no other way that they can talk to 
so many prospective buyers all in one 
building in such a short time. As a 
bonus, the sales manager gets a good 
opportunity to determine what kind 
of a job his own salesmen are doing 
as well as those of his distributor. 
With this info he is in a better posi- 
tion to take corrective steps if they 
seem necessary. And in those cases 
where the sales manager himself can’t 
be present, he can be counted on to 
send top talent to take his place. 

Here's what Moore-Handley had to 
say about its three-city show, men- 
tioned earlier in this article: 

“Never before have 200 manufac- 
turers’ executives and engineers given 
up three weeks to man booths for one 
distributor. 

“Never before has one distributor 
moved a complete show of 100 booths 
and 12 truck-loads of equipment (Mo- 
bile to Birmingham) 300 miles in two 
days and a week later moved 200 
miles (Birmingham to Nashville) in 
two more days.” 

By having such a profusion of top 
talent, the distributor is assured of 
impressive presentations of products 
all this top brass is interested in. In 
no other way could he assemble such 
a multi-ring sales circus in his com- 
munity. 


3. Assemble demonstration equip- 
ment: When distributors’ shows have 
proven their ability to flush covies of 
prospects large enough to draw their 
manufacturers’ top executive talent, it 
is not surprising that there is almost 
no limit to the size and quantity of 
demonstrating equipment (plus skilled 
demonstrators) that come for the ask- 
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ing. It is not difficult for a manufac- 
turer to justify this unusual expense 
when he hungrily contemplates “sit- 
ting duck targets” of several hundred 
delivered prospects. As you would 
expect, he embraces this opportunity 
for mass demonstration by assigning 
his most able demonstrating person- 
nel. This probably is about as close 
to the mass product demonstration of 
TV as most industrial manufacturers 
will ever get. 

Certainly, it is the lowest cost per 
demonstration technique yet devised. 
Possibly not quite as personal as the 
traveling truck or bus loaded with 
demonstration equipment but many 
times as efficient. Mass demonstrations 
provide mass conviction that insures 
mass orders. 


4. Provide mass education: Many 
distributors feel that these clinics af- 
ford a better and more practical 
means of mass education of their own 
personnel than either sales meetings 
or factory schools. This is not sur- 
prising for the talent — both sales and 
engineering — furnished by manufac- 
turers to man the show is invariably 
better than that allotted to either dis- 
tributor meetings or factory schools. 
What’s more, product demonstrations 
and sales pitches are repeated over 
and over until distributors’ personnel 
soaks them up even if they do not 

articularly apply themselves. Simi- 
4 territorial field salesmen of man- 
ufacturers also get a concentrated 
dose of sales training from headquar- 
ters’ executives and practice applying 
it right under the bosses’ eyes. 1 

We know of two manufacturers 
salesmen who utilized this opportu- 
nity to develop some “sentences that 
sell.” By having several hundred 
prospects pass their booth every day, 
they were able to try many different 
sentences until they discovered the 
sentence, which when addressed to 
passing prospects, brought the largest 
number in. It would be almost im- 
possible to duplicate this feat on plant 
to plant calls due to the few calls 
that can be made in a day. Yet, this 
winning sentence was found to be 
equally effective in gaining a pros- 
pect’s immediate attention when used 
on regular cold-turkey plant calls. 


5. Impress prospects with all lines: 
Every distributor is constantly con- 
fronted with the difficult job of telling 
his customers and prospects that he 
represents from 20 to 100 manufac- 
turers. True, he may print his own 
catalog, or if not, then he employs 
various means to distribute product 
literature furnished by his manufac- 
turers. Whatever combination he may 
choose to follow, there is bound to 
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pond), hiking, tennis, softball, trap 
shooting, handball, horseshoe 
pitching, badminton and hosts of 
other sport activities. 
Write Box $5 for Free Color Folder 


JUG END 


& re “R N 


vennnee oteat Barrington, Mass. oss 


P“TTTITITITICOTLI Liisi ih 


CORPORATION 
EXHIBIT SHOW DIVISION 


ONE STOP SERVICE 3443 SO. HILL ST. 
COUNSELLING » DESIGN AND PLANNING CALIFORNIA 
CUSTOM FINISHING + ANIMATION +INSTALLATIONG "'“'"°** °°" 


MAY 15, 1959 


YOUR 

MOST 
SUCCESSFUL 
MEETINGS 
AND EXHIBITS 


“...The RIVIERA Hotel...and your 
Convention and Exhibit facilities were 
ideal for our needs 


... The RIVIERA’s wonderful hospi- 
tality...the care and planning.. 
executing successfully myriads of 
details... 


...@xcellent acoustics... 


.-. CONTROLLED FLOW OF DELEGATES 
PASSED EACH BOOTH...’ 


Guild of 
Prescription Opticians 
of America, Inc 


COMPLETE FACILITIES 
FOR... EXHIBITS 
TRADE SHOWS 


SALES MEETINGS 


CONVENTIONS 


| be a large area of ignorance. It is 
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indeed a good salesman who can suc- 
cessfully implant on his customers’ 
minds the scores of lines his concern 
carries. Rare also is the customer who 
is sufficiently interested to carefully 
study a distributor’s composite catalog 
or zealously preserve a sheaf of as- 
sorted product bulletins and brochures. 
Almost universal result is that seldom 
does a customer or prospect get be- 
yond the point of saying, “Oh, do you 
handle those?” 

Distributor shows are by no means 
a cure-all but they do accomplish a 
great deal by visually tying up a 
group of products with a specific dis- 
tributor and his personnel. 


6. Increases prestige in commu- 
nity: Because many of the displays, 
demonstrations and motion pictures 
shown at these shows are educational, 
the distributor’s prestige in his entire 
community — particularly the indus- 
trial section — is appreciably enhanced. 


Thoughtful distributors frequently in- 
crease their results in this direction 
by holding a special preview of their 
show to which are invited the press, 
radio and TV announcers and com- 
mentators, municipal, civic and edu- 
cational leaders, families of employes 
and others whose opinions are valued. 
Senior students of technical schools 
as well as engineering societies and 
similar groups are also invited by dis- 
tributors who are interested in build- 
ing for the future. 

From an employe relations stand- 
point, this increase in community 
prestige is reflected in greater “pride 
of company” on the part of present 
employes and greater eagerness to 
join the organization by non-employes. 

James Thomas Chirurg Company, 
New York and Boston advertising 
agency, thinks so highly of the -- 
tentialities of participating in distribu- 
tors shows that it includes such rec- 
ommendations in its clients’ advertis- 
ing and merchandising plans. 


Look Who’s Exhibiting Now! 


EVER HEAR of a singer who has 
an exhibit booth at a fair? No won- 
der. It hasn’t been done before. 
But Betty Johnson, recording artist 
for Atlantic Recording Corp., will 
try it this year. 

She has contracted for booths at 
nine fairs from Colorado to Vir- 
ginia, from Aug. 9 to Oct. 5. Object 
is to sell records. 

Miss Johnson will give away 
autographed pictures of herself to 
draw crowds to her booth. She will 
sell single records plus her two 


LP’s, “Betty Johnson,” and “The 


Song You Heard When You Fell In 
Love.” 
Miss Johnson recently returned 


from a tour of Europe. She is a 
“regular” on the Jack Paar show 
and made her last appearance 
or there on April 13. She appeared 
as, April 26 on the Roy Rogers Chevy show and will appear May 30 on the 
Ra Perry Como show. 
If the exhibit idea works, chances are that other entertainers will get 
into the act. Even if she doesn’t break even sales-wise, she probably will 
get enough publicity to make it worth her while. 


Betty Johnson 


GOFFSTEIN: 
int, General Manager 
(MO ELLSWORTH: 
ctor of Sales 
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Fly American 


the Jet Airline 


Coast-to-Coast 


’ | 
Hid 
3 JET FLAGSHIPS DAILY 
BETWEEN NEW YORK AND LOS ANGELES 


also daily service between New York, Chicago and San Francisco 


: : Whenever you fly, rely on 
@ Now American. offers you the most complete transcontinental 


we AMERICAN 
@ American’s 707 Jet Flagships fly you vibration-free and quiet in 


the smooth, radar-guided skyways far above most weather. 


@ On every jet flight, you'll have your choice of deluxe Mercury or AIRLINES 
economical Royal Coachman accommodations, 
THE JET AIRLINE 


For reservations, see your Travel Agent or call your nearest American Airlines ticket office 


MAY 15, 1959 65 


THIS IS HOW United States Plywood Corp. shows beauty of 
wood species and vinyl coverings in its booth at Design Center. 


THIS IS miniature setting, scaled 114 inches to a foot, to show 
adaptability of pieces by Aluminum Furniture by Sanfort, Inc. 


What Goes into Unmanned Exhibits? 


Design Center for Interiors has discovered six elements that 


are necessary for any exhibit. Latest trend is away from in- 


stitutional exhibits. Emphasis is now on educating consumer. 


EXHIBITS in New York City’s De- 
sign Cente for Interiors represent a 
healthy departure from some common 
faults in trade show displays, accord- 
ing to Norman Ginsberg, DCI presi- 
dent. His analysis of the Center’s 
presentation methods discloses a half 
basic elements that deserve 
when you plan any 


dozen 
consideration 
exhibit: 


1. Attention getting must be an 
integral function of the whole dis- 
play. Your tacking on an unrelated 
gimmick distracts viewers from the 
product and leaves them with a con- 
fused impression. 


2. A wordless story works better 
than signs. Even two sentences seem 
to be too long or too small for passing 
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visitors to read. Large signs steal 
space that is better devoted to dra- 
matic and graphic presentations, in- 
stantly comprehensible from the aisle. 


3. Progressive stages in a display 
can build interest in logical sequence. 
Then when the viewer's attention has 
gradually been brought to the ex- 
hibit’s focal point, he has, to a large 
extent, been presold. 


4. Changes of pace within a large 
display keep audience interest high 
until entiien has been seen. But 
variety in display material should be 
suited to an exhibit’s size to avoid 
giving an impression of overcrowding. 


5. Standing room should be planned 
as carefully as the placing of inani- 


mate objects. Comfort and conven- 
ience make for receptivity whereas 
after-thought additions can make a 
visitor feel like a bull in a china shop. 


6. Primary focus when you arrange 
an exhibit should be on impulse ap- 
peal in the display’s over-all effect. 
Instead of letting arbitrary product 
and promotional elements dictate a 
display’s appearance, DCI exhibitors 
consider every ingredient in planning 
the effect for which they are striving. 

“Design Center’s display approach 
gets the proverbial horse and cart in 
the right relationship,” observes Am- 
old Morris, DCI sales director. “Too 
many sales and advertising depart- 
ments dump an arbitrary number of 
unwieldy display elements into the 
lap of the promotion manager or 
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booth committee. Somehow they ex- 
pect an arresting or at least a pleasing 
arrangement to emerge within the 
assigned footage. 

“By contrast, our exhibitors — there 
are 219 of them — subordinate every- 
thing to the desired effect. At Design 
Center, aluminum chairs and tables, 
a canopied bed, concrete structural 
castings, bulky antiques, fabrics and 
wall coverings are all treated in an 
ingenious and mobile fashion. 

‘Although the Center’s floor and 
ceilings are laid out in three-foot 
modules for convenient eye measure- 
ment, there is no arbitrary restriction 
on display areas. One booth—less than 
two feet by six feet—best suits the oc- 
cupant’s purpose (to emphasize the 
jewel-like qualities of a Helen Snyder 
lamp base and table top). This com- 
plete flexibility eliminates any excuse 
for an exhibit’s ingredients being in- 
adequate, uninteresting, vague, or 
otherwise unsuitable for presentation 
to the center’s 15,000 weekly visi- 
tors.” : 

In a three-foot deep space with 17 
feet of aisle frontage, Aluminum Fur- 
niture by Sandfort, Inc., displays 


more than 100 pieces of aluminum 
furniture in high-fashion settings. 
How? Company presents its products 
on a scale of 1% inches to the foot. 
An audience-attracting feature was 
evolved from the view holes for “side- 
walk superintendents” that many con- 


DIVIDER uses 
samples in Genera! Tire booth. 
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diamond-shaped REVOLVING “DOOR” shows glass 
samples of Dearborn Glass Co. 


struction companies cut out in excava- 
tion fences. Far from being a gim- 
mick, this approach is fundamental 
to the whole Sandfort show. 

A black wall, bearing white prod- 
uct messages, separates the miniature 
furniture settings from the aisle. At 
eye-level are five glass windows, each 
two-feet wide and a foot high. These 
look in upon five rooms of the same 
dimensions, ranging up to a couple 
of feet in depth. Arches, French 
doors, windows and other openings 
in the wall of these tiny rooms permit 
generous glimpses of 10 connecting 
rooms or outdoor living facilities not 
provided with their own “sidewalk” 
windows. 

Most of these adjacent areas are 
behind or alongside the five main 
rooms. But in one instance the space 
below eye level is used. The “side- 
walk” window looks into a classic 
upstairs hallway with aluminum-fur- 
nished rooms opening off it. A sweep- 
ing staircase descends to the hall 
below. By looking down the stair- 
well, the viewer can see into ground 
floor rooms as well. 

Except for brief explanations posted 
on the aisle wall, this wordless story 
speaks volumes about Aluminum 
Furniture by Sandfort. For example, 
its durability is illustrated by the fur- 
niture’s use in one miniature home’s 
rose garden. Another furniture setting 
is within reach of salt spray on the 


sunny wharf of a seaside cottage. 

Miniaturization is used in an even 
more “plastic” way by another De- 
sign Center furniture exhibitor, H. 
Sacks & Sons, Brookline, Mass. Firm's 
eight-by-three-foot corner booth de- 
picts a comfortable nook for study 
and writing, redolent with an atmos- 
phere of panelling and massive carv- 
ing. On shelves of a handsome book- 
case, lighted shadow boxes are in- 
serted among the books. These focus 
attention on models of many other 
beautifully carved pieces in the Sacks 
furniture line. Scale: two inches to 
a foot. 

Another instance where the effort 
to attract attention helps to tell the 
product story instead of being merely 
a gimmick, is in the Center’s R. Wil- 
lace & Sons, Tuttle Silver Division, 
display. On brilliantly lighted, clear 
glass shelves, are arrayed Tuttle flat- 
ware and holloware of all sizes. Temp- 
tation to pick up a salt shaker or other 
piece and examine it more closely is 
almost irresistible. But upon making 
the attempt, the visitor soon realizes 
that glue and fine wire permit him 
to touch any of the pieces but not to 
take them. 

Jack Lenor Larson encourages the 
traditional thumb-and-finger examina- 
tion of its decorator fabrics by stretch- 
ing double folds of fabrics and laces 
from floor to ceiling. Contrasting ma- 
terials, resembling six-inch-wide col- 


SWING PANELS, six feet tall, of Textolite in General 
Electric’s booth is still another way to show samples. 
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umns, are set a couple of inches apart. 
They surround a brightly lighted, 
tropical plant. Arrangement stimulates 
visitors to think of draperies as already 
made up and hanging on a window 
or archway. 

On special occasions, coinciding 
with seasonal changes, decorators con- 
ventions or rearrangement of a dis- 
play, Design Center's exhibitors often 
conduct breakfasts or cocktail parties. 
They invite trade groups or editors. 
At such times booths are often 
manned. But generally, they are en- 
trusted to the Center’s guards and the 
staff or the DCI library and research 
center. Guards have taken it on them- 
selves to supply simple additional 
services such as constantly reopening 
doors of the Steelman stereophonic 
hi-fi phono-radio console which ad- 
mirers always respectfully close. 

When a booth is not manned, it 
must be able to tell a story all by 
itself, continuously. New York Tele- 
phone Company's booth at Design 
Center meets this problem head on 
with a full array of colored telephones 
set to play recorded messages. When 
visitors accept a sign’s invitation to 
lift a receiver they hear about the 
convenience and beauty of extension 
phones, “in color of course.” Push- 
button and loudspeaker models de- 
scribe their own particular virtues. 
An executive model on which there 
is no need to lift the receiver affords 
an outside line for visitors to try it 
themselves. ; 

New York Telephone Company, 
Remington Rand Division of Sperry 
Rand Corp., and many other firms in 
the Center tie in with fellow exhibi- 
tors to provide equipment for func- 
tional roles and props in other dis- 
plays 

With pixie-like disregard for real- 
ism, fireplace is stacked upon fireplace 
by Edwin Jackson Co., creator of 
high-fashion pictorial tile work and 
matching fireplace accessories. Car- 
pets, too, are brought to eye level 
by Gullistan’s use of stepped circular 
tables, carpeted over and highlighted 
by door stoppers and other art ob- 
jects that one might expect to find on 
the floor. Try-it-yourself, action in- 
stallations at Design Center range 
from the elaborate telephone com- 
pany installation to the seemingly 
empty six-by-three-foot booth of Tim- 
bertone Wall Coverings, Inc. A sign 
invites guests to step inside to feel 
the deeply textured papers with which 
the walls and ceiling are covered. 

Hard-to-manage decorative castings 
and slabs of art concrete, stone and 
tile are mounted on free-rolling, pull- 
out panels in two racks of Murals, 
Inc., products. Unlike most installa- 
tions of this kind, individual panels 
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are spaced a foot apart so that pros- | 
pects can hunt for the items they 
want to examine closely without pull- 
ing out every panel. 

In front of a garden mural, Glass- | 
Wich Division, Dearborn Glass Co., 
has set up a revolving door composed | 
of samples of its decorator glass, | 
screened in black, gold and other col- | 
ors. When a visitor revolves this novel | 
sample rack, lights flash off and on | 


to emphasize particular designs and | © 


a glass panel bears a simple product | 
message. 

Other variations on the conven- | 
tional sample rack include General | 
Electric Company’s six-foot-high | 


"BATON ROUGE 


200 rooms of quiet luxury at 
Louisiana's largest, finest motor inn 


swinging panels of Textolite. Anyone | 7 


considering new kitchen or bathroom | 
walls can readily flip the “pages” and | 
step right inside the immense “sample 
book” to visualize what it would be 
like to live with a particular pattern. 

General Tire and Rubber Com- 
pany’s booth boasts a room divider of 
diamond-shaped samples of its Bolta- 
Wall, Bolta-Floor and Bolta-Top ma- 
terials. “Strung” on vertical pipes, 
these samples may be turned to suit 
the viewers’ convenience. A neat stack 
of the firm’s bright yellow, black and 
red shipping cases boosts product 
recognition and shows visitors what 
to look for in hardware stores or 
builders’ outlets. 

Flexwood Division, U.S. Plywood 
Co., demonstrates its vast range of 
available colors with numerous flip- 
racks of samples in playing-card size. 
Floor-covering samples of Amtico Di- 
vision, American Biltrite Rubber Co., 
are affixed to six-foot-high, three-sided 
boxes revolving on eoe-to-enliat 
pipes. 
After six months of operation, De- 
sign Center executives have noticed 
an important shift in policy by a 
number of exhibitors. Originally, | 
their displays were of an institutional 
nature and for prestige reasons the 
corporate name was highlighted more 
than products. But one by one, these 
firms have changed over to an educa- 
tional emphasis centering on their 
product lines. 


Veteran pace-setters in creation of 


educational displays and educational | . 


literature have been flooring firms of | 
Congoleum-Nairn and Stylon; Bur- | 
lington Mills; Nevamar Carefree Kitch- | 
ens and Carole Stupell Exclusives. | 
Latter’s display of true-to-life Duma | 
Fiori blooms of polyethylene affords | 
object lessons in the creation of both | 
small and large flower arrangements. | 

Visitors are constantly reminded 


THE 


Bellemont 


MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
' meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. All rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


HOTEL 


Lincoln 


Lincoin 
2 ballrooms and 12 air-conditioned 
function rooms serve from 10 to 
500, with full banquet facilities. 
PHONE: 2-6601 


9 attractive air-conditioned func- 

tion rooms with banquet facili- 

ties for 10 to 400. Free parking. 
PHONE: ATiantic 9354 


HOTEL 


Lincoln 


Scottsbluff 
Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 
PHONE: 91 


of the impressive executive office dis- | CLOSED-CIRCUIT TV FACILITIES: 


play furnished with Remington Rand’s 
modular units as they encounter addi- | 


about the center. Castleton China | 


Adds flexibility, entertainment and additional 
interest to your meetings in these hotels — 


PFISTER, Milwaukee; CORONADO, St. Louis; 


tional Remington Rand installations | BISCAYNE TERRACE, Miami; ROME, Omoha. 
I 
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CONVENTION HOSTS ACROSS THE NATION! 


the ideal 
convention 
location— 
“just a 
step 
to everything!” 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsylvania 6-3400 
TELETYPE: NY 1-3202 


the 
finest luxury 
hotel — 
ov erlooking 
f palm-fringed 
Biscayne 


Biscayne Blvd. at 4th St. 


Ideal convention location in the 
Hub (but not the “hubbub’”’) of 
downtown Miami—an_ unob- 
structed panorama of beautiful 
Bayfront Park. 6 function 
rooms accommodate from 10 to 
500 convention guests. Fyll 
banquet service — completély 
air-conditioned. 
PHONE: 9-3792 
TELETYPE: MM-583 


| 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest’s favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 
PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


Business is pleasure ° 
at this world-famous Resort .. 


pitts 


HOTEL 
only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 


All sports, new swimming pool, 


mineral waters, baths. 
PHONE: MEdford 7-2181 


are: 


wMILWAUKEE 


the great name 


in hotels... 


mellow 


as history . 


modern 


as tomorrow! 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service. Central location— 
convenient to everything in the 


“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 


epee 


HOTEL 


Coriander 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service. 
P HONE: KIrkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili 
ties for from 10 to 250 persons 
PHONE: ASpinwall 7-6800 
TELETYPE: WO-187 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 
PHONE: SWift 9-4141 
TELETYPE: WO-187 


FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louis, 

Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester, Mass., 

Excelsior Springs, Mo., Pasadena, Cal., Birmingham, Ala., Baton Rouge, La., 

EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N. Y. 1 Cumberland, Md., Omaha, Neb., Columbus, Neb., Lincoin, Neb., Scottsbluff, Neb., 
Victor J. Giles, Director of Sales Clinton, lowa, Council Bluffs, lowa, Marshalitown, lowa. 
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FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, : 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 ° 
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Attraction... 
but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library ° 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course + 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


Co. makes extensive use of shallow 
“Rem Rand” file drawers to display 
a dinner plate from each of its many 
lines. Each plate is firmly glued into 
a drawer of its own where it reposes 
ve a place cover of complementary 
hue. 


| ® Manufacturers of furniture mate- 


rials rather than finished products are 
also represented in the center. To ap- 


peal to consumers, decorators, archi- 


tects and home builders who consti- 
tute most of the visitors, Upholstery 


| Leather Group offers display space 


to a steady succession of furniture 


| manufacturers who upholster their 
| products in leather. 


As makers of 
wooden, aluminum, stuffed and other 
types of chairs take their turns, each 
is accorded a press breakfast by the 


exhibitor association. 

High display standards are rigidly 
enforced by Design Center. Booths 
must be representative of the best 
trends in interior design and must in 
no way be open to criticism for being 
over-commercial. In cooperation with 
Norman Ginsberg, DCI president, and 
Arnold Morris, executive director, vet- 
eran display specialist Tom Lee passes 
on all exhibits. Although he was 
architect of the building and designer 
of its central panorama display, Lee 
is not content to rule on the many 
aesthetic and policy matters that arise 
without the assistance of an inde- 
pendent advisory council. Members 
of the advisory council include: Wil- 
lela de Campi, Dorothy Draper, Mela- 
nie Kahane, Louis Goodenough and 
Raymond Loewy. @ 


First Book on Exhibiting 


FIRST BOOK written in United States about exhibiting at trade 
and industrial shows is off press. It’s Rudolph Lang’s “Win, Place 


and Show.” 


(Oceana Publications, $7.50) 


Rudy Lang, managing director of exhibits, Office Equipment Manu- 
facturers, is at his best when he gives actual case histories. For 
instance, he tells about an audience participation stunt that worked 


well: 


“A manufacturer of check-signing equipment staged a contest ask- 
ing participants to sign their names manually while the machine 


signed checks automatically. When they finished, the machine also 
stopped. They were given an opportunity to estimate the number of 
checks the machine signed while they had been signing their names 
manually. This figure comparison brought the speed advantage point 
home forcefully and resulted in a very successful sales and publicity- 
worthy attraction.” 


RESERVATIONS NOW 
BEING MADE FOR 1959 
TO 1964, 


For infermation write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 


It is a shame that Lang didn’t include more case histories from his 
experience. He used them sparingly. 
Loretta &. Siegler, Convention Manager Some of his definitions may not agree with those you might use, 
and you could take issue with some of his statements. But you can’t 
accuse Lang of parrotting anybody. This book is all Rudy's. 


. 
Cigferd RB. Cillam, Ceneral Manager 


Of particular interest is a discussion of ‘traffic flow at a show. The 
24-page appendix offers some excellent check lists and the bibliog- 
raphy lists hundreds of magazine articles on exhibiting (more than 
half from Sales Meetings). 
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ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


PUT ALL YOUR The Sherman has added 10,000 square feet to its 
EXHIBITS CN se en eae floor sea all 


air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


e 1,501 redecorated rooms, 
¢ Radio in every room—TV in many. 


e®uUuTt ALL YOUR ¢ World-famous restaurants: The Porterhouse, offering 


wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPLE MBER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
Rath the smart Celtic Grill and Cocktail Corner are long- 
ee time favorites of both Chicagoans and visitors, The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 
¢ The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 
¢ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


— 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 
your next convention, phone, wire or write Danny. 


THE 


SHERMAN 


Chicago’s Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 --_ 
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TORONTO Cac 
CONVENTIONS 


North America’s 7th largest city is beautifully equipped to serve your convention or meeting. 
Modern, air-conditioned hotels. Excellent restaurants. Varied night life. Toronto is also the site of 
the world-famous Canadian National Exhibition (this year’s headliner—George Gobel). 

Here is a city perfectly qualified to handle your convention. 


didnt!) 8 


ROYAL YORK WESTBURY PARK PLAZA LORD SIMCOE 


this year think of Canada... 


FOR MEETINGS. Resorts and scenic lodges throughout the country are just 
right for small conventions or sales meetings. Great for hunting, 

fishing and golfing, too. 

FOR POST CONVENTION TRIPS. Canada is a foreign country with interesting 
customs and friendly people. There’s spectacular scenery all the way 

from Newfoundland to British Columbia. 

FOR TRANSPORTATION. It costs less by air—with more time there. Only TCA 
flies the smoother, quieter, more comfortable turbo-prop Viscount to Canada. 


TRANS-CANADA AIR LINES ‘“xxmmm= 


For information or convention-planning assistance...see your Travel Agent or the TCA Sales Manager in Boston, New York, 
Tamva/St. Petersbura, Cleveland, Detroit/Windsor, Chicago, Seattle/Tacoma, Miami, Los Angeles, or San Francisco. 


AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, and 
a theatre with a CinemaScope screen. Accommoda- 
tions are magnificent; the food is gourmet fare. For 
after-session enjoyment The Greenbrier’s recreational 
facilities are unsurpassed. And our staff of experts not 
only helps in planning your program, but they also 
handle the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1959-FEB. 29, 1960. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 17 E. 45th St., MU 2-4300 
Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 W. Wash- 
ington St., RA 6-0624 + Washington, D. C., Investment Bldg., 
RE 7-2642 « Glen W. Fawcett: San Francisco, 1029 Russ Build- 
ing, YU 2-6905 + Seattle, 726 

Joseph Vance Building, MU THE 

2-1981 * Dallas, 211 N. Ervay, 

RI 1-6814 + Los Angeles, 510 

West Sixth Street, MA 6-758i. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA © 
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A SWITCH, relaxed atmosphere makes booth stand out amid big, busy booths. 


You Can Do a Lot 
In Just 10 Feet 


Little company feels like a giant and gets reaction it wants 
with small exhibit. Finds it can do more with budget when 


plans cover three shows at once. Relies heavily on builder. 


By J. K. POFF 
Sales Manager, Pyramid Electric Company 


I'M THE ORDINARY exhibitor. 
From what I’ve heard about exhibitors 
in trade shows, I’m the average guy— 
a 10-foot exhibit in about three shows 
a year. 

Being an average guy doesn’t 
bother me. After all, it was a lot of 
average guys at Bataan, Anzio and 
Okinawa that helped preserve the 
world we live in today. I’m proud of 
them, and I’m proud to be average. 

Now to get Pack to my company’s 
exhibit program. We go into three 
trade shows a year as I said. Our 
product? Capacitors, new, modern, 
exciting as hi-fi, or automation, or 
Brigitte Bardot. 

This year we had a new develop- 
ment—new even for our modern prod- 


may F353, 1939 


uct. We wanted to talk about it in our 
exhibit program. Just presenting it 
wasn't enough—we had to talk about 
it personally to our prospects. It 
wasn't the sort of thing you could 
hang on a peg board, put a caption 
under it fate “This is it!” 

We had to do more than that. We 
had to tell people about it in detail— 
it represented such a radical departure 
in its field. Only way to do it was on 
a person-to-person basis, with people 
who knew the field. Only they could 
appreciate its qualities. So our prob- 
lem was to get these people into our 
booth—a 10-foot booth, remember. 

At this point we called in our 
exhibit builder, Lewis Barry, Inc. Our 
arrangement with this company, I 


have discovered, is almost as unique 
as the product we wanted to talk 
about. Some years ago a representa- 
tive came to see us with a startling 
proposal. Startling to us, that is, be- 
cause we'd never approached on 
that basis before. Here briefly was the 
pitch: 

“We don’t want to sell you an ex- 
hibit. We'll build one for you to suit 
your needs and tell your pat We'll 
install and dismantle it at each show, 
and store it between shows. Mean- 
while, we'll make whatever adapta- 
tions are necessary to fit the particular 
market each show is exploiting, so we 
can keep the exhibit alive and pro- 
ductive. We'll keep the show on the 
road for you. All you have to do is 
feed us the latest information. 

“At the show you walk in to a 
completely set up booth. When the 
show is over you walk away; go fish- 
ing, do anything you like, but you 
don’t have to be bothered with any of 
the nerve-wracking details of taking 
care of your exhibit, because it isn't 
yours. You won't own it. You'll never 
need to own an exhibit again; yet you 
can have a practically new booth 
every year.” 

“This is going to cost us a fortune,” 
I said. “Our budget won't allow it.” 

“But we do all this within your bud- 
get,” the man said, and proceeded to 
prove it. When he came up with the 
cost figures, we did a double-take, 
they sounded so low. I still thought it 
was impossible, but he proved that 
by his company’s method of doin 
business with a client on a year-roun 
basis, it was not only possible but 
logical. And each year confirms the 
logic of this method. 


> This year the Institute of Radio 
Engineers Show offered a particularly 
dulleaiias test. As I said, we wanted 
to introduce a new product but felt 
it was not the sort of thing you could 
nail to the backwall of your exhibit 
and trust to luck that it would get it- 
self sold. 

We had to talk to a lot of people 
about this new development. We had 
to arouse their curiosity, pique their 
interest, and it could only be done in 
an atmosphere of friendly, intimate 
conversation. Then if we could create 
enough interest to carry the conversa- 
tion further, an invitation to our hos- 
pitality suite would open still another 
road toward clinching the sale. 

But remember, we Sad only 10 feet 
of space in our booth to work with. 
Here is where the ingenuity of our 
exhibit builder came into play. He de- 
cided since we couldn’t compete for 
attention with the larger, costlier 
booths anyway, why not deliberately 
play ours down. Play it cool, ideal. 

We were skeptical. “Play it down? 
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HAVE A BIGGER, BETTER SALES MEETING OR CONVENTION! 


eee 


VETERAN’S MEMORIAL AUDITORIUM 


®@ Up to 96,000 sq. ft. of floor @ Accommodations for 12,000 
space on two floors. people with smaller rooms for 

@ Ground level drive in on both 50 to 1,000. 
floors. 

@® Walking distance to main 
hotels. @ Parking for 1,100 cars. 


@ Catering service in building. 


For complete information, write to: H. S. Strong; Mgr 


VETERANS MEMORIAL AUDITORIUM, 833 Fifth Ave., Des Moines, la. 


*1000 Guest Rooms and Executive Suites 


ideal Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 


30 function rooms 

offer finest accommodations 
for as many as 1000. 

For full details write or 
Phone HArrison 7-3800 
Teletype CG-648 


500 SOUTH MICHIGAN AVENUE 
Overlooking Lake Michigan 
Near all “Loop” Business and Entertainment 


Leonard Hicks, Mng. Dir. 
William J. Burns, Gen. Mgr. 
Bob Lesman, Sales Mgr. 


* All Public Rooms Air-Conditioned 
AN ALBERT PICK HOTEL 


in the WEST 
depend on 


.-. for successful shows, 
meetings, conventions 
You'll find expert planning help, 
experienced follow-through and 
outstanding facilities. Large or 
small, your meeting is of major 
importance to a Doric hotel. 


SEATTLE 
Doric NEW WASHINGTON 
Meetings to 500; banquets to 350. 
Doric MAYFLOWER 
Meetings to 300; banquets to 200. 


Bellingham, Wash. 
Doric BELLINGHAM 


Banquet, meetings to 350; catering 
to 1000. Adj. theater seats 1700. 


OAKLAND 
Doric LEAMINGTON 
Meetings to 1000; banquets 400. 


SANTA BARBARA 
Doric MAR MONTE 


Meetings to 400; banquets to 350. 
On the sea. Pool, sports. 


© Ree aA Tse 
PALM SPRINGS! Now—outstand- 
ing for incentive program winners— 
the desert’s most lavish luxury resort: 
Doric OCOTILLO LODGE 


Small meeting facilities and excellent 
accommodations also at: Palms 
Motel, Portland; Waldorf Hotel 
and Towne Motel, Seattle; Black 
Angus Motor Hotel, Kennewick, 
Washington. 


MOTOR 


> } 
2s é mMO* 


610 Dexter-Horton Bidg. 
Seattie, Wash. 


MAJOR NATIONAL CREDIT CARDS ACCEPTED 


CORPORATION 


EXHIBIT SHOW DIVISION 2 


ONE STOP SERVICE 


3443 SO. HILL ST. 
LOS ANGELES 7 


COUNSELLING + DESIGN AND PLANNING 
CUSTOM FINISHING * ANIMATION «INSTALLATION 
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CALIFORNIA 
Richmond 9-1091 


Relax?” We had a big investment in 
booth space, sales personnel, acces- 
sories; to say nothing of the research 
and development involved in the 
product itself. How could we relax? 

But he was persuasive. “Take a les- 
son from Perry Como. He made a 
fortune out of relaxing.” 


We decided to give it a try. It was 
beginning to sound intriguing. Be- 
sides, it was getting pretty close to 
show time, and we had to have a 
booth. This show was too important 
for us to pass up. So we went ahead, 
and gave our exhibit builder full rein. 


Now take a look at our exhibit (see 
cut). What do you see? Can-can 
dancers. Prospectors. Soft lights. Cozy 
relaxed atmosphere. Lots of relaxed 
atmosphere. 


“But did it sell capacitors?” you'll 
ask. Did it sell capacitors! We aroused 
more interest, told our story to more 
live prospects, got more bona fide in- 
quiries, and staked out more solid 
future sales than we ever did at a 
show before. Does that answer your 
question? 

That's why we're proud of this 
exhibit. It proved that the average 10- 
foot exhibitor could compete on favor- 
able terms with the larger exhibitor. 
Compete, that is, if he used his own 


space to best advantage. And here, I | 
learned, is where you should depend | 


on your exhibit builder. He has the 


know-how and experience to produce | 


the best possible results for you, pro- 


vided you give him free rein. I know | 
my exhibit builder can. I guess I’m | 


pretty proud of him, too. 


Navy Pier Dressed Up for Fair 


ARTIST’S SKETCH of Navy Pier as it will appear for Chicago International 
Trade Fair, July 2-18. Exhibit area has been laid out for 167,000 sq. ft. 
of exhibits. About 800,000 visitors are expected to view foreign prod- 
ucts on display. Prinses Irene, new $5-million Dutch passenger-cargo 
vessel will dock at the pier and serve as hospitality center for exhibitors 
and buyers. To Join Club Internationale and use ship facilities: $50 


membership fee. 
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An ideal 
setting for 


conferences of 
25 to 100 


Completely Air-Conditioned 


all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 
between New York and 
Philadelphia 

Perfectly Situated 


adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 


appointments 


For information, write or call Sam Stewart, 
General Manager. Telephone W Alnut 4-5200 


Princeton, N. J. 


An Advertising Agency 
Looks at Trade Shows 


This agency goes to trade shows to learn more about client's 


industry, to cement relations with trade press, to arrange for 


stories, to get facts on client’s competition. It also takes part 


in exhibit plans to integrate them into full year’s ad program. 


By JOHN PHILIP and ALLAN TREMPER 
Vice Presidents, Jones & Taylor, Inc. 


SWINGING AROUND the periphery 
of advertising’s core is that oft-visited 
and much-maligned sales satellite, the 
trade show. It is a big and busy 
sphere, populated in varying degrees 
by a curious mixture of high living, 
big expense accounts, even bigger 
hangovers, genial camaraderie, and — 
surprisingly often — down-to-earth 
business. Which of these will be the 
governing force at any given time is 
a worrisome problem that has plagued 
exhibitors, exhibit managers and trade 
association secretaries ever since trade 
shows were incubated. 

Convention exhibition divides itself 
generally into two broad areas—those 
who come to show, and those who 
come to be shown. There is a much 
smaller fringe element who come to 
live off the latter group, but we shall 
discuss this phenomenon later. Round- 
ing out the trade show potpourri are 
the observers — among them agencies 
and trade press. 

An advertising agency finds itself 
in a peculiar position with respect to 
these events. Assuming it has a re- 
spectable number of clients in widely 
diverse fields, the agency finds trade 
shows looming large on the horizon 
all year ‘round. How to be selective, 
how to determine whether to attend 
one show and pass up another is a 
very real problem. Many agencies, 
like many manufacturers, attend too 
many trade shows purely out of a 
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sense of imagined obligation. It’s a 
passive and lackadaisical point of view 
that benefits neither. 

As a rule, every industry stages one 
major association show during the 
year. These we try to attend, passing 
by the smaller, regional shows that 
seem to crop up perpetually. A well 
organized major trade show offers the 
conscientious agency account man an 
excellent opportunity to capitalize on 
a high concentration of his client’s 
entire industry. 

For example, what better chance 
to see competitive products, competi- 
tive literature, competitive claims? 
We have found that most exhibitors 
are extremely cordial and open-handed 
with their exhibit material, even 
though they are aware that we are 
talking to them only in the interests 
of our client. Many of them, in fact, 
have even volunteered to put us on 
mailing lists for future material, a 
cooperative industry attitude that we 
heartily encourage. 

A show also affords us an oppor- 
tunity to cement our relations with 
the trade press, to make arrangements 
for publication of news stories. Often- 
times, too, trade magazine people 
have constructive observations to 
make about the design and distribu- 
tion of new products which are mak- 
ing their first exhibit test. 

In the same vein, we have found 
that our own contacts, both with the 


press and with manufacturers’ repre- 
sentatives who swarm these shows, 
have led to new and valuable distri- 
bution channels. For example, such a 
liaison at a show three years ago en- 
abled us to put our client in touch 
with a distributor who today ac- 
counts for a very handsome percent- 
age of the company’s total national 
volume. 

To be informed, and to do the 
most enlightened job of advertising 
possible, it is our belief that an agency 
should participate in the affairs of his 
client’s business to the fullest extent 
possible. And it is here that the trade 
show presents another plane of entry. 
Because business meetings at these 
affairs are extremely vertical, and 
problems discussed are pertinent spe- 
cifically to the client’s problems, they 
give the agency man a ground-floor 
look at the innermost workings of the 
client’s industry. Speakers generally 
are informed and authoritative. If we 
are selective, we find that time spent 
at trade show business meetings is 
indeed time well spent. 


> Now, how about the advertising 
agency itself? Here’s what we do. 
First of all, we participate actively in 
the design of the client’s exhibit, and 
development of any specific material 
he will be using in the exhibit. We 
try to key these things to the client's 
advertising theme, to give them some 
family resemblance, some continuity 
with what has gone before. 

If, for example, use of a particular 
professional model has been a char- 
acteristic of an advertising campaign, 
we find it makes good sense to have 
the same model in attendance at the 
client’s booth. Standard campaign 
slogans become standard exhibit slo- 
gans. Advertising logotypes are trade 
show logotypes. In other words, we 
feel that the trade show should be- 
come as much a unity with the entire 
advertising program as advertisements 
themselves, literature, packaging and 
any other merchandising element in 
the entire campaign. 

We have absolutely no bone to pick 
with hospitality suites. We do, how- 
ever, temper our view of these free- 
flowing phenomena with one very 
strong proviso — and that is, that they 
be operated by exhibitors only. There 
is a growing, and we think unfortu- 
nate tendency toward abuse in this 
area. At practically any major con- 
vention, hotels are clogged with hos- 
pitality suites operated by non-exhib- 
iting companies. They are, in effect, 
permitting exhibitors to pick up the 
tab for staging the exhibit, while they 
go about skimming off prime pros- 
pects for their own ends. 

There are, we realize, exceptions, 
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THE BIG NEW 


MIAMI BEACH’S LARGEST HOTEL 


CONVENTION FACILITIES 


@ Nine meeting rooms with capacities from 75 to 1500 

e Sixteen conference rooms with capacities from 10 to 50 

@ Eight dining areas with capacities from 40 to 1000 

@ Gur own night club with large theatrical stage and lighting 


MAY 


Hold your convention 
without any fuss 


just leave the details to us! 


with a staff of full-time convention experts 
to leave you as free as your delegates! 

A convention is a confusion of small details 
that needs a highly experienced staff 

to organize it. Make your next convention 
smooth, pleasurable. Relax in our 

sunshine .. . have fun. We’ll do the work! 


Mr. Sales Manager: 


Special for you—write now for the Carillon Incentive Plan. .. 
a complete service from kick-off to pay-off! 


For brochure giving complete details, write 
Harry B. Esky, Exec. Dir. Sales 


Herbert H. Robins, Executive Director 


for full scale productions 
@ Exhibit area—18,000 sq. ft. 
@ Booth area—116 booths (8’ x 10’) 
@ Closed circuit TV in every room 
@ Complete audio and visual equipment 
@ Sound and slide projectors, 16mm and 35mm 
@ Lights, props, comparable to average theater 
@ Print shop, carpenter shop, paint shop 
© Full-time engineer attends all meetings 
@ Technicians and stage hands 


GUEST FACILITIES 

@ 620 elegant rooms with private bath 

@ 21” screen TV and radio in every room 

© 1000 feet of private beach front 

© Olympic size swimming pool and huge sun deck 

@ Sports of all sorts 

© Parking facilities for 620 cars on premises 

@ Lavish entertainment and dancing every night 
in our beautiful Club Siam 

© Cocktail lounge @ Cabana bar 


as 


the CARILLON +« OCEANFRONT, 68th TO 69th STREETS, MIAMI BEACH 41, FLORIDA 
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For a Ballroom 
ora Small Room 


Grand Ballroom offers 
magnificent setting for 
meetings or receptions for 
2000, sit-down dinners for 
1500. 22 foot ceiling is ideal 
for convention displays. 


Eleven other private rooms 
accommodate from 20 to 
600, offer facilities tailored 
to your needs. Visual and 
audio equipment, including 
large screen closed-circuit 
TV, can be used. 


Complete Convention Facilities 


New outside hoist (5000 Ib. cap.) lifts giant displays and 
equipment directly to convention rooms from parking lot. 
Other features: complete catering...3 superb restaurants 
..lounges...studio rooms, suites, luxury bedrooms... free 
radio & TV...air conditioned throughout! 


SES LOWERS 


OS NORTH MICHIGAN AVENUE, CHICAGO, ILL. 


New 25-Story Addition Ready s 
Michael T. McGarry, General Manager Tom McDonald, Sales Manager 


Mid-Summer '60 — increasing capacity 
to 1100 air conditioned rooms. 


Wer like 

to tell you 

why 

MIA MI is the Magie City 


for Conventions 
320 N. E. 5th St. Dept. Ti 


Miami, Florida 


Have You Considered 
PRINCETON, 


NEW JERSEY? 


The Nassau Inn, just 45 miles from 
New York or ge ee has long 
made a specialty of conferences, 
group meetings and training pro- 
grams. 

An ever increasing number of prom- 
inent organizations are selecting the 
Nassau Inn for group meetings of 
from 10 to 200—and with good 
reason— 

“i atmosphere conducive te com 
centratica on the problems at 


of conference. 

The advantages of holding your next 
meeting at the Nassau Inn are clear! 
illustrated in our Conference Check 
List and Brochure—send for your free 
copy today. 

George Washko, Manager 
The NASSAU INN 

on Palmer Square 
Princeton, New Jersey 
WaAlnut 1-7500 


Write to CONVENTION BUREAU 


in 
bwxtown Detroit 


@ 800 luxurious rooms and suites. 
@ 14 meeting rooms for 25 to 500 
@ Adequate display space. 

@ Three great banquet halls. 

@ impeccable service. 


@ Convenient to Detroit's new civic 
development. 


@ Gateway to the city’s expressway 
system. 


Let us place these superb con- 

vention facilities at your disposal. 

Phone Detroit, WOodward 2-2300. 
Teletype Number DE-1062 


LANSON M. BOYER 


Di or Pian 


CASS AT BAGLEY DETROIT 26, MICH 
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so we don’t wish to imply any across 


the board condemnation. Some po- | 


tential exhibitors simply cannot get 


into a show. Or their products don’t | 
readily lend themselves to exhibit. In | 
such cases, we do not feel that a | 
manufacturer can rightfully be criti- | 
cized for maintaining a hospitality | 
suite, but still, such cases are in the | 


extreme minority. 


Unquestionably, there is no pat | 
solution for this situation. It is un- | 


doubtedly impossible to legislate suc- 
cessfully against the problem, but we 


feel that organizations that sponsor | 


trade shows would do themselves and 


their members a great service to dis- 


courage attendance at non-exhibitor 
bourbon klatsches. 

And while we're looking on the 
dark side, let’s take a shot at trade 
associations themselves. While it’s 
not a universal fact, of course, we’ve 


found many associations which are | 


just plain damn selfish. They go to 
great lengths to promote the sale of 
exhibit space, to secure reservations, 


to peddle tickets to this, that and the | 


other, but once the reservation has 
been secured, the exhibitor is the 
forgotten man. 

We feel that every association has 
an obligation to promote attendance 
at exhibits, both through trade adver- 
tising and advance mailings to pros- 
pective visitors. Trade show exhibits 
are, in fact, a vast clearing house for 
introduction of new ideas, new meth- 
ods, and new products, and should be 
promoted as such to those in attend- 
ance. 

Smaller associations, we feel, would 
do well to employ an advertising 
agency to handle details of advance 


promotion. We've no doubt that divi- | 
dends in increased attendance, in- | 


creased interest, and exhibitor par- 
ticipation would far outweigh the 
necessary investment. 


At many shows, business meetings | 


are scheduled in direct competition 


with exhibit hours. This fact not only | 
cripples attendance at the show, but | 
it deprives many exhibitors of the | 
chance to attend meetings that they | 
should and could profitably attend. | 


We realize, naturally, that at any 
show there is only a limited time to 
do many things. But we do believe 
that show visiting hours should be 
materially reduced to avoid this con- 
flict. 


Finally, we attend trade shows to | 


see, to learn, to participate, to help 
our client sell, and to come away with 


something that we can use to do a | 


better advertising job. We deplore 
the tendency of some agencies that 
use trade shows exclusively as a 


vehicle to show the client a good | 


time. @ 
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A Declaration of 


INN- DEPENDENCE 


An alliance of independently - managed hotels 
where innkeeping is still in keeping 


i i Is is in the way 
he real difference in hote 
pr are treated. An independently-managed 


hotel caters to individual requirements. All Dis- 


tinguished Hotels are dedicated to the ope 
tion that hospitality cannot be mass-produced. 


ONE CALL DOES IT ALL! 


For complete information about the ae 
meeting and convention facilities = pd 
Distinguished Hotel, inquire at any © 
hotels or service offices listed. 


DISTINGUISHED HOTELS 
NATIONAL 
CONVENTION NETWORK 


4 TY Chalfonte- 

iitmore, Barclay; ATLANTIC Cl 

3 Rag Be PHILADELPHIA Behovas Serorter’ 

BALTIMORE Lord Baltimore; PITTSBURGH . _ bm 

DETROIT Park yy ee OKLA : eS eee 

SALT TAKE Ory Utah; SAN FRANCISCO Mark Hopkins; 

LOS ANGELES Ambassador. 5 

Cooperating with Hotel Conparetion of Amartens 

ORK Roosevelt; BOST' Some ; 
WASHINGTON Mayflower; CHICAGO Edgewater Beach. 


Offi New York, 
ices: Robert F. Warner, Inc. in I 
a Chicago, a Rg ty 3 bay h . 
. in Dallas, n » . 
Sostoon i Francisco, Portland, Seattle, Vancouver. 
; Executive Offices: 
17 E. 45th St., New York 17, Murray Hill 2-4300. 


RESULT of three-year evolution, RCA exhibit presents bold, modern sweep in its design. 


RCA No Longer Conventional 


Three years ago, RCA took a look at its exhibits and found they 
did not reflect the company’s progress, ideas and dreams. Over 
next three years, new image evolved. Today, RCA exhibits show 


a new modern “look’—use of cubic content of exhibit area helps. 


By JAMES J. PHILLIPS 


Administrator, Shows & Exhibits, Radio Corporation of America 


A TRADE SHOW EXHIBIT should 


municate its ideas, Mgearr and even 
enable a company to directly com- 


dreams to a specific public. Three 


% 


years ago, we felt that the RCA ex- 
hibits were falling short of this pur- 
pose; they did not possess the impact 
we felt they could. 

We were anxious to give RCA ex- 
hibits a new, streamline “look” more 
in keeping with the tremendous ad- 
vances we felt our company was 
achieving in electronics research and 
manufacture. 

For years, RCA had been using a 
conventional, catalog type of om te 
built to house various products and 
parts of the company. Pegboards and 
shelves were among the methods used 
for this purpose. 


PANELS from 1957 exhibit, right, and 1958 exhibit, left, are re-used after opening at IRE Show. 
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Today’s best sales conventions “come to order’ overseas 


Any CONVENTION that goes overseas 
with Pan American gets off to a flying 
start in more ways than one. The world’s 
most experienced airline can show you 
how to stage your next convention in 
Bermuda, Puerto Rico, Hawaii (or even 
Europe via Jet Clipper*!)—at only a 


fraction of the cost you’d expect. If 


none of these locations exactly suits you, 
there are dozens more to choose from. 

Not only is an overseas convention a 
great morale booster, but it will also 
give your company added prestige. 
Pan Am will also arrange Travel-Incen- 


tive Programs to suit your exact needs. 
Both of these, the Overseas Conven- 
tions and the Travel-Incentive Programs 
have proven records of success. 
A Pan Am representative will gladly 
help you plan from the start—even show 


full-length sound and color movies of 


places on your route. Your final low 


package rate includes supervision of 


every detail—hotels, tips, insurance and 
extras like golf and fishing. Get full in- 
formation now. Contact Henry Beards- 
ley, Pan American, Box 1790, New 
York 17, N.Y. 


*Trade-Mark, Reg. U.S. Pat. Off. 


FIRST ON THE ATLANTIC © FIRST ON THE PACIFIC © FIRST IN LATIN AMERICA @ FIRST 'ROUND THE WORLD 
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WORLD'S MOST EXPERIENCED AIRLINE 
81 


For Successful Meetings 
TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New they offer facilities unmatched anywhere. Air conditioning, su- 
York’s newest, Hotel Manhattan, offer the most flexible meeting perb staffs, comfortable guest rooms, modern equipment, fine 
facilities in this capital city of conventionland. Each is fully restaurants, and ideal location, combine to make the Astor and 
equipped—and teamed up as a combined convention headquarters, the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN HOTEL ASTOR 
44th to 45th Sts. at Eighth Ave. “ 44th to 45th Sts. on Broadway 
JUdson 2-0300 - JUdson 6-3000 

New York's newest hotel. 10 - 21 meeting rooms, for 15 to 
luxurious meeting rooms for Hams & 3000 people. Includes the 
10 to 500 people. 1400 air BRINN ,  ~=largest ballroom in New 
conditioned rooms, each Hams + Te a om ; _ York. 750 air conditioned 
with radio and TV. Excellent TiN : 24 : as : rooms, each with radio and 
garage facilities. tee oe ' : sae ty [= television. 


, ae 
Parity se i 
} aerate 


* BE RAED aby 


ASTOR! MANHATTAN 


NEW YORK 
ZECKENDORF HOTELS * FRANK W. KRIDEL ¢* EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 


7 


1g 


Tailored 
to your group 


The Cavalier is "made to order" for 
groups up to 350 under one roof, Since 
yours will be the only convention in the 
hotel your convention receives the full 
personalized attention of our entire staff 
and every phase of our complete con- 
vention and recreational facilities. You'll 
find The Cavalier a perfect fit in every 
way—Write for convention brochure 
and incentive plan rates. 


Sidney Banks, President 
Gordon Shoemaker, Managing Director 
R. E. Derring, Sales Promotion Manager 


¢ YACHT & COUNTRY CLUB ¢ 3 POOLS « 
THE e BEACH AND CABANA CLUB e 


ee 
Cavalier VIRGINIA BEACH, VIRGINIA 
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Since an exhibit usually commands 
immediate recognition for a company, 
and is as personal as a logo or trade- 
mark, we had to initiate changes by 
degrees and extend them over a con- 
siderable period of time. 

Working with Tom Byrne, Struc- 
tural Display Company, Long Island 
City, N. Y., we set up a long-range 
program for RCA in which we could 
meet this exciting challenge without 
straining our budget or resources. 

First real step in this direction was 
in the design of the 1957 exhibit at 
Institute of Radio Engineers Show. 
IRE Show is our largest and most 
important exhibit of the year. It might 
almost be called institutional since the 
unit depicts the RCA corporate image. 
In this show, several RCA divisions 
pool resources and exhibit together. 

The administrator, shows and ex- 
hibits, at RCA is responsible for plan- 
ning and producing the entire exhibit 
and integrating various divisions so 
that the total effect establishes a sin- 
gle identity. 

Our requirements dictated an island 
type exhibit in this eight-booth area. 
This space, which was to be ours for 
three succeeding years, had many 
limitations. Two thick pillars were 
at either end of the 40-foot-long 
space. Moreover, show management, 
because of the size of the exhibit area, 
specified a five-foot aisle down the 
center of the location. 


Structural Display built around the 
two interfering columns. It used this 
enclosed space for service areas for 
the working demonstrations set into 
the newly made walls. Designers 
transformed another liability into an 
asset by making the five-foot aisle 
part of a pre-determined traffic pat- 
tern for the exhibit. 


Figures, to symbolize use of elec- 
tronics in entertainment and indus- 
trial fields, were molded in bas-relief 
in originals and sculpture with super- 
imposed wire designs. This abstract 
modern type design was a striking de- 
parture from conventional trade show 
exhibits. 

An unusual rotunda design divided 
the area into five distinct parts for 
coordinating divisions and stressed 
audience participation wherever pos- 
sible. 

Hearty approval of RCA, combined 
with the heavy traffic this exhibit 
drew, convinced us that we were on 
the right track. 

Following year’s IRE exhibit fol- 
lowed the same pattern. It was a 
modern, island display with the light, 
airy look we were striving for. 

We were ready, when this year’s 
IRE Show rolled around, to “go the 
limit” and make this year’s display 
the culmination of everything we had 


MAY 15, 1959 


the “seat” 


of your next 
convention... 


Bringing them in from out of town? Solve your transportation problems by 


putting yourself in the hands of Capital Airlines’ Delegate Service. 


Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 


ground transportation, hotel accommodations, even entertainment. 
How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 
South, call Capital...do it now! 


Capital 


AIRLINES 


CON VENT! ONOH BA DO UARTER SUOT AI TAME 
mer > \ > 


we're not yaall 
we're mast RIGHT ON THE OCEAN AT 31st TO 32nd ST. ON THE OCEAN AT 34th ST. 


re 

We’ For YOU! Located in the Heart of Miami Beach — the PERFECT PAIR! Specialists in 
service location, personalized attention and close group coordination... 
minutes to new Exhibition Hall and Auditorium...more than 36,239 
square feet of meeting and exhibition space... accommodating more 
than 3,250 persons! The ultimate in luxury and facilities! 
FOR COMPLETE INFORMATION q 
WRITE, WIRE, PHONE Pa 4 

LEE CYGIELMAN, Sales Director = 


c/o the VERSAILLES, Miami Beach « —ga= | | 
— 


or plane if you wish. 


OPEN ALL YEAR 


250 ROOMS 
WITH BATHS 


1 MEETING 
ROOMS 
SEATING 50 TO 450 


135 MILES FROM 
NEW YORK 
60 MILES FROM 
PHILADELPHIA 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 

SPECIAL CONVENTION RATES: 


throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 


Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


The Flanders 


A Complete Resort 


If you are looking for a quiet spot—away from distractions—where conventions 
are really pampered—look no further. Located on the ocean nearby to New 
York or Philadelphia, you'll find every facility you need—handled by a staff 
that goes out of their way to please. We even meet your delegates at the train 


And speaking of facilities, we have everything to make your leisure hours 
pleasant; from nearby golf, swimming, tennis or just plain lounging around. 


You'll get so much more accomplished at the Flanders and enjoy doing it, too! 


For details write: Mark D, Turner, Managing Director 


Ocean City N. J. 


ANYWHERE 


America's finest and most 
modern summer resort hotel 


® One hour from Manhattan 
® One mile of private beach 


© World famous championship 18 
hole golf course 


Six fast clay tennis courts 


Huge indoor and outdoor swim- 
ming pools 


Magnificent meeting rooms 
with push button sliding roof 
and sliding stage 
Luxurious accommodations for 
600 persons 

For Complete Information 

Address 
MAURICE PFURSICH 
SALES MANAGER 


THE LIDO, LIDO BEACH 
LONG ISLAND, N. Y. 
PHONE N.Y.C. REGENT 4-9000 


been endeavoring to accomplish. This 
ambition seemed particularly apt in 
view of RCA’s electronic discoveries 
on view for the first time at the show. 

Structural Display designers pro- 
duced an exciting looking exhibit with 
almost a world’s fair look about it. 
Construction was kept open and in- 
viting. Most important of all, the 
designers made complete use of the 
cubic area. We used three times as 
much copy and more than double the 
equipment than in any previous area 
the same size, and yet the appearance 
was wholly uncluttered. 


> If the designers had not used the 
volumetric approach in this exhibit, 
we would have needed at least 150 
feet more display area in which to 
tell the same story. Cubic-content 
type of exhibit afforded at least 50 
feet of display wall built around the 
columns and supplied extra display 
areas for exciting new products shown 
for the first time at the show. In fact, 
there were four definitely marked dis- 
play areas and four island displays 
within the exhibit itself. 

More than 60% of the equipment 
shown operated in some fashion and 
several displays invited audience par- 
ticipation to prove superiority of 
products. 

Entire 40 by 22 feet was crossed 
by two intersecting arches which sup- 
ported a floating ceiling. This im- 
pressively beautiful “exhibit-architec- 
ture” was deliberately designed to 
give a feeling of intimacy in the high 
vaulted New York Coliseum. 

Abstract representations _ skillfully 
using light, showed a flight leaving 
the earth, encircling the moon and 
spiraling back home again. 

New RCA Nuvistor electronic tube 
was a real show-stopper as it dramati- 
cally and continually proved its per- 
formance characteristics before the 
viewer's eyes. Moving from a liquid 
immersion of 320° Fahrenheit below 
zero to a coil heated furnace 620° 
Fahrenheit above zero, the tube then 
withstood pressures 850 times its own 
weight. 

An exact replica of the talking 
satellite device on which President 
Eisenhower's Christmas message was 
broadcast, occupied its own arena. 


> A display which constantly drew 
crowds was the simultaneous showing 
of black-and-white and color pictures 
on the same television screen in a 
split screen technique, proving be- 
yond a doubt the superiority and de- 
sirability of color television. 

Because Structural Display oe. 
ers employed the cubic content idea 
throughout, we were permitted a 
great deal of flexibility and could 
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place many displays in showcase- 
isolation. These fad to be designed 
to allow for movement within the dis- 
play and ample standing space around. 
We have always used exhibits for 
more than one show, adapting display 
panels and interchanging them to fit 
space limitations of regional shows. 


> Exhibit units at local IRE shows 
are dictated by available space. For 
example, at the West Coast IRE Show, 
show regulations do not permit any 
one company to have more than 20 
feet in one area. There are also local 
IRE shows which require traveling 
units that can be set up instantly by 
one man. 

Because of the manner in which the 
“core” exhibit was designed, we had 
units that were versatile and easy to 
re-employ. 

Our new approach to exhibits was 
modified for the different markets and 
interests of show visitors. Visitors at 
Institute of Radio Engineers shows 
are design engineers and executives 
of companies looking for new devel- 
opments or new uses which will = 
them in their own work. They will 
travel, perhaps hundreds of miles, to 
see something new. Because of the 
background of this audience and their 
expectancies, we felt, with Tom Byrne, 
that the level of sophistication of IRE 
exhibits should be high. As a result, 
unusual color combinations, such as 
bronze, gold and white, abstract de- 
signs and dramatic demonstrations 
were all employed. 

Replacement market, which includes 
servicemen and industrial buyers, rep- 
resents another specialized sales area. 
Electronic Parts Distributors Show at 
Conrad Hilton Hotel, Chicago, sets a 
10-foot booth limitation. It would be 
virtually impossible to show all RCA 
products within this area. We have, 


Sales Meeting Paradise 


Priceless convention ingredients are yours at the French Lick-Sheraton— 
enthusiasm, revitalized interest, idea receptiveness. 


AMERICA'S FINEST YEAR-ROUND 
CONVENTION HOTEL 


* Renowned Mineral Waters and 
Baths « Indoor & Outdoor 


Swimming * Western Parties # 
* Superb Food * Dancing fi 
Phone 4 ai 
French Lick 


Wellington 5-9381 


Sy 
¢ Unexcelled facilities for groups of all sizes * Unique Planning 
* Two 18-hole Golf Courses (one 
Championship) * Cookouts * Miniature 
Golf (Indoors) * Horseback Riding i 
* Hayrack Parties * Luaus | 


FRENCH LICK, INDIANA 


SERVICE 


is why America’s 
top companies meet at 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 
on time, without last-minute makeshift changes and 
compromises. And all this goes along with some of 
the finest meeting-room facilities in the country, 
So check with Manger before your next meeting 
—see the difference real service makes! 


therefore, kept to an institutional level 
and show only new items of special 
interest. 


> Visitors to an Electronic Parts Dis- 
tributors Show have different goals 
than IRE engineers. We try, through 
color and design, and display of prof- 
itable products, to appeal to’ these 
interests and meet the demands of 
these companies. we: an ie 

RCA’s progression to the use of the | tien D 
cubic-content exhibit has enabled us ALBANY, WN. Y. NEW York city | 
to program for our many national and 1 MAGee THE MANGER VANDERBILT 


c p t, Manger Hotels 
4 Park Avenue, New York, N. Y. (Dept. A-5) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


local shows more creatively and effi- a snl stag yen sang 
ciently. It has also fulfilled our funda- 
mental purpose in changing our ex- 
hibit concept: to properly convey the 
RCA corporate personality of scien- 
tific leadership and company well- 
being. 
¢ 
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N.C. ROCHESTER, N. Y. 


The Monger Motor Inn THE MAN ER Name 
(Opening Lote 1959) SAVANNAH 


Company 


CLEVELAND THE MANGER 


Title 


THE MANGER WASHINGTON, D. C. 


THE MANGER ANNAPOLIS Address 


THE MANGER HAMILTON 


THE MANGER THE MANGER HAY-ADAMS City 


THIS IS THE LINE at 3 p.m. 
on a Wednesday afternoon 
to see Builders Show House. 
It is main attraction. Other 
exhibits ring the house 
area. At peak, crowds 
waited two hours without 
complaint to visit house. 


How Do They Do It in Harrisburg? 


Three times that city’s population of 92,000 attends its annual 


Builders Show. It’s a space sell-out every year. Big problem: 


Get exhibitors to take less space. Rates are low, results high. 


By ROBERT SIDMAN 


BY WHATEVER STANDARDS you 
want to use, Central Pennsylvania 
Builders Show, Harrisburg, Pa., is an 
amazing, incredible public exhibition. 

Attendance-wise it drew 306,000 in 
six days. As many as 80,000 attended 
in a single day. 


Show is a sellout every year. This 
year 185 retail and service firms were 
on the floor. Show is housed in one of 
the largest exhibition halls in the na- 
tion, Pennsylvania Farm Show Build- 
ing. It covered more than five acres, 
all under one roof, on one floor. Con- 


servative estimates of the value of 
merchandise on display start at $2- 
million. 

Non-Harrisburgers are likely to call 
the city that produces these big sta- 
tistics an in-between town. It is 100 
miles from Philadelphia and 200 from 
Pittsburgh. It is 200 miles from New 
York, 75 miles from Baltimore and 
100 from Washington. 

It's the place the Pennsylvania 
Turnpike passes. Broadway Limited 
goes through it. 

It is not exactly rural because 
92,000 people live there. Also, it hap- 
pens to be the capital city of Penn- 
sylvania, but there is little of the big 
city in its way of life. 

Yet, every year during first week in 


TRADITIONALLY impressive exhibit at show is Glen-Gery Brick Co. booth. Exhibit was built on the spot in 10 days and nights. 


86 
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GROSSINGER'S 


Only 2 hours from New York, in the SIRS )\akA- : 
beautiful Catskill Mountains, you'll find sant 
a blending of natural beauty and . a a ly a o 
man-made ingenuity . . . 1000 acres of ee aa TTT ili | 
fabulous resort estate, providing ‘ ie 1 tha ! ha 
America’s most versatile setting for 4 Rite: 
every type of Convention, Sales Meeting, 

Training Seminar and Incentive-Plan 

Holiday. In this pleasant country 

atmosphere you’ll enjoy every modern 

facility for the smooth functioning 

of your convention; all the advantages 

of a captive audience, plus an 

unequalled array of Sports, Social and 

Entertainment features. 


Mestmeneetes HAS EVERYTHING 


+ 
1s 4 
. 


in the resort world 


There’s the Championship 18-Hole | 
Golf Course; Tennis on all-weather 

courts; Private Riding Academy and 

Bridle Trails; Grossinger Lake for 

Swimming, Boating, Fishing; Hunting 

in season; Outdoor Artificial Skating 

Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; 

always Top-drawer Entertainment and 

Dancing nightly to 2 fine Orchestras, 


The gracious Dining Room 
seats 1400 guests, to enjoy 
Grossinger’s famed cuisine 


There are 25 Meeting Rooms, to seat ~ \ 

from 10 to 1600 people . . . complete BS * 

with latest ALTEC P. A. equipment, 

Movie and Slide Projectors and Large FOR YOUR CONVENTIONS 
Screens, Tape Recording Facilities, etc. a 

Convention Hall seating 1600 has — ie ie, 
40’ x 20’ x 4’ Permanent Stage. — ag i 3 ™ 


Conveniently reached from all directions 
over 6-lane super highways... and 
by private plane to 

JENNIE GROSSINGER AIRPORT. 


A total of 25,000 square feet 
of Exhibit Space ... 12,500 on 
this one floor! 


FOR COMPLETE DETAILS AND COLOR BROCHURE, 
WRITE OR CALL 


RICHARD B. BRAINE 
DIRECTOR OF SALES 
GROSSINGER’S OFFICE, 221 WEST 57TH ST. 
NEW YORK 19, N. Y. Phone Circle 7-4965 


ALL THE YEAR ROUND! + 


i 
e 
PLODIAAAG LCD ALL SPORTS at ALL SEASONS | 


ON GROSSINGER LAKE GROSSINGER. J ee 2. 
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SPOTLIGHT YOUR CONVENTION 


at the 


JOSEPH MASSAGLIA JR., 


President 


CHARLES W. COLE, 
Gen. Mgr. 
@ 125 suites 
@ 2500 rooms 
@ 25 meeting rooms 
@ 350 show rooms 
and large exhibit areas 


Cr 


34th Street at 
Eighth Avenue 


New York's largest sky- 
scraper hotel — the New 
Yorker — tops for conven- 
ience and Convention facil- 
ities ... plus the “know how” 
of an experienced Convention 
staff. 
In the heart of the city’s 
trading and entertainment 
area. Direct subway to 
Pennsylvania Railroad Sta- 
tion and Long Island Rail- 
road. Center Auditorium 
adjacent to the hotel (ca- 
pacity 3500). New York 
Trade Show building diag- 
onally across the street. 

Write, phone 

(LOngacre 3-1000) or 

teletype (NY 1-1384) 

Jack Potter. Dir. of 

Sales, or contact 

Chicago Office DE 7-6344, 

vy 


“<< 


A ee 
ee eed 


Ps 


SGmneeee an aesen 


a 12 Massaglia Hotels across the USA and in Hewall — 
Santa Monica, Calif. Hotel MIRAMAR Washington, D. C, Hotel RALEIGH 
San Jose, Calif, Hotel SAINTE CLAIRE Hartford, Cenn. Hotel BOND 
Long Beach, Calif. Hotel WILTON Cincinnati, O. Hotel SINTON 
Gallup, N. M, Hotel EL RANCHO Pittsburgh, Pa, Hotel SHERWYN 
Albuquerque, N. M. Hotel FRANCISCAN Denver, Col. Hotel PARK LANE 
Honolula Hotel WAIKIKI BILTMORE New York City Hotel NEW YORKER 


“LUXURY LINER” 
CONVENTION 
100 
MILES 
OUT 
TO 
SEA! 


Add all the gaiety, all the delights 
of a luxury cruise to your convention 
plans. Hold it at the magnificent 
Montauk Manor and assure its un 
success. Dramatically located at 
scenic tip of Long Island, Montauk Manor 
provides one of the most desirable, the 
most completely self-contained con- 
vention facilities anywhere. 200 luxuri- 
ous suites and rooms accommodate your 
guests in supreme comfort . . . the 
spacious, gracious main dining room 
overlooking the pounding Atlantic surf 
offers an extraordinary banquet setting 
that befits the superb cuisine . . . and 
the variety and size of the group meet- 
ing rooms are limitless. The surf and 
cabana Club rivals anything the Riviera 
has to offer. A championship 18 hole 
golf aa, pad tennis courts, and 
a ieay ~ po ing, sailing and fishing 
activities fill your ~~ stay to the brim. 
Join the many distinguished groupe and 
organizations that have made Montauk 
Manor their convention headquarters 
year after year. For complete details 
and special Full American Plan rates 
from June through October, 1959 call 
William C. Tonetti, Gen’l Mgr. & Vice 
Pres., or R. D. Waterman, Convention 
Mer., MU 2-5198 (direct line) 


MONTAUK 
MANOR 


for a “luxury liner” convention at 
nearby MONTAUK POINT, LONG ISLAND, NEW YORK 
So easy to reach by land, sea & air 


in CTHME 


CORPORATION 


' 
. ¢ 


EXHIBIT SHOW DIVISION ¥ 


ONE STOP SERVICE 


COUNSELLING + DESIGN AND PLANNING 
CUSTOM FINISHING + ANIMATION INSTALLATION 


3443 SO. HILL ST. 
LOS ANGELES 7 
CALIFORNIA 
Richmond 9-1091 
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March, Harrisburg is the scene of this 
show—like of which is seen only on 
rare occasions in the largest commer- 
cial centers of the world, and never at 
all in other towns of comparable size. 

No one knows how much was writ- 
ten in total sales on the floor, but 
there are some significant scattered re- 
ports. An example is the water soft- 
ener company that sold 14 installa- 
tions ranging from $125 to $165 on 
opening day. Then there’s the moving 
and storage firm that displayed an 
amphibious house trailer for advertis- 
ing and promotional purposes. Five 
visitors insisted on buying it, although 
it was not for sale. They placed orders 
for duplicates at more than $4,500 
each, one paying cash in advance, 
others making substantial deposits. 
Also significant is the aluminum siding 
man who closed a $1,100 sales from 
a cold start in 15 minutes without 
seeing the customer's house. 

Facts and figures like these impress 
almost everyone, but not James L. 
Barren. He is secretary of Harrisburg 
Builders Exchange which has spon- 
sored the show since its beginning in 
1939. 

“We've done better in the past than 
we did this year,” he says. “We've had 
bigger crowds. We had 335,000 in 
1956. Our average over the past 10 
years has been 312,000. But 306,000 
is a lot of people, at that.” 

He also takes a calm view of his 
sold-out show. “We've sold out every 
year for a long time,” he says. “We 
didn’t sell any more this year than we 


have before. 


“Only way we can rove our 
space selling is to increase ot e number 
of exhibitors. Our layout gives us 
about 530 spaces. We had 185 exhib- 
itors this year—that’s a little more than 
we've ever had before. Next year, we 
hope to get a few more firms into the 
same number of space. That's really 
the only way we can grow.” 

Barren continually tries to talk his 
regular exhibitors into using less 
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DESIGN-BUILT 


21-21 41st AVE., 


YOU’RE KNOWN 
BY THE COMPANY YOU KEEP 


Why did you select your present advertis- 
ing agency? Chances are one of the most 
significant factors was the type of clients 
they have, the service they render, and the 
length of time they have serviced these 
accounts. Only the most successful rela- 
tionships withstand these tests . . . 


These same yardsticks should determine 
your selection of an exhibit firm. 


These are just a few of the prestige ac- 
counts we've been servicing over the 
years, with fresh, practical ideas for 
exhibits that sell. 


Could this spot be reserved 
for your company? Perhaps 
your exhibiting program is 
due for a refreshing change. 
We'd welcome the opportuni- 
ty of exploring it further with 
you. 


STUDIOS Inc. 


ISLAND CITY 1, N. Y., STillwell 4-3400 


DESIGNERS AND BUILDERS OF EXHIBITS 


; 
; 
i 
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NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


manpower, inc. for: 


DEMONSTRATORS 
MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


space. Every unit he can save in this STENOS 


manner can mean a potential new 
exhibitor. 

Two questions determine any new 
exhibitor's chances of getting into the 
show: Have all reservations of last 
year’s exhibitors been taken care of? 
Will this exhibitor’s product increase 
the scope and attractiveness of the 
show? 

In the ’59 show, about 140 of 185 
exhibitors were veterans of 1958 and 
previous years. Of the 45 newcomers, 
a rough survey indicates that most of 
them were pleased with their results 
and want to return in 1960. 

Allowing for normal mortality, un- 
less Barren can persuade some of his 


Use our employees as long as you need them at low hourly rates. 


® 
manpower, inc. 
OVER !00 BRANCH OFFICES COAST TO COAST 


Write for free booklet, 
Exhibitors,"’ to: 


DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS. 


"100 Suggestions for Convention and Trade Show 
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old-time exhibitors to cut down their 
space requirements, it looks as if there 
will be room for fewer than 35 new- 
comers in the 1960 show. Requests for 
1960 space began coming in before 
the 1959 show was an hour old. 
Experienced exhibition people will 
recognize in these results the work- 
ings of a fast, efficient, smooth organi- 
zation. Their judgment is correct. 
Force behind Central Pennsylvania 
Builders Show is Harrisburg Builders 
Exchange, an organization of about 
430 individuals and firms in the 


building trades and allied fields. 


ATLANTIC CITY. N. J. 


Outstanding Facilities 
at Sensible Prices 


'f you plan to hold a convention or sales 
meeting in Atlantic City, it will pay te 
tnvestigate the facilities at the Jefferson 

. Atlantic City's leading moderately 
priced hetel, Famous for its excellent 
culsine and outstanding facilities, the 
Jeflerson's completely trained convention 
staff is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 880 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

250 COMFORTABLE 
ROOMS in the Jefferson 
EXPERIENCED STAFF to 
handle all details. 


Harold L. Miller, General Manager 
Telephone: 5-0141 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


Exchange was only a few months 
old in fall of 1938 when it began 
plans for a 1939 Builders Show to 
create an active demand for products 
and services of the building industry. 

Pennsylvania's Department of Agri- 
culture had built a huge exhibition 
hall and arena in Harrisburg a few 
years earlier for the permanent site 
of the State’s annual farm show. Ex- 
change went after state officials for 
permission to use part of the big 
building for its show. It had never 
been used for such commercial pur- 
poses before, but there was nowhere 
else to go. Luckily, contacts in the 
Capitol were good—and permission 
was granted. 

Agreement gave the Exchange use 
of the smallest section of floor space 
in the main building which could be 
independently operated. Farm show 
commission took note of the fact that 
1939 was not a boom year, exactly, 
and laid out the floor with a maximum 
of aisles and a minimum of booths. 

Exchange wound up with 67 units, 
each 12 feet square, which were of- 
fered from 35 to 50 cents per square 
foot, depending on location. Forty- 
four exhibitors were persuaded to 
come into the show. Barren recalls 
that not all of the first year exhibitors 
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YOUR convention? 


HERE on the MONTEREY PENINSULA it’s 


. The world’s finest facilities 
. Old Spanish California hospitality 
3. Fisherman’s Wharf, Sea Food, Fine Restaurants 


. An area of natural beauty made famous by 
the Bing Crosby Tournament at Pebble Beach 


5. Five of the world’s greatest golf courses 


Offer YOUR people that “extra something” they’ve been seeking. 
Get away from the ordinary. Pick the best . . . 


WRITE NOW FOR MORE DETAILS: 


MONTEREY PENINSULA VISITOR & CONVENTION BUREAU 


Box 1571 Monterey, California 


were intimately connected with the 
building industry. “We had our share 
of cabbage shredders and _ knife 
sharpeners,” he admits, “but at least 
we got going. We dropped these non- 
related people as soon as we could in 
later years. 

Admission was 25 cents for the first 
three shows, but every exhibitor was 
given an unlimited number of free 
tickets for his own distribution. And, 
as if that wasn’t enough, Exchange 
bought paid ads in the Harrisburg 
newspapers and printed tickets in 
them. All anyone had to do to get in 
was to tear his ticket out of the paper 
and hand it in as he passed through 
the door. 

“We didn’t take in a total of $1,000 
in admissions in all our first three 
shows,” Barren recalls. “But we did 
all right in the attendance depart- 
ment. Approximately 23,000 came to 
our first show, and we felt pretty 
good about it. Nobody in Harrisburg 
had ever seen that many people look- 
ing at lumber and brick before. At- 
tendance jumped considerably in 
1940 and 1941. 

Then came World War II, and the 
Farm Show Building became an air- 
craft maintenance center. Builders 
Show couldn’t get back in until 


SALES MANAGEMENT 


March, 1949. That year, it took one- 
third of the space in the building, and 
drew an attendance of 94,000. No 
more free or paid tickets were per- 
mitted, however. Both Federal and 
city governments had levied taxes on 
paid admissions, and the tax had to be 
paid even if the show-goer had a pass. 
It was better to do away with the so- 
called charge for admission entirely, 
rather than endure the financial and 
administrative problem of paying 
taxes on passes. Since that time, there 
has never been a charge for admission 
to any part or activity of the show. 
However, Barren reports that feel- 
ing is mounting within the exhibitor 
group for a return to the paid admis- 
sion policy. It is not a large sentiment, 
he says, but large enough to require 
official recognition by the Exchange's 
show committee ste 4 year. 
Proponents of paid admission point 
to the huge crowds that attend the 
show. “Who needs all these people?” 
they ask. “They’re drifters, most of 
them, just rubbernecking around and 
making it hard for us to talk to bona 
fide prospects. People who really want 
to buy won't mind paying for the 
privilege of coming in and looking 
around. And the kids, grabbing for 


free handouts, novelties, giveaways—!” 


Try TULSA 


At this point, they lapse into inco- 
herence. 

Opponents have their points, too. 
“We've got a good thing going now,” 
they say. “Why monkey with it? What 
if we do waste some printed material? 
And what if you do have to spend 
some time being polite to a non-cus- 
tomer while a hot prospect cools off? 
Who knows what a real customer or 
= is, anyway? It might be that 

id who just grabbed a handful of 
your best seven cent brochures will be 
back 10 years from now with an 
order. Or his folks might be in to- 
morrow. You can’t tell. Let’s hang on 
to our big crowds and be grateful.” 

Chances are that no charge will be 
made for admission to the show for 
many years to come. 

Where do all the people come from, 
and why? Sales were made at this 
year’s show calling for delivery in al- 
most every state and many foreign 
countries. Most sales are concentrated, 
however, in a radius of about 100 
miles from Harrisburg. Barren at- 
tributes this to the pulling power of 
television and radio. 

He spends about $6,000 to adver- 
tise and promote attendance for each 
show. This is divided among news- 
papers and broadcasting stations in 


GET THESE pare As 


America’s finest and most 


convenient Convention City! 


. FOR MEDIUM SIZED MEETINGS, up to 2500! 
Tulsa has that many downtown rooms, plus 
custom designed convention facilities, ade- 
quate public space for banquets, meetings 


and exhibits! 


Two turnpikes, 65 airline 


flights daily, bus and railroad center! And a 


professional bureau with the 


“know-how” 


to help you plan your most successful — and 


pleasant convention. 


Write Gene Arwood... 


CONVENTION & VISITORS on 


616 S. BOSTON 


i otis nl Late ms = 


Oil Capital of the World . . . and 
America’s Most Beautiful City 
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Harrisburg as well as in nearby Lan- 
caster, Carlisle and Lebanon. 

Newspaper budget is minimal. Tra- 
ditionally, the advertising manager of 
the Harrisburg newspapers is on the 
advertising and publicity committees. 
“This helps,” Barren admits. “They 
come up with a special eight- to 12- 
page section on the show just before 
our opening. We generally buy one 
full page. Exhibitors buy about half 
the rest of the space. Remainder is all 
news and features on the show, ex- 
hibitors and exhibits.” 

One of the items which always pro- 


Looking 
for a 
fresh 


approach... 


0 
ASSU 


W 3 


INSIST ON USING 


3 DIMENSIONS 


. a nationwide company that 
designs and builds exhibits around 
sales winning marketing concepts — 
within the agreed budget. 3 D clients 
get results as proven by the growing 
list of the country’s major exhibitors 
who insist on the services of an ac- 
count executive from 3 Dimensions. 


Call, wire collect, or write today if 
you want more profitable exhibjts. 


exhibits designed and produced 
Samuel Himmelfarb Associates, Inc. 


4132 west Belmont avenue 
Chicago 41, Illinois 
PAlisade 5-7501 


WE LET THE BEG ONES GET AWAY 


The greatest number of guests to whom we can offer pains- 
taking, personalized attention — the kind of service that 
has become The BALMORAL standard—is 400. So, please 
bear in mind that if your sales meeting will contain fewer 
than that number (from 40 to 400 members), there is no hotel, 
anywhere, that can serve you better than can The BALMORAL! 


We invite you to become one of the select Four Hundred. 
At your disposal—complete facilities for meetings, banquets 
and between-meeting relaxation plus the imagination, expe- 
rience and know-how to guarantee the complete success 
of your meeting. 


For Complete 
Information 
write 

Harry N. Snow 
Director 

of Sales 


COME TO AMERICA'S ONLY INTERNATIONAL PLAYGROUND! 


FOR BEST-EVER Conventions 


All convention activities under one roof « Groups to 800 ¢ American 
Plan « Ample meeting rooms, at no charge ¢ Fabulous Beach and 
Tennis Club * Swim in heated, outdoor pool or ocean ¢ Deep sea 
fishing « Dancing « Championship Golf Course, so closeby! ¢ Racing, 
Jai Alai, Bullfights in nearby Mexico ¢ Everything! 

FAMOUS ALL-YEAR RESORT 

A FEW MINUTES ACROSS THE BAY 

FROM SAN DIEGO 


oy >, =f ~ a GENE MORGAN 
Oe a a 


¥ ~~ em CONVENTION MANAGER 


LE 


el Del CORONADO 


H. B. KLINGENSMITH, MANAGING DIRECTOR CORONADO, CALIFORNIA 


Se a ee ee el 


The MONMOUTH 
HOTEL 


SPRING LAKE BEACH, N. J. 


Overlooking the Atlantic Ocean 


MEETINGS UP TO 400 
JUNE AND SEPTEMBER 
| Hour Drive to NEW YORK 
or PHILADELPHIA 
Write James J. Farrell Mgr 


Same management as 
Palm Beach Biltmore 


@ Two golf courses 
@ Air conditioned dining room 
@ Ocean cooled meeting rooms 
@ Tennis courts, shuffle board 
@ Private bathing beach 
@ Cocktail Lounge, Night Club 


vides good newspaper copy and visi- 
tor ‘akionat is =. now traditional 
Builders Show House—a completely 
built, equipped and furnished home 
for an average family of moderate in- 
come. Show House in 1959 for ex- 
ample, was a three-bedroom, one and 
one-half bathroom home with carport 
and swimming pool. It featured frame 
and sandstone construction, radiant 
heating, wall-to-wall carpeting, mod- 
ern electric kitchen, washer and dryer 
in the utility room, and was designed 
to sell (without swimming pool) for 
about $13,000. 

Fact is that the house did sell for 
$13,000. At the close of the show, it 
was dismantled, trucked some five 
miles away, and put together on its 

ermanent hilltop site. A Harrisbur: 
family bought it prior to the show an 
lives in it today. 

Meanwhile, a steady stream of visi- 
tors, drawn by this one attraction, 
passed through at an average of one 
every seven seconds. Within the week, 
50,000 visitors had gone through the 
house. 


> Barren attributes much of the local 
attendance to newspaper-radio-TV 
coverage, but he feels that almost all 
visitors from beyond a 15-mile radius 
come as the result of his TV coverage. 

“We get it in two ways,” he ex- 
plains. “We buy and pay for our 
coverage in cash. This gives us a 
strong schedule of spot announce- 
ments, from eight seconds to full 
minutes, starting 10 days before 
opening, and running into our closing 
day. Also, stations recognize that we 
are legitimate news to their audiences, 
and on cover us completely as a 
public service feature. For instance, 
two TV stations and two radio sta- 
tions put a minimum of 30 hours on 
the air directly from the show this 
year. Some of this was regularly 
scheduled programming — news and 
weather programs, disc jockeys, etc. 
But more than a third of it was on the 
show itself. These stations not only 
promoted the show enormously, but 
they bought and paid for their space 
as exhibitors, and underwent substan- 
tial mechanical and technical expenses 
to do it.” 

No one has ever yet made a de- 
tailed study of the economics of this 
show. If anyone ever gets around to 
it, it should be very interesting. Con- 
servative estimate of the set-up time 
of the 185 exhibits in the 1959 Show 
(not including the construction of the 
Builders Show House) runs beyond 
5,000 man-days, 40,000 man-hours. 
Loading dock people figure more than 
2,500 vehicles are used to bring the 
show in and set it up. 

Exhibitors contract for space, only. 
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When they arrive, they find their 
space chalked off on the floor. Man- A savvy businessman 
agement does not furnish dividers or eee ‘ot ; ; in town, a bard rider 
back drops. Services must be specifi- ij. ee Se = DRE EEA IS: 
cally requested and paid for by the 
exhibitor. 

Ten days are allowed for moving in 
and setting up. Moving out is done in | Marott in Indianapolis! 
three days. Rule against starting to z G Looking for action? You'll 
break up before 8 a.m. the day after lie find the fastest draw of sales 
closing is strictly enforced. Floor is — 
cleared completely after closing hour 
on the last day. Not even exhibitors 
are permitted to remain on the prem- | rooms, whether you saddle up 10 or 400 men. Closed 
ises. gry aay show * 3 al- circuit TV is available and chow’s always on time. 
lowed to take out anythin igger oa a eee a i, RST : 
Guin tad cae amas broke Guest rooms? Spacious—with king size beds! Next 
This results in maintaining the pace 
of the show right up to the closing 
minute, Barren says. 


your typical salesman 
after a session at the 


ideas in any of the Marott’s 
twelve modern conference 


midwest sales meeting, corral your travelin’ men at 
the Marott—then watch ‘em start gunning for orders! 


Free parking in two areas on hotel premises. 


> Finding new exhibitors is no big . ee ee ee eee 
problem, but Barren works at it any- oo hee marott hotel 


way. His biggest job is to convince 
sales and advertising executives who 
have never seen the show that it is AN ees ia anita, achdaniadions 
big and productive. “They have the 
idea you can’t put on a show like this 
anywhere except in New York or Chi- 
cago,” he sighs. “It’s frustrating.” 


Nevertheless, most exhibitors who 
display nationally advertised merchan- | 
dise get substantial help from the | sa8 


manufacturers they represent. Roster : : 
of products on display indicates that in-town convenience / on-the-bay luxury — 


Barren’s missionary work has been with facilities for 1,000 conventioneers ! 


well done. 
Each year’s show takes form in | THe 
much the same way. In mid-Septem- NEW 


NORTH MERIDIAN ST. AT FALL CREEK BLVYD., INDIANAPOLIS, INDIANA 


ber, Exchange holds its annual meet- 
ing. Shortly. thereafter, new officers where downtown Miami 
and show committee sit down to make meets 

their plans. Space rates are settled— 
they were $1 to $2 per square foot for 
1959, and will probably go up a little 
for 1960—and the new brochure is 
approved. 

In mid-November, brochures and 
contracts go to all previous exhibitors. | Sg eo ee 
They are allowed 30 days to decide Sae a, Jey Sa. pagar 
whether they want the same space, as: 7 S > om IBS bt or call Miami, 
more, less or none at all. Each re- “ore : A, FR 9-886) 
newal carries a rate discount. Two- Managing Director ““‘eagreaas s ree 
year exhibitors pay only 80% of the | - 
established rate for their space. It’s | 
70% for the third consecutive year, PO LAND 
and so on until the exhibitor gets a | , 

50% discount for his fifth ar oe. Serving porter engens Half a Century 

Lapse of one year sends even the US SPA 


veteran exhibitor back to the 100% Easy to reach by TURNPIKE, Train or Plane 
bracket. This is why few exhibitors | POLAND SPRING HOUSE and MANSION HOUSE 


fail to reappear year after year. Be- Accommodations for up to 500 
Known for good food and fine beverages. 


Complete business and recreational facilities. 
Write for DATES and colorful literature. 


TA MANA —— Groups Invited May Through October. 


1725 TULANE AVE. : 
IN DOWNTOWN NEW ORLEANS nostalgic Handle-BAR Room 


Phone EX. 5411 TWX No. 407X Poland Spring Hotels, Poland Spring, Maine . . . Home of Poland Water 


Biscayne Bay 


today to the 


5 DEPARTMENT 


You'll get a “KICK” out of 
our gay-ninety decor and 
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in CHICAGO It’s 


EVERYBODY’S 


MEETING PACE 


. because the Sheraton-Blackstone 


Na ae ioe meets ts the space, facilities and budget needs 


of every business group! 


Well within your reach, the extensive facilities of 
Chicago’s famous Sheraton-Blackstone Hotel. If you’ve 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 


e 12 function rooms, capacity 18 to 1,000 e Convenient 
Loop location ¢ Helicopter service from airports— 
16 minutes to the Sheraton-Blackstone via Meigs Field 
¢ Entire hotel air-conditioned for your comfort. 


SHERATON Biackston E 


HOTEL 
Home of the famous Cafe Bonaparte 


Michigan Avenve at Balboa + Douglass M. Boone, Gen. Mgr. 


New Orleans 


... and of course 


JI 


The incomparable Jung . .. largest and finest convention 

hotel in the South. 1100 guest rooms, 10 oustanding meeting 

rooms including the Tulane Room (stage, service elevator). 
Delightful guest rooms and service in America’s most colorful city. 


FOR BANQUETS MEETINGS 
Tulane Room 1,000 1,400 

Green Room 200 

Tulane and Green Room 1,200 

Map Rocm 100 

Map Room 

Plantation Room i 
Rouge Rooms : 
Audubon Room 

Old New Orleans 


SE Sf EPRI TP eS 
Completely air conditioned—TV and radios 
Fabulous Charcoal Room —Comfortable Cocktail Lounge 
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tween 80% and 90% of the show is 
sold in the first 30 days to renewing 
exhibitors. 

Shortly before Christmas, a mailing 
goes out to announce the availability 
of the remaining space. This goes to 
about 3,000 prospects. From _ this 
point on, it’s first come, first served. 
Show is normally sold out by Feb. 1. 

While Barren spearheads the whole 
operation, he is surrounded and aided 
by an able staff. Show committee 
members are semi-pro’s. Barren’s as- 
sistant and secretary handle detail 
work, mailings, billings, contract files 
and a thousand other matters. 

A canny little 88-year-old Scots- 
man, Robert Miller, completes the 
operating staff. Spry, hale and in- 
credibly tireless, the little man has 
been show manager for every show 
since 1940. During the 1958 show, he 
announced he was retiring. Exhibitors 
and management gave him a hand- 


some leather reclining chair as a part- | 


ing gift. But no one was really sur- 
prised to find Miller back on the x 
again this year. And no one really 
lieves he won't be on hand again in 
1960. 

Barren feels the loyalty of his ex- 
hibitors is as important as the loyalty 
of his associates. “Essentially, this is 
an exhibitor’s show,” he says. “People 
come because it’s a beautiful and 
exciting thing to look at. They buy be- 
cause exhibitors are right there, pitch- 
ing hard from start to closing. All we 
do is give them a place to sell and a 
buying — 

An exhibit director of a large house- 
hold appliance firm whose products 
were on sale in three different exhibi- 
tors’ booths in the 1959 show says, 
“When we go into a consumers show, 
we're after sales and exposure. I don’t 
know anywhere we can get so much 
for so little as we can in Harrisburg.” 


Two New Films for Meeting 


TWO FILMS, a comedy and a how-to-do-it, have been released for 


industry. 


“Herman Holds A Sales Meeting,” the comedy, is intended to 
pep up sluggish meetings. It spoofs everything from expense accounts 
to sales meetings. Herman J. Flounder, [II, Flounder Foundry sales 
manager, gives his annual pep talk, rally or whatever you want to 
call it. He lays down the law. Through flashbacks during his talk, 
Flounder is seen in all the situations he tries to eliminate at his 
meeting. Assisted by his able secretary, Miss VaVa Voom, he is 
shown in scrapes with wine, women and over-loaded expense accounts. 
Nine-minute 16mm-film features sound and color. It is available on a 
$50 per day basis from Rudy Swanson Productions, 1616 Lehmann 
Lane, Appleton, Wis. 


“Group Brainstorming” is designed primarily for management. 
Producers feel that brainstorming is a terrific method to get ideas 
from salesmen who don’t express themselves at meetings or conven- 
tions. Method is successful because salesman can release his inhibitions. 
He will mention an idea—good or bad—without bothering to think 
of possible consequences, such as ridicule for a bad idea. Film shows 
leader all the advantages of brainstorming, how it works, how to set 
up a session and results that can be obtained. It is part of a kit. Kit 
includes 60-frame filmstrip in color, 14-minute recording and an 
instruction guide. Whole works can be obtained for $25 from Market- 
ing Communications, 45 W. 45th St., New York 36, N. Y. 
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WHEN 
CONVENTIONS 
COME 
MARCHING 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
.. + for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. . . superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
.-- 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


-+ + guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
Joseph E. Kosakowski, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


THIS KIND of activity was noted at the exhibit all through the show. 


Drama of Diorama— 
To ‘Outshow’ the Giants 


North Electric Co. selects diorama to compete against “giants” 


for attention and to tell its systems story with impact. Idea 


turned down at first but catches on at brainstorming session. 


By WILLIAM D. WILSON 
Director of Advertising, North Electric Co. 


THOUSANDS OF SMALL to medi- 
um-sized industrial firms are plagued 
by the growing enigma of “outshow- 
ing” trade exhibits of bigger, more | 
famous, space-happy and fatter- 
budgeting corporations. 

Not only is this common concern 
to the average company, but there 
often may be these trade-show-asso- 
ciated preparation problems to over- 
come: 


1. Indecision — “We've plenty of 
time; Project Ajax is more important 
and comes first.” 


2. Seeking autographs for multi- 
divisional approval—“You mean I have 
to pay $3,000 for just four lines of 
copy and display of only two of my 
products compared to everything T- 
Division is getting?” 


3. Selling engineers on a creative 
graphic approach rather than one 
based on a “nuts and bolts” theme — 
“We've got to show a working elec- 
tronbosis complete with 236 push- 
buttons, all doing something. Yes, 
even if it is one-and-a-half stories 
tall!” And we still must combine this 
graphic approach with vital technical 
representation to hold interest and 
sell a highly technical audience. 


So you've got problems, too! Open- 
ing day of this year’s earliest, largest 
and most-important-to-us electronics 
trade show was fast approaching. 
Though a pioneer and sesdior 1 in the 
field of telecommunications, my com- 
pany, to most in the expansive field 
of electronics, was primarily identified 
as a manufacturer of components. 

Our usual static display was defi- 
nitely out. A fresh corporate image 
had to be created to overcome exist- 
ing misconceptions and to dramatically 
reveal long-established, yet little pub- 
licized, system capabilities. Our de- 
sign, engineering and productive 
know-how to devise complex auto- 
matic control and switching systems 
for America’s top corporations, OEM’s, 
utilities and defense agencies had to 
be dramatically and effectively sold 
to the trade. 

With less than two months to go 
until Institute of Radio Engineers 
Show, and after grinding out various 
ideas to best accomplish objectives, 
I approached divisional and _ sales 
management with an idea that I felt 
would do the job most effectively. To 
back it up, our company artist roughed 
up a line drawing to visualize this 
approach. No sale! 

Shortly thereafter, a staff meeting 

was called by William Tucker, North’s 
president, who heard that THE idea 
had not yet jelled. Both divisional 
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SHERATON HALL 


Largest ballroom in Washington's largest hotel 


Every detail of the Sheraton-Park Hotel contributes to the one big effect you 
want ... a successful, stimulating, result-getting sales meeting or banquet! 


Sheraton Hall, the Sheratcn-Park’s new ballroom, can accommodate 2,000 
for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly 
below the ballroom connected by an escalator. Seven additional function rooms 
accommodate from 50 to 460 people. 

Between meetings, your members can enjoy all the relaxing pleasures of a 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor 
swimming pool, four tennis courts and a private train to take your guests 
around the grounds. All 1,200 rooms are air conditioned and have radio and TV. 
Three fine restaurants offer excellent dining at reasonable prices . . . there are 
also two delightful cocktail lounges for meeting and entertaining your associ- 
ates. And you and your members are only ten minutes from the heart of the 
nation’s Capital, in downtown Washington. 

The Sheraton-Park has years of experience in producing successful conven- 
tions. You can count on efficient service and excellent facilities! 


George D. Johnson, General Manager * Lewis M. Sherer, Jr., Sales Manager * Phone: Columbia 5-2000 * Teletype No. WA-75 


Siieninwen ° I ARK HOTEL 2650 Connecticut Avenue, N. W., Washington, D.C. 
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hold 
your next 
MEETING 


@ 10 function rooms—all air-conditioned 

(banquet capacity—1000 

meeting capacity—1200) 

OW}! © 400 guest rooms—many air-conditioned 
@ 12 acres of beautiful grounds featuring 


Olympic Swimming Pool, 
H Oo TE L 18-hole putting green, 
Free Parking 


A rea a we STA A staff of convention specialists Teletype CG28 


© Superb cuisine 


[ <4 e 1% R on a A e Nightly entertainment 


“THE SOUTH’S LARGEST Information and literature on request: 
CONVENTION RESORT HOTEL” Robert C. Trier, Jr., General Manager 


* Complete facilities adaptable to any 
type of function 


* Personalized attention to every detail 
* Convenient to railroad terminals 
* Located in the center of 
downtown Chicago 
* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


SOMETHING NEW 


»..under the Sun 


Nassau Beach Lodge, the newest name 
on Nassau’s map! Meet here in quiet 
seclusion and when deliberations are 


done, play your problems away under Sm Se ee. ae For The Life of Your 


the Bahamian sun. Swim in gentle surf 3 : 

or pool, sail, fish, water ski and skin- [7 te a i ho Convention 
dive, play tennis and golf, sightsee and ge ‘ a : 
shop (bargains galore). Nightlife in 

Nassau or at the Lodge is marvelous, 

the perfect topping to a pleasant and 

productive meeting. 


Get further details from: 278 ROOMS, wowann jounsons 
Arthur L. Norton, Nassau Beach Lodge, 22 SUITES - NA SSAWT a. 

5 . f Y CONVENTION 
Nassau, Bahamas; or WILLIAM P. WOLFE BE ACEI and The Convention 
ORGANIZATION, REPRESENTATIVES WALL FOR 300+ 
New York, 500 5th Ave. and Boston * Chicago COMPLETELY LOD SES 3 of Your Life 


Cleveland * Miami * Philadelphia * Toronto A!R-CONDITIONED NASSAU - BAHAMAS 


BRETTON WOODS 
NEW HAMPSHIRE 


LES I yp ENT HOTEL+*MOTEL The largest and finest convention meet- 


‘ . 4 | 3 ing resort in New England. 10,000 acre 
On the Boardwalk Atlantic City estate. 10 separate meeting rooms, ex- 
hibition hall, dining room seating 800, 
completely trained staff to make your 
work a pleasure. 18-hole golf course, all 
sports, entertainment, and the greatest 
chefs in the U.S.A. Convention season, 
June thru October, Write today for 
brochures, programs and menus, 


All Inclusive Rate . . . No Extras! 


ey : WIN CHESLEY, Director of Sales 


. ; 1 East 57th St., New York City, Plaza 5-7640 
Steckel, Sales Mgr., or phone Atlantic City 4-5151 
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heads and their sales, engineering and 
promotion executives were in attend- 
ance together with Robert Thompson, 
a Chicago design consultant. 

A few hours of brain-storming 
found us no nearer a solution—though 
progress was being made. We seemed 
to always channel back to how to 
best display our system concepts. 
Time was ripe for introduction of the 
rough sketch of my unsold idea —a 
map diorama-type display on which 
would appear in animated model 
form a representative number of our 
outstanding control and communica- 
tion systems. (Few present had been 
exposed to this idea or layout.) 

The idea caught on! Tucker liked 
it. Thompson liked it. So did others. 
We tore it apart—attacked it from all 
sides. It held up. The diorama was 
unanimously approved as our display 
vehicle. 

On Thompson’s recommendation, 
General Exhibits & Displays, Inc., 
Chicago, was engaged to execute the 
display. A week later, we viewed 
comps and after several changes (one 
heing to eliminate a movie or slide 
projector with screen behind the 
map) the layouts were approved on 
Feb. 11, five weeks before show-time. 

A few trips to Chicago helped 
expedite approval of a miniature clay 
model and life-size cardboard and 
wood mock-up of the map element. 
Animation and mechanics were ap- 
proved a week later. Narration timed 
with action still later, and then final 
approval on March 9. To meet the 
close deadline, the map itself and 
system models were farmed out to 
Chicago’s Dick Rush Studios. Anima- 
tion was placed in the hands of Charley 
Diedrich, General Exhibits. Stan Fair- 
weather, the display firm’s president, 
also took a personal and active inter- 
est in the project. Minor problems 
arose, of course. Animation proved to 
be more complex than originally an- 
ticipated, but the shipping schedule 
was met for our move-in day, 72 
hours before the show. 

A true “stopper” and yet in the 
finest of taste, the display’s decor was 
kept to three basic colors — midnight 
blue (back wall and seat cushions), 
white (canopy, copy, design elements, 
seating, side rails, product captions 
and Ericofon telephones) and natural 
mahogany (canopy and side rail trim, 
shelf for Ericofons, map frame, cap- 
tion holders and product shelves). All 
legs and other metal pieces such as 
sunken ash trays and planter are in a 
brushed aluminum finish. A salt and 
pepper carpet sets off the entire unit. 

Seating was built in the left side 
rail. Movable shelving is on the right 
rail for product display. A free cart- 
type rack was provided for adequate 
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HOTEL AND COUNTRY CLUB 
on the breeze-kissed Sound, Eastern Point,Groton,Conn 


HAVE MORE FUN — GET MORE DONE 


New England’s famous resort ... the ideal choice for your 


next sales meeting or convention, Outstanding accommodations, 


with special rates, between June 1 and September 15, 
for groups of 10 to 700. 


All yours... lovely surroundings, luxurious atmosphere 
in our meeting rooms, banquet hall, new Coffee Shop, Cocktail 
Lounge and famed Cinderella Room. 


Unsurpassed sports and recreational facilities, including 


our famous 18 hole Shennecosset Golf Course and club house, 


Olympic pool, tennis courts and children’s playground. 


You'll never forget the thoughtful service of our staff of 
convention experts... so all-important in guaranteeing 
a smooth running, successful convention! 


Call or write for 
Color Brochure 
and Rates. 

—— 


~~ 


A hotel created 
especially for 


CONVENTIONS! 


% LOCATION .......+°°° 


= 
5 
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COLLINS Ave 


Miami Beach's best convention location, Collins Avenue and Lincoln Road—ON THE OCEAN 
The DILIDO Hotel offers the finest Convention and Resort Facilities available anywhere. Just 


one block from the New Miami Beach Auditorium and Convention Hall 


x FACILITIES .~ . « A Modern Air Conditioned 350 Room Hotel 
COTILLION ROOM F 1200 
CONTINENTAL ROOM 950 
MOULIN ROUGE 400 
FLORENTINE ROOM 300 

OTHER ROOMS ACCOMMODATING 50 PEOPLE OR MORE 


LYMAN PICKETT 
SALES MANAGER 


ED KELMANS 
GENERAL MANAGER 


NOW a Packaged CONVENTION! 


Including: Room — Meals — Sightseeing Tour — Cocktail 


ty - o” ALL THIS... 
diiido 


MIAMI BEACH 
AIR CONDITIONED 


Party — Banquet — Poolside Barbecue and Water Shows. 


“ime as $Y G50 Sees 
3 DAYS 
AT LINCOLN ROAD, 2 NIGHTS 


Wire, write or call JEfferson 8-0811 for complete detailed information. 


PREMIERE SEASON 


the 
250 rooms « Pool « Private 
Beach « Cabana Colony « 
Night Club + Coffee Shop 


arcelond " Superb Cuisine « Bar 
x gnd*| dhcemplichmont 
CONVENTION |SPAC | net ne 


for * Pleasure, *Accomplishment, and Banquet facilities for 700 


*Convenience, the BARCELONA Convention 
P* A* C* is the plan for youl 


CC csnontenes 
Fabulous 40’s location—close 
to Nightclubs « Shopping 4reas 
Auditorium + Golf Courses 
Race Tracks « Fishing Docks 
Sightseeing 


SZ OCEAN AT 43rd ST. MIAMI BEACH - FLORID! | 


= For complete convention Pack write to: 
JACK PARKER, Managing Director 


JOSEPH CARBONE, 
Sales Manager 


Completely Air Conditioned 


Wesler T. Keenan, General Manager. Offices: New York, Circle 7-7946; Chicago, 
WHitehall 4-7077; Detroit, WOodward 2-2700; Washington D.C 
MEtropolitan 8-3492; Miami, Plaza 4-1660 


Des Moines’ central location and complete facilities . . . combined 
with our outstanding acc dations . . . assure you of a successful 
business convention or sales meeting. lowa's leading and prestige 
hotel offers you... 


@ 425 attractive modern guest rooms 
@ Air-conditioned rooms and suites available 
3 Accommodations for groups from 10 to 1,000 


Free TV and radio—cilosed circuit TV 
Unlimited parking space in conjunction 
Telephone CHerry 3-1161 . Teletype: DM 87 


ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Man 


nord et sud 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details ...a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every opportunity here for work 
and play at one of the most 

famous resort clubs in the Americas. 
Rates are surprisingly modest, 

and your inquiry is 
respectfully solicited. 


90 miles 
north of 
Moatreal 


Club & Cottages 
Mont Tremblant, P.Q. 
Canada 
Siegfried Faller, Jr., Sales Mgr. 

Telephone: St. Jovite 83 


Each of these 

Daytona 

Beach 

luxury hotels 

can handle 

up to-500 delegates 

comfortably. Combined 

convention facilities include 

air-conditioning, banquet 

rooms for 1000, three 

swiraming pools, beach 

and cabana colony. 
Large or small, your 
meeting will be more 
successful here, 


Write for details. 
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literature support. The map was still 
the iomentee — greens, grays and 
blue predominate with sonia of red 
and yellow plus other compatible and 
attractive colors on the animated sys- 
tem models. 

I don’t believe a written description 
of the animation will do it justice. 
Never, to my or General Exhibit’s 
knowledge, has lighting and motion 
been used as effectively and attrac- 
tively in a 20-foot trade display. Ro- 
tating radar screens scan the skies, 
micro-wave towers blink sky-high, cas- 
cading water falls (lights), TV camera 
pans, pipelines flow (lights), consoles 
are brightly lighted, car and con- 
veyor move, North plant shines bright- 
ly—and the climax: four gigantic mis- 
siles rise from camouflaged under- 
ground sites. They are all sequentially 
timed with a little over four-minute 
system narration heard over eight 
pure-white Ericofons (or by a hidden 
speaker system) and complete with 
integrated missile blasts and other 
dramatic sound effects. Gentlemen, 
we truly captivated our audience! 
We attracted and held the largest 
crowds of any exhibitor in the show. 

And on the backwall, stars twin- 
kle constantly, strobe radar beams 
flash, a plane blasts from the sky, 
and finally, in time with rising mis- 
siles, a brilliant strobe blasts as a 
missile takes off and soars off into the 


wild blue yonder. It wouldn't be fair | 
to reveal how all this was so effec- | 
tively created, but it is truly a sight | 
to behold —a story to hear! 
> You might well think this a mon- | 
ster to set up. It was assembled and | 
working in exactly four hours. We'll 
beat this by nearly an hour from now | 
on. Map section, after connecting | 
several cables, assembles in three! 
pieces — all sliding out of custom) 
crates. Walls, rails and other sections 
pack neatly in several other crates. 
Unit dismantles just as easily. 

Was it worth it? To quote Presi- 
dent Tucker: “The display did every- 
thing a display should do.” 

Once, when I was elbowing my 
way by the product shelves, I over- 
heard one of our engineers discussing 
with an important engineering execu- 
tive from one of the best-known elec- 
tronic giants the probability of a mil- 
lion-dollar order per year for one of | 
our new switching modules. As to 
actual dollar sales, it’s a bit early, but 
I'll be glad to report in a few months 
to anyone interested. (You rarely close 
a sale for a complete system over- 
night.) I am certain that many thou- 
sand corporate executives, scientists, | 
engineers and purchasers now possi- 
bly for the first time are well ac 
quainted with North Electric elec- 
tronics system capabilities. # 
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“I'm making a survey. How much of his exhibit will end up in your 


gameroom?” 
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MEETING 
IN THE WEST? 

If you are planning a meeting in 
the West (including Hawaii, 
British Columbia or Guatemala) 
—and if its success depends upon 
every fine service and facility and 
convenience, be our guest. 


Our experienced hands and sup- 
ply of fine accommodations for 
every type of meeting, trade 
show, convention, etc. is a con- 
ventioneer’s dream. We're lo- 
cated in most important cities 
west of Denver. Our exclusive 
Hoteletype service makes it pos- 
sible for you to confirm reserva- 
tions, make special requests and 
arrangements in a matter of min- 
utes. So the way is clear. Meet 
with Western Hotels, Inc. 


For more information on any 
one or all hotels, write: Western 


Hotels, Inc., Olympic Hotel, 
Seattle, Washington, or our 
Chicago Sales office at 37 South 
Wabash Avenue. 


‘Western 
Hotels 


INCORPORATED 
EXECUTIVE OFFICE 
Olympic Hotel, Seattle, Washington 


SEATTLE: OLYMPIC, BENJAMIN 
FRANKLIN, ROOSEVELT 
SPOKANE: DAVENPORT 
TACOMA: WINTHROP 
BELLINGHAM: LEOPOLD 

WALLA WALLA: MARCUS WHITMAN 
WENATCHEE: CASCADIAN 
PORTLAND: BENSON, MULTNOMAH 
LOS ANGELES: MAYFAIR 

SAN FRANCISCO: ST. FRANCIS, 

SIR FRANCIS DRAKE, MAURICE 
PALM SPRINGS: OASIS 

DENVER: COSMOPOLITAN 
BOISE: BOISE, OWYHEE 
POCATELLO: BANNOCK 
BUTTE: FINLEN 
BILLINGS: NORTHERN 
GREAT FALLS: RAINBOW 
SALT LAKE CITY: NEWHOUSE 
VANCOUVER, B. C.: GEORGIA 
HONOLULU: HAWAIIAN VILLAGE 
ANCHORAGE, ALASKA: Anchorage, Westward 
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SPANKING NEW Las Vegas Convention Center is less than half mile from hotels on the Strip. 


Aviation's Big, New Convention 


First World Congress of Flight put on in less than six months 


from announcement. Goes into new hall and comes out with fly- 


ing colors. One of most complex meetings and shows ever staged. 


BLACK DOT DROPPED out of the 
cloudless sky and streaked across the 
desert sand. Its wake jarred the 
crowd, not 100 feet away, with the 
supersonic boom! boom! as the jet 
veered straight up. In seconds it was 
a black dot again. 

Those in the temporary stands, and 
on the sands in front of them, held 
their ears as highballing jet planes 
ripped the quiet and rushed on to- 
ward mountains. Jet 
trails criss-crossed the sky as planes— 


surrounding 


in twos, threes, fours, even nines — 
zoomed and dived with eye-popping 
precision. Bombs lofted away from 
giant planes and their pink trails 
arced gracefully to their targets. Fire 
bombs raised black clouds on the des- 
ert floor. Flash explosions competed 
with the brilliant Nevada sun, and 
won. Just about every flying machine 
in the U.S. arsenal stunted across the 
sky — dropped bombs, fired rockets, 
raced madly in pursuit of the “enemy.” 


And this was the sideshow! 


Main event was 50 miles away. It 
was the First World Congress of 
Flight — housed in the brand new Las 
Vegas Convention Center and two 
outdoor areas. It brought together 
over 5,000 top civilian and military 
aviation experts. 
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Without question, World Congress 
of Flight was one of the most complex 
events ever staged — and it was put 
together in less than six months. 

All the odds were against a success 
for this conclave and show: 


1. There were exactly five months 
and two weeks between the announce- 
ment and the event itself. 


2. It was a “first” and hence some- 
thing to watch rather than something 
in which to participate. 


3. It was scheduled for Las Vegas, 
a city that has no long reputation for 
giant events. 


4. It was slated to go into a brand 


new convention and exposition hall — 
with all the misgivings this produces. 


, 


GEOMETRIC FIGURE was formed by metal poles in Thompson Ramo Woold- 
Wooldridge Inc. exhibit. Dage Division of company featured TV system. 
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EXPOSITION HALL to right of rotunda has separate entrance in addition to entrance through main lobby. 


5. It was international in scope 
and required negotiation with foreign 
governments. 


6. It required large seating capac- 
ity— minimum of 5,000 —and large 
exhibit area — for over 200 exhibitors 
—and large nearby outdoor exhibit 
areas, plus extensive airport facilities. 


7. It required coordination of six 
associations with the sponsoring group, 
plus over 40 participating group ses- 
sions. 


8. It had to have extensive volun- 
teer pool for all manner of services. 


9. It had to have a community 
that was willing to “stand on its head” 
if need be to aid the project. 


World Congress of Flight got all 
the things it needed and solved all 
problems, albeit some revolutionary 
steps to reach the goal. “It could only 
happen in Las Vegas,” says Ralph V. 
Whitener, managing director, World 
Congress of Flight, sponsored by Air 
Force Assn. 


> Air Force Assn. normally holds a 
national convention and show in Sep- 


WESTINGHOUSE seemed 
to use less imagination 
for its exhibit than 
usual. Parts of its ex- 
hibit have been used 
around the country 
more than five years. 
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tember. Executives of the group 
thought that United States should be 
site of an international meeting and 
exposition to mark the break-through 
into jet transport by major airlines 
around the world. They envisaged 
an exposition to feature products 


rather than institutional exhibits for 
companies. They saw a show that 
included transport planes, private 
planes, military craft and all the 
myriad products that keep them in the 
air or make them safer and comfort- 
able to operate. 
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TS of GM divisions were integrated into over-all design. 


WHY ShYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


% Private club atmosphere, distinguished ok Outstanding cuisine—private dining rooms 
service tx Superb facilities for relaxation and 
te Excellent meeting rooms, equipped with recreation, including 18 hole champion- 
all professional requirements ship golf course 
te Easily accessible (only 100 mi. from N. Y. % Beautifully appointed dati 
and Phila.) —Serviced nationally by lead- Write for Conference Booklet 
ing reilroads and 5 airlines and complete. details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. * Wm. W. Malleson, Jr., Gen. Mgr. 


NUMBER ONE IN Nassau BAHAMAS 


Nonts ul 


BEACH HOTEL 


Completely air conditioned ‘ 
right on the ocean. Fully equipped 
meeting rooms for large or small 
groups including the separate 
thatched-roof Jungle Club, accom- 
modating up to 800. 

New Cabana Club with Vision-Level 
Pool . . . private ocean beach, water 
sports, golf, tennis on 50 fabulous 
acres. Superb cuisine, entertainment 
nightly. 


Full details, dates available from 
REGINALD G. NEFZGER, Gen. Mgr. 
Represented by WILLIAM P. WOLFE 


New York, Philadelphia, Boston, 
Chicago, Cleveland, Miami, Toronto 


OOO O 
55250 


NEW YORK CITY 
Smart East Side Location 


THE 


elmont 


laza 


“HOME OF THE AIRLINES" 
Lexington Ave., 49th— 50th Streets 
PLaza 5-1200 


Eight banquet rooms beautifully 

appointed and decorated, correctly 

lighted and air-conditioned. 

Business and sales meetings and 

all social functions are assured 

the efficient service of our 

experienced banquet staff. 

® 800 outside rooms with bath 

© TV and air ditioning opti 

® Few short blocks from Grand 
Central and airline terminals 


FOR FULL INFORMATION 
WRITE: 


Robert Sarason, 
General Manager 


O55. 05.25 
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IN CHICAGO 
SMALL GROUP MEETINGS 


or less 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


WM. B. HORSTMAN, Gen. Mgr. + ROBERT R. CARRA, Mgr. 
PAULINE BROWN, Sales Mgr 


550 Air-Conditioned 
Guest Rooms 


A WHOLE CONVENTION TOWN 
for 50 to 800 under one roof 


EASY TO PLAN 
Resident Convention Manager 
Seried Assembly Rooms 
Public Address Systems 
Committee Rooms 
Banquet Hall—Baliroom 
Exhibit Areas 
Roof Garden Suite 
Private Reception Svites 
Spacious Bedrooms 
24-hour Room Service 
Barber Shop * Health Boths 


FUN FOR WIVES 

Special Programs 

Luncheon Parties 

Card Parties 

Fashion Shows 

Couturier Shops 

Sundecks * Buffets 

Lobby Concerts 

Beauty Salon 

Luxury Service 

Nightly Dancing 
Write for free Convention Organizing 
Folios—Coordinating folio for General 
Chairman—separate folio to guide 
sach special chairman 


HOTEL DENNIS 


Boardwalk at Michigan Avenue 
Atlantic City 
ATlantic City 4-8111 
John Leishman, 
Convention Mgr. 
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Originally, biggest problem was to | ° . id t | d 
find sry hie a Las Vegas | This time ees Meet aml S Sp en Or 
won hands down. It is the only spot 
in the country with outdoor areas | goe==== EE TT 
large enough to display aircraft next ’ ; 
door to an exposition hall and with 
an adjacent zrea from which aircraft 
can operate. Also it is a short drive 
to an airport that can accommodate 
jet aircraft (McCarran Field with its 
10,000 ft. runway). And in addition, 
it is 50 miles away from Nellis Air é wef 
Force Gunnery Range where military ge )) \ | 
aircraft performance and _ firepower f 
can be Gaucaune with ude. a CLU 1) YY iy ane 

Three exhibit areas were laid out. | 
Andrews, Bartlett and Associates, Inc., | IN PICTURESQUE SANTA FE 
professional show management, started | 
with something less than scratch to 
put the show together. There were 
few trained people available to put 
the show together in Las Vegas. The 
hall was new and not complete when 
show management moved in. Fortu- 
nately, Las Vegas brought Kenneth 
Watson, former manager, Chicago 
Coliseum, out of retirement to act as 
consultant on hall operations. 

Harold Bartlett, of Andrews-Bart- 
lett, negotiated with building trades 
unions for labor. Prices were high — 
building is booming in Las Vegas — 
but he arranged a deal that eliminated 
any chances of jurisdictional disputes. FURNACE CREEK 
Next he tackled the outdoor exhibit INN 
areas. 

Between Joe W. Brown Stadium IN DRAMATIC DEATH VALLEY 
(a race track) and Convention Center 
was a big area for outdoor exhibits. 
This area had to be fenced in and 
laid out with lights, PA system and 
electrical facilities for exhibits. This 
area was designed to handle small 
aircraft and military rocket exhibits. | DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 
(Latter included an Atlas missile | te, fonda, Saute, Fo. NM. Ac fred W. witehors or Fad Haney 
through which you could walk and after Labor Day to June 30. Write Los Angeles 14, California. Phone: 


" : oe Manager, W. W. Wallace. Phone: YUcca  MAdison 7-8048, Teletype: LA 1465. 
a Thor.) Race track stadium served 25511, Teletype: SANTA FE, N. M. 6) Tovar Hotel, Bright Angel 


as grandstand for demonstration of 586 Ledge, Grand Canyon National 
ich —_ ie Alvarado Hotel, Albuquerque, Park, Arizona, Accommodations for 
light planes. To use the track for a N. M. Accommodations for groups, up se up cn 200 October 1 to Apri 
" . . wat C) all year. Write Manager, Ray- rite Grand Canyon Resery ice 
rawey, fences had to be removed mond W. Williams. Phone CHapel Grand Canyon -. Teletype: 
along the judges’ stand and some | 7-071), Teletype: AQ 62. GRAND CANYON ARIZ. 372 


quarter poles. Then the whole thing | fyrness, “yet ian, eet aley Gr Contact: Monte S.Gordon, —_ 
had to be graded. Accommodations for groups up to 175  geles, Calif. Phone: MAdison 7-8048, 
November 1 to May 1. Write Manager, Teletype: LA 1465, 


ee 


Meet at the center of the “most interest- for memorable meetings. Meeting rooms, 
ing hundred mile square in America’”’ and _ banquet facilities, ideal year ‘round cli- 
enjoy the matchless accommodations of — mate. Available for meetings of up to 300 
one of the world’s most charming hotels, from after Labor Day to June 30, for 
La Fonda provides a unique background — smaller conferences year ‘round. 


Meet in the midst of scenic wonders—in and sightseeing trips, Furnace Creek Inn 
an atmosphere both relaxed and Juxuri- can accommodate groups up to 175 dur- 
ous. Unsurpassed recreational facilities, ing November, December and January. 
including swimming pool, tennis courts, Smaller conferences November 1 to 
nine-hole golf course, horseback riding May 1 


> Meanwhile, back at McCarran Field, 
other problems existed to make it an 
outdoor exhibit area for big planes — 
the biggest. An area near a hangar 
to be prepared to handle large planes... 
Area had to be fenced (6,000 ft. of 
fence were used for outdoor exhibits). , pennies 

Portable toilet facilities had to be in- Seats 7,000; two floors with 45,000 sq. ft. 
stalled. space; banquet facilities; large stage; 3 smaller 

Before the show opened, dozens of meeting rooms; central downtown location. 
“deals” were made and assistance lent raat Lincoln is easily accessible by train, plane, bus, 
to make the event possible. Mobile ‘ A = truck, car. Hotel, mete seapemensiere for 
Homes Manufacturers Assn., through ae ft Lie. F . eo ome = ao 
. tele ‘or complete details, write: 


its local member, provided trailers for 
ope ae ‘ bs Convention Manager 
use of exhibitors at McCarran Field. 
. gel Lincoln Chamber of Commerce 
These trailers were part of the exhibi- | 


tors’ “package.” Another part of the | LINCOLN, NEBRASKA 
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package was a sign — which presented 
a problem. Experiments had to be 
run to discover what kind of a sign 
could be used on a windy airfield and 
still stand up 

To jockey around huge jet transport 
planes (DC-8, 707, for instance) spe- 
cial tugs had to be brought to Mc- 
To assist, Clark Equipment 
Co. made them available. 

Back at the hall, workmen were 
busy with final installations (perma- 
nent auditorium seats, sound system) 
Right up until the 
painters were still at 


Carran 


and decorations 


show opened 


JACKSONVILLE 
FLORIDA 


The South's 
finest 
Commercial- 
Convention Hotel 


work and so were carpet men. Carpet, 
incidentally, covers the perimeter hall- 
way and stairs of the auditorium in 
soft luxury. 

Problems arose in bunches, says 
Whitener. “First three months, big- 
gest problem was to convince bom 4 
that Las Vegas was the place to hold 
this Congress.” After they had seen 
the facilities, this problem disappear- 
ed, he says. Then coordination prob- 
lems arose. Over 40 organizations 
planned some type of meeting in con- 
junction with the Congress, and they 
had to be fitted into major plans. Two 


* COMPLETE CONVENTION FACILITIES 
* BALLROOM FOR 1100 « EXHIBIT AREA 
* TRAINED CONVENTION STAFF 


In the Heart of Downtown Jacksonville 


Conceived and engineered as the ultimate in 
commercial-convention hotels, the Robert Meyer 
presents a unique “custom tailored facilities” 
concept... to make your 1959 executive or group 
meetings the very finest you have ever staged! 


@ One-floor “convention center” 


® Meeting and banquet rooms for from 25 to 1100 
@ Theater lighting; closed-circuit TV 
@ 550 outside, air-conditioned rooms 


@ Radio, TV and Hi-Fi in every room 


® Drive-in registration—elevators to rooms 


@ Inside parking for 250 cars 


@ PLUS a willing, experienced convention staff! 


Write today for full information, rates and availabilities— 
or call Jacksonville Elgin 5-441] 
Robert 8B. Neighbors, Vice President - General Manager 


months before the event, National 
Broadcasting Co. asked if it could 
televise an hour-long program to be 
sponsored by General Motors Corp. 
In return for this opportunity, GM 
had two large closed-circuit projectors 
installed in the auditorium to show 
remote pickups during the conference 
proceedings. Some 80 NBC tech- 
nicians, including crew from KRCA, 
worked at this meeting. 


> The nation’s press—about 300 strong 
—received royal treatment. Three 
large meeting rooms in Convention 
Center were turned over to the press. 
One room was fitted with 50 type- 
writers and telephones. Another was 
a hospitality suite (free bar service 
and soft drinks, courtesy Chance- 
Vought Aircraft, Inc.). Air Force Assn. 
public relations personnel as well as 
military public information officers 
were on hand to answer questions and 
supply reams of press  seenee on all 
events. 

Everything had to be done in big 
proportions. Some 4,500 hotel rooms 
were required. Over 1,600 exhibit 
personnel alone had to be housed. 
Advance registration went over the 
4,000 mark. 

“Beauty of Las Vegas,” says White- 


The Southwest's 
most popular 


Meeting Place 


Your visit to Phoenix, for pleasure 
or for business, will be more enjoy- 
able with the Westward Ho as your 
headquarters. 
Entire hotel air conditioned by 
refrigeration. i > 
500 delightful rooms and patio suites. 
Dining room, coffee shop, cocktall 
lounge. 
Paim-shaded patio and pool. 
Meeting rooms for groups of 5 to 1500 
persons. 
Complete convention service 
department. 
Centra! location — ample parking. 
Open the year around. 


The Westward Ho’s new 
Thunderbird Room seats 
1500, dines 1200. The- 
atre stage. Street level 
doors for display de- 
liveries. 


HOTEL WESTWARD HO 


Phoenix, Arizona 
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ner, “is that a problem here lasts just 
five minutes.” He explains with an 
illustration of transportation. There 
weren't enough buses to move 5,000 
delegates from the auditorium out to 
Nellis Gunnery Range to see the dem- 
onstrations. What did the city do? 
It closed all the schools for a day and 
had teachers drive their own cars out 
to the range and back with delegates. 
Teachers were delighted to volunteer, 
and of course, the children just loved 
the opportunity. “This is the sort of 
thing we get out here,” says Whitener 
as he flips a dial on a two-way radio 
set. 


> Throughout the meeting, radios 
were important. Whitener had a two- 
way radio in his car—supplied by Civil 
Air Patrol—as well as a paging unit on 
his belt. His belt unit operated while 
he was in the building. “With this 
spread-out operation, we'd be lost 
without constant communications,” he 
says. 

‘All key peop! had pager radio units 
and 10 two-way radios were in use 
for the Congress. Some 13 commit- 
tees (125 people) were involved with 
plans for this event. To keep track 
of them, you had a major problem. 

While Whitener shoved through 


operation plans, James H. Straubel, 
director, worked on the meeting ses- 
sions. They included speakers from 
around the world — top people in the 
field of planes and missiles. 

Program was divided into segments. 
An airline executive found one part 
of the program of special interest, 
while a private pilot had some ses- 
sions that affected him more directly. 
Military men had their part, too. 


> Special attention was given to ex- 
hibitors with a novel arrangement. 
Each exhibitor was given time to con- 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


Manoir 
Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
iN June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
-— Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 
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duct a briefing session about his prod- 
ucts. Special meeting rooms were set 
aside around the exhibition hall for 
these sessions. Briefing sessions, usu- 
ally conducted by a top man in the 
company, were in addition to the in- 
formal conversations in the exhibit 
areas, of course. 

Exhibits, generally, were outstand- 
ing. For the first time in any show — 
other than its own — General Motors 
Corp. combined some of its major 
divisions: AC Spark Plugs, AC Elec- 
tronics, Allison, Saginaw, Delco-Remy. 
Unified design of exhibits of GM divi- 


hy aplitup your group 2 


you can house all your people together... 
hold all your exhibits on one floor... at the 


SHERATON-CADILLAC 


DETROIT’'S LARGEST HOTEL 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 
Gives you all the specialized equipment and services of Detroit’s biggest 
hotel—plus one-floor convenience for your exhibits. With all members 
housed at hand, group interest stays high— meetings pay off in sales results! 


@ Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


17 function rooms offer accommodations for 10 to 1,000 persons. 


15,000 sq. ft. of exhibit space available—on one floor, assuring a more 


convenient and impressive show. 

1,200 attractive guest rooms, 

all with radio and TV. 

4 fine restaurants, 3 bars 

for relaxation and entertaining. 

All guest, public, function rooms, 

exhibit areas fully air-conditioned. 

Detroit’s only completely 

air-conditioned hotel. 


THE 


SHERATON-CADILLAC 


Mr. William Goldsberry, Sales Director 
Sheraton-Cadillac Hotel, Dept. A-5 
1114 Washington Boulevard, Detroit, Michigan. 


Please send me your Convention Brochure 
with all details, 
Name 
Compiny 
Address 


HOTEL 


1114 Washington Boulevard, Detroit, Michigan *« Phone WOodward 1-8000 


WHERE will you get more done 
WHILE you have more tun? 


NASSAU 


AND THE BAHAMAS 


You accomplish more on the agen- The Bahamas are near by plane or 


da because you relax so enjoyably — ship...and no passports are needed 
during the hours in-between! for American or Canadian citizens. 


For complete information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


MIAMI CHICAGO NEW YORK DALLAS 
1633-34 duPont Bldg. 1230 Palmolive Bldg. 307 British Empire Bldg. Adolphus Hotel Arcade (1406) 


TORONTO: 707 Victory Bldg. 


IDEAL 
CITY 
& 
LOOK AT YOUR DEALERS OR atiees't sect iaaialichin, win ities Docdl 
MEMBERSH/P AND COMPARE hibitio end fabulous tincale eed 
@ Function rooms accommodatin rovps 
LITTLE ROCK’S LOCATION... Sia Vo w» 400 0 Geemppcore aoe 
e @ Gala night club with top acts 
@ 226 luxurious rooms 
V CHECK THESE ADVANTAGES, TOO! ' 
Vv 4 modern hotels Vv Central location— 
¥ Ample air good transportation 
conditioned rooms V Excellent eating 
v Air conditioned facilities 
banquet rooms V Reasonable prices 
Vv Air conditioned 
municipal v Numerous golf 
auditorium courses 
Vv Historical sights v City of hospitality 
” 


FOR INFORMATION, WRITE OR PHONE 

H. J. BURFORD, General Manager 

SOUTHWEST HOTELS, Inc. pene y Op Fae Hen. SYREET, MIAMI EAS 
P.O. BOX 389 

LITTLE ROCK, ARKANSAS 


sions gave impact without their being 
overbearing. GM showed its heat en- 
gine (satellite power plant) for first 
time. The engine actually operated 
part of the mobile on which it was 
mounted. 

Sperry Gyroscope Co. and Reming- 
ton-Rand Univac joined “hands” to 
exhibit. Each division had one side 
of an island display. 

Large part of General Electric’s 
exhibit was designed as an office. The 
approximately 20 ft. by 30 ft. area 
was divided into three conference 
rooms and a reception area. This left 
plenty of the total 4,000 sq. ft. for 
G-E divisions to show products. 

Westinghouse Electric Corp. dug 
deep to come up with attractions for 
its booth. An “oomphometer” to meas- 
ure your “oomph” was resurrected, as 
was a foot vibrator. The former has 
been around for more than five years 
— probably closer to 10. Westinghouse 
paraballoon antenna — huge revolving 
sphere with outline of continents 
painted on it—served as theme center 
of the show. 

Actually, Douglas Aircraft Co., Inc., 
with its circular, revolving model of 
a DC-8 and smaller models of planes 
of airline customers, attracted more 
attention and was a more effective 
“theme center.” 

Prominent throughout the show 
floor were fluorescent-colored pith 
helmets, given away by Radiant Color 
Co. to promote use of fluorescent 
paints on aircraft. Hats cost the com- 
pany about $1 each. It distributed 
them in smal] batches until its supply 
of 1,000 was used. As soon as hats 
arrived at the booth, long lines formed 
to get them. Most visitors waited in 
vain. The small booth couldn’t hold 
more than a few dozen helmets at a 
time. 


> Because stage shows at Las Vegas 
hotels are prime attractions, and to 
insure that Congress delegates had a 
chance to see them all, a special desk 
was installed at the auditorium. Be- 
hind each of 11 telephones at the 
desk were representatives of 11 hotels 
who took show reservations and 
phoned them directly to hotels. 
Registration desks for delegates 
were manned under the direction of 
the Convention Bureau. Desmond 
Kelly, bureau manager, was kept hop- 
ping. The bureau’s quarters are de- 
signed into the new hall. However, 
they were not completed in time for 
the Congress and he had to operate 
between old offices and the hall. For- 
tunately, the city’s News Bureau could 
move into its new quarters in Conven- 
tion Center in time to be in operation 
for the Congress. Its photo lab facili- 
ties received a real workout—day and 
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niyht—during the hectic week of the 
Congress. 

Cadets of Civil Air Patrol and Ex- 
plorer Scouts volunteered their serv- 
ices as messengers. In addition, elec- 
tric golf carts scooted around the au- 
ditorium with key personnel. 


> If there was scurrying on the in- 
side, there was plenty moving on the 
outside, too. General Motors made 
25 brand new Oldsmobiles available 
to the Congress for a VIP motor pool. 
VIPs, when registered, were given 
pink badges which entitled them to 
chauffeur service. 

Some of the sidelights you seldom 
hear about a show: Andrews-Bartlett 
hired some master sergeants who were 
on leave to supervise workmen on out- 
door exhibits. When workmen gave 
up at about 11 p.m. Saturday night, 
after putting in a full day from early 
morning, new recruits were enlisted 
outside a Negro church as a night- 
time service ended. Auditorium’s 
ground-floor seats were not in place 
for the opening session until 4 a.m. of 
the first morning of the meeting. 


> Difficulties to arrange outdoor ex- 
hibits of planes simultaneously with 
indoor exhibits of products are not 
exactly new to Andrews-Bartlett and 
so the smooth operation was no sur- 
prise to the Air Force Assn. Andrews- 
Bartlett handled the first air show in 
1957 and all those that followed. For 
the recent show, it divided outdoor 
space into plots of 50 ft. by 100 ft. 
for small craft and 100 ft. by 100 ft. 
for the “big birds.” 

Buses circulated between audito 
rium, hotels and McCarran Field, su 
that visitors could see everything 
quickly—or as quickly as you can see 
over 200 exhibits (which includes 
walking through new jet transports). 
Buses picked up delegates without 
charge and ran on frequent schedules. 

According to present plans, World 
Congress of Flight will be a biennial 
event—and in Las Vegas. Its new hall 
with giant movable walls and well- 
designed meeting rooms — in addition 
to 7,500-seat auditorium—are ideal for 
the Congress, says Whitener. 


> To exhibitors, one of the biggest 
surprises of the show was the ease 
with which they moved in. Even the 
most complicated exhibits seemed to 
be up ahead of schedule. To Harold 
Bartlett, it was no surprise. “All you 
need to set up a show is a lot of 
hands. We rounded up plenty of 
labor. That’s all we needed.” 

There were two giveaways at the 
show in deference to Las Vegas. Fair- 
child Engine and Airplane Corp. gave 
away string ties to VIPs (the press, 
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COMPLETE CONVENTION 
FACILITIES PLUS 


LAS VEGAS LUXURY 


__—at Economy Prices! 


py eI, 


a 
jPeMexe ROOMS at The World’s Largest Resort Hotel! 


Lu 
Pea ; DOUBLES * CAFE CONTINENTAL, America’s most spectacular 
ee theater-dining room! Dining capacity 700, 
aa a SUITES can accommodate up to 1000 for special events! 


* 2% te PRIVATE BANQUET ROOMS with special kitchen facilities. 
All air-conditioned Serve also as meeting rooms for 200-300 persons each. 
> and with at-your- Ye TICKER TAPE LOUNGE for private cocktail parties for 


. door-parking up to 150 persons. 


* > 4 EXHIBIT SPACE...complete audio and visual equipment...special 
ft ‘ installations for displays... flexible to meet any exhibitor’s needs! 


° a PLUS unmatched cuisine, mammoth swimming pool, lounge, shop 
Y a6 promenade, and all the fun for which Las Vegas is famous! 
WN + *- On Stage! The exciting show-spectacle direct from Paris! 
“et. LE LIDO DE PARIS 


a . “THE WORLD’S GREATEST FLOOR-SHOW” 
—LIFE MAGAZINE 


LAS VEGAS, NEVADA 


UNITED HOTELS 
Phone Convention Department — DUdley 4-6350 ENTERPRISE 


The wltimate im conwentiom 


facilities are im... 


“ amnta Monica 
America’s all-year vacationland 


IN FABULOUS LOS ANGELES COUNTY 


Sts Monica’s modern new civic auditorium — an entriely new con- 
cept in theater, convention and trade show auditoriums offers 21,360 
square fect of exhibit space, enough for 150 booths. ‘This multi-purpose 
2.750 seat auditorium with adjoining meeting rooms has the latest in 
air conditioning, engineered accoustics and high fidelity sound systems. 
1,800 meals can be served simultaneously in the main auditorium with 
500 more in the adjoining wing. Parking for 1,850 automobiles. The 
auditorium is rent free for conventions and there are attractive low 
rates for commercial and exhibit use. 


Santa Monica offers plenty of the very finest in hotel accomodations. There's 
sport fishing... tennis... swimming... Sailing. Home of famed Pacific 
Ocean Park... close by desert and ski resorts... Disneyland... Marine- 
land... Catalina island... miles of clean beaches and scenic drives. Smog- 
free ocean-fresh air all year long. 


For information write: CONVENTION BUREAU, 
Chamber of Commerce, 109 Santa Monica Boulevard, Santa Monica, California 
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Fort Lauderdale’s only convention hotel 


= 
GALT OCEAN MILE HOTEL 


For detailed 
information write 
Convention Dept. »-1 
GALT OCEAN 
MILE HOTEL 
Fort Lauderdale, 
Florida 


conditioned lus..ry hotel provides convention facilities 
for the first time in this Gold Coast ‘‘ Venice of America.” 

In addition to enjoying the pleasures of a 600-foot 
private beach, olympic-size fresh water pool, adjacent 


par 3 golf course and vast sunning patio, you have avail- 


able pillar-free meeting rooms for 50 to 1000 persons. 


To get things done... 


have more tun 


COME TO POINT CLEAR, YOUR PRIVATE PLEASURE-LAND! 


° New Lagoon Reom 


* Skylounge 
—4 © Lakewood Club 
re j 
wip * Championship Golf Course 
= POINT CLEAR, ALABAMA e Deep-sea cruisers 
i ¢ Swimming pool and white sand beach 


Distinguished cuisine and service, plus luxurious comfort and the 
privacy of a 350-acre estate have established Grand Hotel as a 
favorite resort for discriminating guests. 100% air conditioned. Add to 
these features the finest of meeting rooms and you have all the 
facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 


ae 
Pauc~ 


For Convention Information Kit, write James M. Pope, Resident Manager 
Harry A. Peters, Jr., Director of Sales 


GRAND HOTEL © POINT CLEAR 


Murray Stevenson. Vice President 


Maximum 200 persons (120 double rooms and suites) 


ALABAMA 


wore ° ” HOTEL SHERATON 
TWO BLOCKS OF BANQUET AND CONVENTION FACILITIES F FOR ‘12 12 10 1200. PERSONS 
IN 5 TO 500 ROOMS WITH 90,000 SQ. PT. OF EXHIBIT SPACE. 


@ Air conditioned bedrooms 
@ Large screen television 
4 Conference rooms 
@ Free parking for 500 automobiles 
@ Drive-in entrances for motorists 


WRITE FOR INITIAL BROCHURE!! 
Tom McMann 
Director for Sales 


245 ELMWOOD AVENUE GRant 8035 BUFFALO, NEW YORK 
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Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS - BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


a 


Lak 
He 
Hs 


HK 


fils 


rid 


Hit 
Hil 


._— 
= 
S 
test 


AHHH 


PHILADELPHIA 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 


* Meeting and Functional Rooms 
for 10 to 850 


MICHAEL A, DEVITT, Soles Manager 
1512 SPRUCE STREET © Kingsley 5-0100 
B. B. LEIDER, Managing Director 


CONVENTION ADDRESS 


No matter how many poli- 
tical conventions you’ve 
attended, the greatest 
convention address you've 


ever heard is shown below. 


CHALFONTE ~~ HADDON HALL 
on the Boardwaik, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 69 years 


Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS e |. L. HAVERLY 
LAWRENCE B. RAUGH « JAMES E. KNAUFF 


SALES MANAGEMENT 


What's the New Hall Like? From a distance, Las Vegas Convention Center 
appears as a huge flying saucer come to rest on the desert. It is more 
handsome at night than during the day. Inside, it probably is the best 
laid out convention facility in existence. Circular auditorium seats 7,500. 
Adjacent exposition hall offers 90,000 sq. ft. of space. Many small meeting 


rooms are available, and for all practical purposes, parking is unlimited. 


too). This tie with figure of Pegasus blue. These plastic chips — not too 
on the slide, was the pass into Fair- popular — were given away at the 
child’s hospitality suite. Another give- booth by Mechanical Division, Gen- 
away: poker chips in red, white or eral Mills, Inc. @ 


GRAND BALLROOM 
meeting capacity 1000 
air conditioned lift from 
street for automobiles or 


heavy equipment 


COLONIAL BALLROOM 
meeting capacity 500 


IN ADDITION ... 22 private 
Dining and Meeting Rooms 
accommodating 20 to 
200 guests. 

with 


FIVE DISTINCTIVE 


this complete PUBLIC DINING ROOMS. 


“FACTS FILE” rrr | 
FILE 


FOR PLANNING ATONVENTION 
aT Tee tecevin WOTRts 


8 Minutes 


: . to Airport 
Yes, this handy file folder contains complete 
: ; ; 10 Minutes 
information for detailed advance planning .. . to Rail Depot 
dimensioned floor plans of the many beautiful Skirvin Dt liiesstiese 
catering rooms, suggested display and table From Lobby 
uest 
R 
arrangements, colorful descriptive folders on High-Speed 
accommodations, a listing of pertinent facilities, along DIRECT 
- de , TUNNEL TO 
with any special information you may desire. The only BOTH 
thing we can't put in this folder is the Skirvin's cannot 
MUNICIPAL 


far-flung reputation for a:‘’personal touch"’ that assures ‘ 7 : AUDITORIUM. 


you of a tremendously successful gathering. 


Write for your ‘Facts File’’ today otel Muehlebach 

and MUEHLEBACH TOWERS 

THE (jy. 

a 12th STREET AT BALTIMORE AND WYANDOTTE 

) , | KANSAS CITY 5, MISSOURI 
HOTELS | 
DAN W. JAMES, President and General Manager 
Broadway at Park Ave., Okichoma City, CEntral 2.4411 


Barney L. Allis, President 
M. F. Landon, Sales Manager 
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TO CAPTURE CROWDS, Alemite uses pin-ball machine. Far right, John P. Harrington, manager, 


Petroleum Products and Chemicals, with his assistant, Dan Martison, and the “stopper”. 


sh = = 


Alemite ‘Stopper’ Goes Great (grease) Guns 


Refitted pin-ball machine used to snare show traffic. Product 


pictures worked into game. 


Players must register. Pleased 


“IF WE CAN'T STOP ’EM, we can't 
sell ‘em!” 

On this predication, executives at 
Alemite Marketing Division, Stewart- 
Warner Corp., Chicago, went ahead 
to work out the scheme designed to 
snare passersby with tired feet and 
mild interests in lubricating lines. 
John P. Harrington, manager, petro- 
leum products and chemicals, went 
along with the certain fact that “the 
big problem in any show is to stop 
traffic.” 

Here’s what Harrington’s division 


did 


1. Bought a pin-ball machine and 
had it completely re-worked, with full- 
color product pictures to fit in with 
its new chemical sales program 

2. Set up a system to avoid may- 
hem in the booth. Each contestant is 
obliged to register (given a number 
as at a meat counter) and play the 
game when his number is called. 
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Handles 60 players an hour. 


with results; plan to use locally. 


3. Ruled that a single game con- 
sists of an opportunity for the player 
to throw the puck 12 times. In order 
to win, it is necessary for the player 
to get the puck into each of six differ- 
ent openings at far end of the board. 


If the plaver is successful in throw- 
ing the puck into an opening, one of 
the chemical products illustrated on 
the glass background will light up. If 
he is expert enough to throw the puck 
into all six openings, six products 
light up, a bell rings and he wins the 
game. As a prize he is given a set of 
sportsman binoculars. 


> If the player loses, he is given a 
consolation prize. At the National 
Auto Dealers Assn. show, a typical 
consolation prize was a small “bloop 
ball” with the wording “Alemite Pe- 
troleum Products” imprinted thereon. 
“Bloop ball” is a little larger than a 
baseball, light in weight, and erratic 
when thrown, thus losers had fun, 
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too. At Automotive Service Industries 
show, the consolation prize was a 
folding yardstick with a chemical mes- 
sage printed on one side. 

“Our experience indicates that we 
can anticipate one out of every 12 
players beating the game, with about 
60 players per hour using the ma- 
chine,” Harrington explains. “Prizes 
cost about an average of $10 per hour 
of constant play.” 

Does it work? “At the N.A.D.A. 
show we had over 800 registrants in 
the two and one-half days the game 
was active. At the A.S.I. show we had 
over 1,100 registrants in the three 
days the game was used. At times 
there were as many as 20 people 
waiting to play the game, and this 
gave us an excellent opportunity to 
expose them to our new chemical 
products, our new marine line and 
our spring promotion.” 

The machine is being made availa- 
ble to Alemite distributors for local 
shows at a nominal fee which covers 
the maintenance costs. 

“I know it was a pleasure for me 
to look down the long aisles at Navy 
Pier in Chicago,” Harrington admits, 
“and notice people casually walking 
by other booths when ours was 
jammed with key jobber personnel.” 

* 
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ANNOUNCING 
The Completion of New and Expanded Facilities 
at the 


WORLD'S NEWEST, LARGEST, FINEST CONVENTION-RESORT HOTEL 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
[Private conference rooms for 10 to 100 » Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 
for groups up to 4,000! Private dining rooms, formal dining 
rooms, casual coffee shop for fine food at popular prices. 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 


14 acres of oceanfront luxury—5 cocktail lounges—exclusive 
shops—La Ronde Supper Club— Yacht Basin. 


1,000 Rooms, 300 Cabanas 180,000 Sq. Ft. Exhibition 


i 
FREE GOLF at exclusive oe ea 
country club Spacious hospitality it 


1,000 feet oceanfront beach Ample undercover parking 


2 Swimming pools, putting green, tennis 


CABANA, YACHT AND COUNTRY CLUB # % 


ontain eble au ( 


NEW YORK OFFICE: CHICAGO OFFICE: 
Circle 5-7800 “  ANdover 3-4181 ‘a 
Teletype: NY 1-528 Teletype: CG-829 c 


BEN NOVACK President 
DUKE STEWART Manager 


a WILLIAM BUCKLEY 


Director of Sales 


. ae 


MIAMI BEACH, FLORIDA 


ON THE OCEAN AT 44th STREET e 
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ONE OF FOUR traveling shows, this one appeared at a shopping center in Phoenix, Ariz. 


Ford Shows for Shopping Centers 


After success with last year’s station-wagon shows at shopping 


centers, Ford has developed four complete shows. Plans in- 


clude a prospecting stunt to aid dealers. Expect million at- 


tendance for 48 nine-day exhibits of cars, trucks, tractors. 


EVOLUTION OF SHOPPING CEN- 
TERS has given Ford Motor Co. a 
new marketing challenge. Many at- 
tract 200,000 shoppers every week 


Nearly all come by car. Ford figures 


at S44 


“FACTRON” is device at each show to do 
research and turn up prospects. 


market 
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these people are terrific sales pros 
pects for the automotive industry. It 
wants to capture at least part of this 
market. 

So Ford is taking its products to 
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market—supermarket, that is. Ford has 
scheduled 48 nine-day exhibits of cars, 
trucks and farm equipment in the na- 
tion’s major shopping centers. Pro- 
cram is known as American Road 
Shows. It is expected to be seen by 
more than a million people per month. 

Four shows are on the road. Each 
displays the company’s products in 
modern settings with new gadgets and 
inventions. Two units feature a “De- 
sign for Suburban Living.” Ford, Mer- 
cury, Lincoln and Edsel cars are 
shown in colorful settings. Settings 
contain the latest ideas in modern 


FIRST UNIT moves out from Dearborn on its cross-country tour of six months. 
Total of 33 vehicles are used to transport units to shopping center locations. 
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INCOMPARABLE 
CONVENTION & SHOW 


CENTERS IN THE SOUTH 


* Central Locations —excellent transportation accessibility 
* Flexible meeting and display space arrangements 
* Heavy duty elevators and power facilities * The latest visual and acoustical devices 
* Excellent banquet facilities and service 
* Guest rooms with modern decor. T.V. * All hotels 100% air conditioned 
* Ample garage facilities * Superb restaurants 


DINKLER PLAZA...ATLANTA, GA. 


Meeting capacities 25 to 2000 
Banquets to 1500 


Dances to 2000 
Guest Rooms 600 : 


DINKLER-TUTWILER...BIRMINGHAM, ALA. 


Meeting capacities 25 to 1800 
Banquets to 1300 
Dances to 1800 

Guest Rooms 450 


DINKLER-JEFFERSON DAVIS...MONTGOMERY, 


DINKLER-ANDREW JACKSON...NASHVILLE, TENN. 


Meeting capacities 40 to 400 
Banquets to 350 
Dances to 300 

Guest Rooms 400 


| DINKLER-ST. CHARLES...NEW ORLEANS, LA. 


| ior 
inkler 


— HOTELS Gus. VP. & Gen. ties 


MAY 15, 1959 115 


patio furniture, gardening equipment 
and pet care. Two fabric and alumi- 
num structures house special entertain- 
ment for youngsters and adults. 

Another unit presents Ford’s “De- 
sign for Country Living.” Scale mod- 
els and live action demonstrate the 
theme, farming of today and the fu- 
ture 

Fourth show is “Design for Station 
Wagon Living.” It exhibits new 
equipment for hunting, fishing, tour- 
ing and picnics 


> American Road Show units consist 


of 29 vehicles and vans, and four 
specially designed trailers. Traveling 
staff of 24 supervises the shows and 
mans exhibits. Each show covers 
from 10,000 to 12,000 sq. ft. of space. 
Several hundred different items are on 
display along with Ford Motor Co. 
products. These offer numerous pro- 
motional tie-ins for local merchants 
and dealers in all Ford lines. 

Whole idea is not completely new. 
Ford used a smaller version of “De- 
sign for Station Wagon Living” (Sales 
Meetings, March 7, 1958) to test the 
shopping center circuit during 1957- 


hold your convention 
in Jamaica --- 


it’s no place like home 


NEW YORK @ 


(5'4 Hours 


NEW ORLEANS 


—"- 


Jamaica, so near and yet so “foreign”, basks on America’s door- 
step just a short plane ride away. And the island has excellent 


facilities to handle gatherings of all descriptions. Costs are 


reasonable (anyone can save enough on “free port” purchases 
to pay for his stay!) And you certainly can combine business 


with pleasure, because in Jamaica, business is pleasure, too! 


for free color booklet and full information write 
Jamaica Tourist Board, 630 Fifth Ave., N.Y. 20, N.Y. 


JAMAICA TOURIST BOARD. New York Office: 630 Fifth Ave., New York 20, N. Y.; Chicago 
Office: 37 S$. Wabash Ave., Chicago 3, II|.; Miami Office: 901 Ainsley Bidg., Miami 32, 
Fla.; Canadian Office: King Edward Hotel, Toronto, Ontario, Canada; Executive Offices: 
78-80 Harbour St.; (P. 0. Box 284), Kingston, Jamaica 7, W.|. 
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58. Officials call exhibit successful. 
They estimate 3.5 million viewed the 
display. 

From experience with the station 
wagon show, company expects that 
the four units will attract huge crowds. 
However, to make them effective sell- 
ing devices company had to develop 
a technique which is new to the auto- 
motive industry, says one official. 


> New device is “Factron.” It is fea- 
tured at each show. Aim is to locate 
new car prospects for dealers and ob- 
tain marketing research data for the 
company. Participants are eligible for 
prize awards so company expects ma- 
jority who view the show to visit 
Factron 

Promotion kits and specially de- 
signed tabulating cards have been dis- 
tributed to shopping center stores. 
Stores, which participate in the prize 
award phase of the program, dis- 
tribute the tabulating cards to their 
customers for presentation at the 
Factron exhibit. 

Card has a space for the person’s 
name, address and seven questions 
that can be answered in a minute. On 
entering the exhibit, person places the 
card under a template. He codes his 
card for later machine processing and 
tabulating by using a special hand 
punch. He then drops the card in 
Factron, an_ electronically - operated 
depository patterned after a_tabu- 
lating machine. 

On closing night of the show, cards 
are used to determine prize awards. 
They are then forwarded to Detroit 
for complete processing. In Detroit, 
cards are sorted for new car prospects 
—as revealed by answers to the ques- 
tions. Letter, brochure and premium 
card are mailed to all prospects in- 
viting them to take a demonstration 
ride at their local dealership. They 
can also redeem their premium card 
by mail for a gift. Selected cards are 
mailed to the appropriate sales offices 
for distribution to dealers in the area 
of the shopping center. Dealer can 
then follow up by telephone or per- 
sonal contact. 

“American Road Shows will give 
Ford Motor Co. and its dealers some 
very effective help,” says E. E. :Roth- 
man, general advertising and sales 
promotion manager. “We think our 
job is to stay with the public, design 
our cars the way it wants them and 
display our products in association 
with the other new developments that 
are making family living more and 
more pleasant. We anticipate this 
program will prove extremely valuable 
not only to the dealer and the com- 
pany in terms of new car sales but, 
on the basis of research data obtained, 
to the consumer as well.” 
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the perfect setting for selling 


Famous Western Hotel hospitality is yours when sales meetings take you to the Pacific Northwest 
The Olympic Hotel's 1000 room capacity can house most or all convention delegates, and its extraordi 
nary range of private meeting and banquet rooms accommodate from ten to 1500 persons. PA systems, 
movie equipment, storage rooms, handy off-street loading docks are all put quickly at your disposal 
The new Olympic Grand Ball Room, Convention Hail (above) —a vast area over one-half block long—is 
easily the finest of its kind on the West Coast 


Meeting Banquet 

GRAND BALL ROOM 1500 1000 

. UNIVERSITY ROOM 750 500 
Meeting REGENTS ROOM 375 250 


SPANISH SUITE 1300 950 This popular meeting room accommodates up 

Room SPANISH BALL ROOM 900 600 to 900. Ample space is provided for displays 
raat is SPANISH LOUNGE 400 350 at the entrance to this room 

Facilities GEORGIAN ROOM 500 400 

OLYMPIC BOWL 500 375 

WILLIAMSBURG ROOM 250 175 

| COLONIAL ROOM 100 60 


PLUS 7 other smart rooms, each accommodating 25 to 100 persons. 


Write our sales office today for complete convention information 


THE OLYMPIC “2” HOTEL 
al The new drive-in entrance and freight eleva 


tors assure fast, convenient handling of all 


4th & Seneca, Seattle - Chicago Sales Office: 37 South Wabash Avenue baggage 


When in PORTLAND ... meeting, conventioneering is best at the 
Multnomah Western Hotel, convention headquarters in the Rose City. 
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What You Should Know 
About Labor at Shows 


Some points to keep in mind when you plan your next exhibit: 


Labor conditions are not going to be any better inside the hall 


than they are outside. Your show manager can do more than any- 


ane else when you have a problem. Plan early; take precautions. 


HERE ARE SOME TIPS on labor 
relations when you are an exhibitor. 
They represent opinions from the most 
astute men in the exposition field: 


1. Recognize the facts: Union labor 
is just as restrictive inside an exposi- 
tion hall as it is outside. You can’t 
expect a union to relax its prerogatives 
for a show. Union-shop conditions are 
part of the American economic scene 
which you can’t change in your ex- 
hibit booth area while erecting an 
exhibit. 

2. Labor relations is an art: Don’t 
try to solve a dispute yourself. Your 
show manager wields more power and 
has more experience. If a condition 
arises that you consider unfair, see 
the show manager at once. 


3. Talk to Convention Bureau: 
Armed with all the facts, see your 
show manager and get in touch with 
the local convention bureau. The con- 
vention bureau manager is sensitive 
to labor problems in his city, and more 
than anything, wants no trouble for 
show exhibitors. When you give the 
bureau manager all the facts, he im- 
mediately can get in touch with im- 
portant people in the city who can 
exert influence. 


4. Don't offer bribes: Don’t try to 
get your work handled out of turn 
by offering a bribe to workmen. This 
just whets their appetites. It creates 
a situation where they'll do nothing 
for anyone without a tip. It’s auto- 
matic: when enough people start to 
tip, everyone has to — or else. Union 
labor at a show is well paid and tips 
are not required to supplement in- 
come, 


5. Take precautions: Don’t get 
caught in a last-minute jam by arriv- 
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ing late for show installation. Get 
your material in as early as possible 
so that you can get started when labor 
is most plentiful. It’s much cheaper, 
too. Earlier your material arrives, 


more likely all your work will be done 
on straight time. 


6. Order in advance: Don’t wait 
until you get to a show to order 
electrical, carpentry and other help. 
Advance order allows contractors to 
plan for your needs. 


7. Don’t be a mat: Don’t let anyone 
walk all over you. If you feel some- 
body is trying something shady, don’t 
sit still. Don’t fight with him, either. 
Go directly to show re to 
have the problem handled. (Some- 
times one character might try a little 
“extortion on the side,’ unknown to 
his own union.) 


8. Don’t be emotional: Often petty 
annoyances work us up all out of 
proportion to their importance. [If 
union rules say only carpenters can 
touch anything made of wood, you're 
not going to change the rule no mat- 
ter how loudly you shout. The rule 
wasn’t made for your booth or even 
for the show, but for everything in 
which union carpenters could become 
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“| want you to do a good job setting up my booth, so here’s a bottle 


. of touch-up paint.” 
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A whole new world 
for your 


convention 


ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations... 

to seat any size meeting from 24 to 1600! 
e Monitored air-conditioning 
e Modern lighting and sound equipment 


e Outstanding cuisine... 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 
e Yacht anchorage on protected Indian Creek 


e 30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS —PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


Three delightfully different 
dining rooms to suit your every mood 


Informal gaiety and dancing in 
Harry’s American Bar — Garden Cafe 


Fabulous entertainment nightly 


i | fe P i 
oe Cage Syme FENES POMPEIAN ROOM —Accommodating banquets of 1200 and business sessions of 1600 


people. Four tiers assure all in attendance perfect view of the speaker's table. 


BILL POLLARD, Director of Sales 


JEAN S. SUITS, Managing Director 


SENO NOW FOR COMPLETE 
CONVENTION BROCHURE 


| 
el 
ne 
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30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting rooms 


New York: LOngacre 5-6225 + Chicago: WHitehall 4-7568 + Los Angeles: DUnkirk 8- 1151 
OCEANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 
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t ih LEGEND: 
Give your convention ae © ig owe Delta Air Lines routes 


== Interline Through 


a flying start with Delta’s new Plone Services 


Personalized 
Convention Service 


Delta’s PCS relieves you of all travel plan- 
ning detail—assures a smooth operation 
whether for group movement or individ- 
uals. Delta services will be tailored to your 
specific needs, will help boost attendance, 
make it a great convention. 


Fly DC-7 Royal Service Flights 
or thrifty ‘Flying Scot’’ aircoaches 


Just put your plans in Delta’s hands. 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
Atlanta Airport, Atlanta, Georgia ONE OF AMERICA’S PIONEER SCHEDULED AIRLINES 


Apply our 3 CONVENIENT MEETING SPACE 
iia Our new Convention Hall is designed 
GOLDEN RULE OF HOSPITALITY so that 9 meetings can be held 
. simultaneously ... each in complete 
* iv . Seati 5 ty 1600— 
FOR BETTER CONTESTS + BIGGER CONVENTIONS Tt eek 4000—-alk Gender one seat, 
BUOYANT SALES with perfect visability and acoustics. 
4 Exhibit area specifications, on request! 


PERSONALIZED SERVICE 


Golden Gate different? The difference 
is the personal touch... our Golden Rule 
of Hospitality that lifts your 
convention from an ordinary meeting 
to a talked-about event, with looked- 
forward enthusiasm for next year. 
Our personalized service provides 

its own executive convention staff 
and public relations experts, 

together with a battery of conference 
secretaries and photographers 

at your service ’round the clock! 


LUXURY AND COMFORT 

Ideal Golden Gate accommodations 
(all air conditioned) include hotel, 
motel, apartments and villas... 
featuring 3 swimming pools, 500 feet 
of private beach, shopping plaza, 
tennis courts, 3 cocktail lounges, 

2 dining rooms, coffee shop, dancing 
and continuous entertainment. 

For full details and color convention brochure, write 
J. Maxwell Meyer, Sales Manager 
William J. Hines, General Manager 


20 ACRES ON THE OCEAN AT 194th STREET 
MIAMI BEACH 41, FLORIDA 


eat ee Te ee — 
Bat alto ‘ ag 
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involved throughout the city. 

Before you allow yourself to feel 
that labor conditions at shows are not 
fair, talk to the man who handles 
labor relations for your company. His 
stories about conditions in your own 
plant will make any you can relate 
pale to nothing. . 

Strange thing about labor condi- 
tions at shows, they are amazingly 
good in relation to problems. Remem- 
ber, show labor is part-time help. 
There isn’t a show to set up or take 
down in the exposition hall every day. 
Remember, too, every exhibitor has a 
different labor requirement with most 
requirements unknown to contractors 
in advance. 

When in doubt about labor condi- 
tions anywhere, talk to your exhibit 
producing company. Most reputable 
exhibit builders have had experience 
in just about every exposition hall in 
the country. Most of them belong to 
Exhibit Producers and Designers Assn. 

Exhibit Producers and Designers 
Assn. is, in effect, a network of exhibit 
installation around the country. In 
just about every city, your own exhibit 
builder can reach a fellow member 
who will handle your exhibit erection 
and dismantling. This relieves you 
of all headaches. A local company 


8 Function Rooms, Seating 25 to 1,000 


pres 


w PITTSBURGH 


Sales Executives stay at and recommend 


HOTEL 
WEBSTER HALL 


Your Gracious Host in Pittsburgh 
4415 Fifth Ave., Pittsburgh 13, Pa. 


MAy flower 1-7700 
re Teletype PG 253 f 


150 Car Parking Lot Adjoins Hotel 


Every Facility for a 
Perfect Trade Show . 


13,000 sq. feet of 
Public Space Available 


A Personalized Hotel 
in the Heart of the 
Theatre District 
and Radio City 


1000 AIR-COND. 
ROOMS * TV 


Ve Beet 


15, 


New York's Newest HOTEL 


‘EDISON. 


; 46th to 47th Sts. + Just west of B’way 


has its own labor crews—does not have 
to rely on a labor pool. 
Show managers must deal with 


labor unions constantly. Usually they | 


can forestall problems for exhibitors. 
Sometimes they resort to novel ar- 


rangements. One show management 


sold space on an all-inclusive basis. 


Through its general decorating con- | 
tractor, it hired the entire installation | 


labor force and accepted responsibil- 


ity for all installations without extra | 
included in a | 
slightly increased price per square | 


charge. (Cost was 
foot of booth space.) Thus union re- 
strictions caused no pain to anyone. 

Another show manager maintained 


a small staff of union men at his own 


expense to make labor available to | 
any exhibitor who might otherwise | 


have been subjected to a high mini- 
mum for a petty job that involved 
only a few minutes’ work. Cost to 
show management was small, return 
in exhibitor goodwill enormous. 
Unquestionably, union labor rates 
are high—inside and outside an expo- 
sition hall. With this in mind, many 
exhibit designers are devising new 
plans and using new materials to sim- 
plify exhibit setups. As with all things, 
advance planning does more to elimi- 
nate problems than anything else. 


The Better Place in All 
PITTSBURGH for 
¢ SALES MEETINGS 
¢ CONVENTIONS 
BANQUETS *« SHOWS 
600 ROOMS 


8 Air Conditioned Function Rooms 


Henry J. Huemrich V.P, & Geni. Mer, 


VOLE 


AP ee NE tag Ae Dp eo 
om 


Executives: ideal facilities i 
SALES MEETINGS 
CONVENTIONS °¢ INCENTIVES 


Consider the advantages of 
the Edison’s newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices...con 
veniently located in midtown 
Manhattan 


Accommodations for 20 to 1000 


For Reservations 
call Robert D. Howard 


e s a 
Milton J. Kramer, pres So 
Ownership Management DY oe 


| Wf VY, WHA 


meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 + Teletype WA732 


—- 


CONVENE AT ” 
BEAUTIFUL... 


Grand 
* Hotel 


MACKINAC ISLAND 
MICHIGAN 


MODEL of 10,000 sq. ft. architectural display at American National Exhibition. 


All-plastic pavilion consists 


of umbrella-like structures joined together. 


FIVE UNITS of plastic pavilion were erected at Mitchell Air Force Base, 
New York, for wind velocity tests to insure stability before shipment. 


Progress on Our Fair in Moscow 


EXHIBITS | for National 
Exhibition in Moscow are now being 
constructed in Helsinki, Finland. Be- 
cause of time shortage, original open 
ing date of July 4 has been moved to 
July 25. Fair will close Sept. 4 
Latest big problem has been to line 
up contributors to the cost of a 20 
page official booklet to be distributed 
to visitors. Plan is to giveaway 3.5 
million booklets. At the moment, 12 
companies have made contributions 
producing the booklets 
Enough has been offered to under- 


American 


toward 
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write 1,450,000 copies so far. 

Guidebook will have a red-white- 
and-blue cover and contain a message 
of welcome from President Ejisen- 
hower on inside front cover. Illus- 
trated booklet will have layout of the 
grounds, information on exhibits and 
Circarama. It will help Soviet citizens 
to find particular displays — architec- 
ture, education, creative arts, 
tific, etc. 

American fashions will be given a 
prominent part in the fair. Kinds of 
clothes American men, women and 


scien- 


children wear — from work clothes to 
formal attire — will be modeled. Half- 
hour fashion shows — four times daily 
— will have Russian commentary. Live 
models will be non-professional. They 
will represent the wide —_ of eco- 
nomic groups and nationalities that 
make up the American Os greagers All 
models will be schoo in simple 
Russian phrases which will tell the 
audience, in Russian, where they live 
in the U.S. and what they do. 

Fashion show is sponsored by fash- 
ion industry. Funds for the venture 
are being raised from four sections of 
the industry — fiber and fabric pro- 
ducers, apparel manufacturers, retail- 
ers and labor unions. 

Guides for our exhibit in Moscow 
have been chosen. Mostly college and 
post-graduate students, majoring in 
Soviet studies —48 are men and 27 
women. They will leave for Europe 
aboard the Italian liner Irpinia on 
June 18. Ship will dock at Genoa 
and guides will reach Moscow about 
July 8 

More companies have contributed 
products and display items for the 
fair. Total has reached 474 com- 
panies from 32 states. Latest contri- 
butions include toys, sports and home 
equipment, and furniture. 

Sales Meetings’ Editor Robert Let- 
win is conducting a tour to American 
National Exhibition. Group will leave 
Aug. 9 for Moscow. In the group are 
top U.S. exhibit specialists. (For in- 
formation on how you might join the 
group, write immediately to: Robert 
Letwin, editor, Sales Meetings, 1212 
Chestnut St., Philadelphia 7, Pa.) 

Report from Moscow says Premier 
Khrushchev visited the site of the U. S. 
exhibit in Sokolniki Park and watched 
the erection of our aluminum-domed 
building. He has a special interest in 
it; U.S.S.R. will own it after the fair. 


USA 


SYMBOL for American National Exhibi- 
tion, designed by George Nelson & Co. 
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Chicago’s Most Exclusive Hotel... 


i 


« 


Now offers complete facilities 
for business meetings 


New Guildhall Ballroom 
Wide Range of Function Rooms 


Latest Equipment 


The Hotels Ambassador now offer red-carpet treat- 
ment plus the most extensive facilities available, 
for your next business meeting. With a complete 
array of rooms, starring the magnificent new Guild- 
hall Ballroom, accommodations are available for 
luncheon and dinner functions seating 6 to 600. 
Why not combine the finest in location, service, 
prestige and facilities (see listing) when you hold 
your next function. Let the Hotels Ambassador 
give your meeting an entirely new look, a new feel- 


ing of success at Chicago’s very best address! 


+ All the very latest lighting and special-effects equipment 
+ exhibition facilities + closed circuit television + visual 
aids and projection facilities + completely air-conditioned 
* comfortable seating throughout + parking by doorman 


service + Dictograph service available without charge + 


Choose Your Function Room at the Hotels Ambassador 


Dinner 
Capacity 


Reception Meeting 
Capacity Capacity 


GUILDHALL 600 1800 900 
FOUR GEORGES : 300 700 400 
GEORGE I 150 300 200 
GEORGE II & GEORGE III = 300 150 
THE CIRCUS___ 25 10 
GAINSBOROUGH ROOM 25 40 
CHIPPENDALE ROOM 90 150 
THE BATH . 50 75 
SARAH SIDDONS WALK-— 200 250 
JOSHUA REYNOLDS =e 2! 200 


For full information contact Catering or Sales Departments 


HOTELS 


Home of the Fabulous Pump Room 
NORTH STATE AT GOETHE + CHICAGO «+ ILLINOIS + SUperior 7-7200 
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EXHIBIT PREVIEW in New Orleans attracts mayor and other leading citizens. 


Allstate Builds Image 
With Traveling Art Show 


Commercials are kept out of Allstate’s art exhibit, but payoff 


comes in newspaper publicity and public goodwill. Company 


offers package to local art guilds who become show sponsors. 


AN ART EXHIBIT helps to create a 
new corporate image for Allstate In- 
surance Company, Skokie, II. 

Shown for its artistic values, the 
traveling art goodwill 
builder—not a come-on for an insur- 
ance sales talk. No agents or repre- 


show is a 


sentatives are on hand to promote sale 
of insurance. But, the exhibit pays its 
way in public relations 

Exhibit’s 50 pictures, created by 
such artists as Fletcher Martin, Law- 
rence Beall Smith, Adolf Dehn, Doris 
Lee, Arnold Blanch and Paul Sample, 
were originally commissioned for All- 
state's policyholder publication, 
“Home & Highway”. Scenes cover 
America from a New England church 
to a view of a Western drive-in thea- 
ter. 

First presented to a public audience 
in the Allstate home office in March, 
1958, exhibit has since appeared in 
seven other states. During the coming 
18 months it is scheduled to travel 
from Connecticut to Texas, with solid 
bookings running to September, 1960. 

Allstate removes the exhibit from 
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commercialism by arranging its book- 
ings through local art guilds and gal- 
lery groups which enjoy sponsorship 
billing. Although it will provide pos- 
ters, news releases, souvenir catalogs 
and other promotional material, All- 
state prefers the sponsoring organiza- 
tion to issue them. 

Local Allstate public relations rep- 
resentative works closely with the 
sponsoring group. He provides pro- 
fessional counsel and advice but func- 
tions in the background to allow of- 
ficers of the sponsoring group to take 
the bows. 

Allstate provides complete press 
packets to promote exhibit in the 
press. Packet includes an 8 x 10 black 
and white photo of each of the paint- 
ings plus.a set of color transparencies 
for publications with ROP color. 
When exhibit appeared in Memphis, 
Tenn., editors of the Commercial Ap- 
peal remarked that for the first time 
they had the opportunity to reproduce 
artworks in color. They had never be- 
fore been provided with color repro- 
ductions. 
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Exhibit received an enthusiastic 1re- 
ception in Jackson, Miss., Memphis 
and New Orleans. Praise given to 
Allstate for providing the show con- 
firmed officials’ opinion that this proj- 
ect presented a new and welcome con- 
cept of the corporate character to the 
public. 

Whenever possible, exhibit is 
booked into recognized galleries and 
museums such as the Mint Museum in 
Charlotte, N. C., where it was shown 
in November, 1958. However, Allstate 
regional public relations representa- 
tives may occasionally be forced to 
improvise in order to show the exhibit 
in areas where it is impossible to se- 
cure gallery space. 


> Allstate occasionally calls upon its 
parent organization, Sears Roebuck 
and Co., to assist in displaying the col- 
lection. In New Orleans, for example, 
exhibit scored a smash hit while on 
display in two Sears retail stores. 

Reception given the exhibit in New 
Orleans can be attributed to coopera- 
tion between Allstate personnel, offi- 
cials of the local Sears stores, and the 
New Orleans Art Association Guild. 
When the paintings were booked for 
New Orleans, Mrs. Clyde Barthelemy, 
local Guild president, enlisted Guild 
workers to sponsor the show and make 
arrangements for publicity and other 
details. 

T. Sterling Dunn, New Orleans 
Sears Group manager, gave approval 
to have the exhibit shown in the 
Sears downtown store and a suburban 
outlet. Local publicity was gained 
through television programs on two 
local stations and notices in three 
New Orleans publications, “Hotel 
Greeters Tourist Guide”, “This Week 
in New Orleans”, and the “Riders 
Digest”, a pamphlet placed on all the 
city’s public transportation. An article 
was published in the local Chamber of 
Commerce bulletin and 10 stories and 
eight pictures appeared in three New 
Orleans dailies. 


> One thousand art catalogs were 
distributed the day the exhibit opened 
and each New Orleans Sears store 
window contained a poster advertising 
the show. The ladies of the Art As- 
sociation Guild, in addition to contact- 
ing local press media, also sent out 
printed invitations and Guild bulletins 
to hundreds of persons. 

Exhibit was as successful here as it 
was in the many other cities. Tangible 
effects of the traveling show have 
been thousands of eo Bs of news- 
paper publicity and photographs de- 
scribing the exhibit. All identify All- 
state as owner and sponsor. Company 
achieved the institution sell it wanted. 
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SURPRISE IN CHICAGO 


You should know these surprising facts 


about Chicago’s incomparable 


Drake Hotel before you schedule your next 


meeting—large or small... 


1. While The Drake is one of America’s most distinguished 
hostelries, it doesn’t cost one cent more than other 
leading hotels to headquarter your meeting here. 


. The Drake is “‘alive.”? Meetings go like clockwork and 
everyone enjoys the warm, hospitable service in a set- 
ting of luxuriant comfort. 


Che SO wake Now $8,000,000 new! No hotel in the 


midwest can match The Drake for unsurpassed con- 
venience, location, facilities. 4 major meeting rooms 
accommodating up to 800, plus 16 committee rooms 

LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE - . 
SUPERIOR 7-2200 TELETYPE NO. CG1SS6 for functions of 12 to 300. 700 guest rooms. 100% 
G. E. R. FLYNN, Vice President—Sales air conditioned. May we tell you more? Phone or 

H. B. RICHARDSON, Convention Manager write for broch ure, 
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builds prestige, pleasure...and profit! 


There are many good reasons why American business 
leaders are selecting France for their next convention or 
group meeting. Most important is the special enthusiasm, 
excitement, and lift that spark any meeting in France. 


Firestone, Prudential, Arma-Bosch, The Flight Safety 
Foundation, and the Illinois Road Builders Association 
are just a few of the leaders who have chosen France this 
year as their convention site, sales-incentive goal, or 
employee-vacation headquarters. 


France is only a short overnight trip by air. ..a “long 
weekend” by sea. Steamship lines offer one free passage 
for every 20 persons in a group; airlines will carry one in 
fifteen free. Or, you can charter a plane and save up to 40%. 


Once in France, your convention hall and facilities are 
FREE. You get SPECIAL GROUP RATES in hotels and 
restaurants. And no matter which great resort you choose 
—Cannes on the glamorous Riviera, Deauville on the 
fashionable Normandy coast, or Evian on lovely Lac 
Leman—you get V.I.P. treatment every step of the way! 


You are among the leaders of American business when 
you have your convention in France. Yves Kob, Director 
of the Dept. of Sales Programs and Conventions for the 
F.G.T.O., will work with you and your Travel Agent to 
set up the most exciting meeting your company has ever 
had. Get in touch with him soon! 


THE FRENCH GOVERNMENT TOURIST OFFICE 


610 FIFTH AVENUE «+ NEW YORK CITY 21, N. Y. 


¢ THE NEWEST PRESTIGE MEETING SPOT OF FLORIDA'S WEST COAST! 


: 2 Colonial Anni | 
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and the Desert Ranch 


6300 Gulf Bivd., St. Petersburg Beach, Fia. 


OVER 300 


air conditioned twin bedded rooms 


IDEAL FOR 
WORK OR PLAY 


Meeting rooms for up to 600... all 
completely air conditioned . tastefully 
furnished rooms . . efficiencies . . . suites . 
delightful meals . . planned social activities . 
two cocktail lounges . . . tropical patios . - huge 
private beach . . . three swimming pools . . . three golf 
courses nearby . . . fishing . . . swimming . . . putting 
green . - baseball . . jai alai . _ horse and 
‘dog racing ( winter season) 


For information contact 
phone 22-1011 St. Petersburg 
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BUILDINGS for Gardner- 
Denver Co. exhibits at 
International Petroleum 
Exposition are shown at 
top. Buildings are air 
conditioned. Republic 
Supply booth, above, 
has a clear glass floor 
upon which visitors will 
walk. Glass floor is 30 
inches above ground 
level. 


ROTARAMA, glass en- 
closed observation deck 
in National Supply ex- 
hibit, is air conditioned 
for visitor comfort. 


Designs for Oil Show Exhibits 


EXHIBITS WILL BE HIGH, wide 
and handsome at the International 
Petroleum Exposition, Tulsa, Okla., 
May 14-23. Occasion is industry ’s 
100th anniversary. Here are artists 
concepts of three of the exhibits. 

Gardner-Denver Company’s centen- 
nial coincides with the industry’s. In 
honor of the double celebration, firm’s 
display equipment is painted gold. 

As top feature, company will un- 
veil its new drawworks—designed for 
deep drilling. Pumps, drills, wrenches 
and compressors are also on display. 

Equipment is housed in three spe- 
cial exhibition buildings. Two are 
shown in photo. Drawworks is fea- 
tured outside entrance to air-condi- 
tioned building on right. 
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National Supply Co., subsidiary of 
Armco Steel Co., has a 23,680 sq. ft. 


exhibit. Principal eve-catcher is a ro- 


tating world globe 30 ft. in diameter 


It represents the international scope 


of company’s operations. Globe is sup- 
ported above a glass-enclosed observa- 
tion deck, Rotarama. This permits 
visitors to sit in air-conditioned com- 
fort to observe exhibits outside 

Pool, fountain and a variety of ani- 
mated located under 
Rotarama. Curved ramp leads up to 
machinery area. Entire exhibit is sur- 
rounded by a “wall of flags,” on 50-ft. 
poles. Over-all design was created by 
Henry Dreyfuss. 

Republic Supply, subsidiary of Re- 
public Steel, will show a large selec- 


displays are 


Virginia 4 West 


Finest Meeting Facilities in 
All of Virginia Are Yours in 
These Expertly-Managed and 
Tastefully-Appointed Hotels. 


fe! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, on 
main lobby floor, seats up to 1,000. 
AIR-CONDITIONED Patrick Henry-Stone- 
wall Jackson Room (600). 
AIR-CONDITIONED George Wythe Room 
(100). 

ROOF GARDEN accommodates 500. 

8 additional AIR-CONDITIONED CON. 
FERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


HOTEL KING CARTER 
200 Rooms, Rates from $4.00 
HOTEL RICHMOND 
300 Rooms. Rates from $5.00 
HOTEL WM. BYRD 
200 Rooms, Retes from $4.50 
Write for FREE, interesti Brochure, 
Givi Full Convention Facilities in 
Detail and Floor Plans! 
TWX Connects all 5 hotels 
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I or Resort Con ventions 
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“Chamberlin 
Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30). 
Roof Garden. 300 Beautifully Furnished 
Rooms. All Outside, each with private bath. 


Open All Ya r 
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For Convention Fun 


in Big D 


Include a Buck Freeman 


Western Party 


Let Buck Freeman show you how to corral your share of Dallas con- 
vention fun. Complete planning and production for a Buck Freeman 
Western Party includes 
* Authentic Western Setting 

© Swinging Door Saloon 
* Range-Type Barbecue 


Dallas Hotels ... the New Auditorium ... and State Fair Park all have excellent 
staging facilities for a Buck Freeman Western Party. 


¢ Brass Rail Bar 
e Can-Can Girls 
¢ Western Entertainment 


Write or call for more information and brochure. 


FREEMAN Conranroe DALLAS 
3304 Commerce Street ° Dallas, Texas . Riverside 1-1514 


FREEMAN DECORATING COMPANY, 
3004 Commerce St., Dalias 


1800 Keo Way, Des Moines; 4517 Military Ave., Omaha; 
EXHIBIT AND TRADE SHOW SPECIALISTS SINCE 1930 


fc nl yen 
‘\'V&\ The Radi | YOU 
1 Mi \ The Radisson welcomes 
) WAN sie e 
PANE with EVERYTHING 
\ iy NA NN 
N ny NN BALLROOM capacity, 1,500 for AIR CONDITIONED public 
Nh VAR \ meetings, |,000 for banquets space 
a LN \' \\ OVER 18,000 square feet exhi- FREE RADIO-TV all rooms 
) ATO) bition and display space CLOSED CIRCUIT TV facilities 
\ \ Y NY FREE VISUAL AIDS supplied 500 first class guest rooms 
. hy ih Nt } 110 and 220 volt circuits GARAGE connecting—750 cars 
a a‘ 
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The Hotel of Distinction in the 
heart of downtown Minneapolis 


4) THOMAS J. MOORE DONALD E. CLAYTON 
Manager 


hy President 
| ; THOMAS FITZGERALD, Sales Manager 


disseny, 


= 250 hotel rooms and suites, and 84 new, 
modern motel units (housing for 800) 

right on the Gulf. Nine conference rooms, 
seating 50 to 1500... Banquet rooms 
for 25 to 1000. 6,000 sq. ft. swimming 

pool on beach. Varied recreational 
program and entertainment. Experienced 
convention staff. 


JIMMIE LOVE 
General Manager 


BEACH HOTEL 
and MOTEL 


Write for Brochure or call 


AY. AIR-CONDITIONED 
Be 
ee 2 
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PLEASURE 


(uh Hibbs 


DUDE RANCH and COUNTRY CLUB 
OCEAN SPRINGS, MISSISSIPPI 


Western informality and Southern charm 


make this 700-acre resort-ranch ideal for 
group ——- of —— size. Water = 

riding . . . swimming . . . of 
fishing. 


¢ HEATED POOL 
¢ 18-HOLE GOLF COURSE 


A GULF HILLS VACATION. . . giving 
“a bit ef the old West in the deep 
South”. . . IDEAL AWARD for sale's 
inceative programs! 


CLUB PLAN RATES 


$12 to $16 per person including all sports 
and wonderful meals. 


for full information and color folder 


' Dick & Gladys Waters, 
W Rh ihe, ; Proprietors 


that rivals the best in the world. 


NOW — ONLY ONE HOUR 
FROM NEW YORK CITY 
and ‘most anywhere in New 
Jersey (not much more from 
Philadelphia! ). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


ETINGS - as a8 Y 
BERKELEY- -CARTERET 


—o an ex4 
ecutive session 
of 6, or full-scale 
convention of 600, 
you'll find the type of set- 
up and service you uire, 
and a staff with years of know- 
how. Pool, Restaurants, Dancin 
Entertainment. All sports facili- 


OPEN A 
v.y.WOrth 2-4018 
elsewhere, call Asbury Park: 
PROSPECT 5-5000 
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tion of products. Exhibit is designed 
so audience walks on a clear glass 
floor elevated 30 inches above normal 
floor level. Glass floor is divided into 
four ft. squares supported by thin 
aluminum channels. It is specially fab- 
ricated from % inch Tufflex, a thin 
plastic filler, and a top layer of % 
inch plate glass. Supporting members 
are columns of fluorescent light units 
to produce a high level of shadowless 


illumination underneath the glass. 

Glass walled air-conditioned lounge 
at one end of the exhibit protrudes 
slightly onto the glass floor area. It 
creates the impression of a sunken 
room. Product displays are treated in- 
dividually to a certain extent, but all 
reflect the general character of the 
exhibit. Gallo Display Co., Cleveland, 
produced it. 

* 


TRAINING CENTER is opened in Rochester, N. Y. for Eastman Kodak's Verifax 
salesmen. Hume M. Deming, manager of the center, leads group discussion. 


Kodak Opens New Training Center 


WHEN SALES are up on a product, 
you don't leave it at that. It may be 
the time to give it an extra shot in the 
arm 

Eastman Kodak Company’s Verifax 
office copier sales have grown steadily 
over the past year. Yet, company re- 
cently established a business photo 
methods training center—to get more 
sales, to beat out competition. 

Company feels there is an untapped 
market for office copiers—and wants 
it. So far copiers have been used 
mainly for general office work. But 
new applications are being developed 
—copiers for production order writing, 
purchase-receiving, order invoicing, 
MAY 


1s, 3039 


etc. 

Training center schedule calls for 
about 14 one-week classes a_ year. 
Each one is composed of 22 Verifax 
dealer-salesmen. Large portion of each 
conference is used for instruction in 
sales technique. Salesmen practice 
sales talks and demonstrations. Mov- 
ies and tape recordings are made so 
dealer-salesmen can improve them- 
selves. New and old uses of copiers 
receive a full day’s attention. Com- 
pany later plans to offer a manage- 
ment clinic and a service clinic. 

Eastman Kodak doesn’t want to 
keep up with competition. It wants 
to forge ahead. # 


| 
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PLEAS: NESS* 
*Combining PLEASure with busiNESS! 

Combine convention business with gay resort 
life . . . put enthusiasm into each delegate, 
each group meeting. 

From the delegate’s viewpoint—the Daytona 
Beach Resort Area offers recreation . . . sports 
... attractions... entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 

From your point of view—excellent audi- 
torium space (2700 seats) . . . impressive exhibit 
areas .. . over 20,000 rooms .. . friendly at- 
mosphere to work in . . . gentle prices and 
strong convention committee assistance. 

This 2-way point of view adds up to— 
PLEASNESS (combining PLEASure with 
busiNESS . . . your pre-convention guarantee 
of success. 

ORMOND BEACH «+ HOLLY HILL « 


S. DAYTONA «+ PORT ORANGE 


DAXTONA 
BEACH 


RESORT AREA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


@y, South's Supreme 
W Hotel. with a 
Personal Touch 


Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva 
tars required and completely staffed and 
equipped 

Banquets—20 to 2000 

Twenty-seven (27) meeting rooms 
adjacent 

Five (5) regtaurants in latest vogue 
Nation's finest floor of meeting rooms 


Fabulous Empire Room with dining, dancing 
and star. ‘enterctaigment, 


Arcade Shops of latest decoration. 


Suites furnished in imported fabrics and 
collectors’ items 


Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Enter- 
tainment is the fastest 50 minutes in show 
business. 


A small City, within 


itself, with Southern 


hospitality flowering 


atianta Biltmore 


TOLEDO ¥ 


PANELISTS in United States A 


~ 


CONTROL ROOM in Toledo has engineer on 
hand plus interpreters. Program was trans- 
mitted in both English and Spanish. Trans- 
mission signal went by telephone and 
shortwave radio. Interpreters came from 
United Nations staff; translated everything. 


Owens-Corning Symposium 


“HELLO BOGOTA . this is 
Toledo.” 

Those words, spoken in Toledo, 
Ohio, and transmitted to Bogota, Co- 
lombia, Jan. 29, opened the first inter- 
American radio-telephone architec- 
tural symposium and linked together 
some 400 architects over 3,000 miles 
apart. 

Architects gathered in both cities 
to hear six internationally known 
architects participate in the first such 
cultural exchange to be held between 
Latin America and the United States. 

Those words also culminated six 
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months of intensive planning and prep- 
aration by officials of Owens-Corning 
Fiberglas Corp., sponsor of the unique 
program. Owens-Corning undertook 
the symposium as an expression of its 
belief in the value of communications 
and relations between nations and in 
the hope that it would improve and 
foster a better understanding with our 
Latin American neighbors. 

Leonard J. Currie, head of the De- 
partment of Architecture, Virginia 
Polytechnic Institute, Blacksburg, Va., 
as moderator and professional consult- 
ant to Owens-Corning, aided in choos- 


ing members of the panel. 

Those on the Toledo panel were 
Alvaro Ortega, a leading Colombian 
architect and visiting critic in archi- 
tecture at Harvard Graduate School 
of Design; Ieoh Ming Pei, designer 
of Mile High Center, Denver; and 
Carl Koch, visiting critic at Yale 
School of Architecture and assistant 
professor of architecture at Massa- 
chusetts Institute of Technology. 

Panelists speaking from Bogota were 
Marcel Breuer, designer of the new 
UNESCO headquarters building in 
Paris; Pablo Lanzetta, dean, School 
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v BOGOTA 


SIMULTANEOUS TRANSLATION kept _inter- 
preters busy in Bogota. Engineer, right, 
monitored. Audience heard panels via loud- 
speaker system. Standby transmission line 
was available in case of breakdown of two 
one-way circuits, but did not have to be used. 


Has Long-Distance Panels 


of Architecture, National University 
of Bogota; and Julio C. Volante, pro- 
fessor of architecture, Central Uni- 
versity, Caracas, Venezuela. 

John Noble Richards, of Toledo, 
president, American Institute of Archi- 
tects, introduced the program. Har- 
old Boeschenstein, president, Owens- 
Corning, in addressing the luncheon 
meeting held in Toledo said, “We 
have broader interests and broader 
responsibilities than ever before to 
cultivate friendships, and cultural as 
well as commercial interchanges be- 
tween our countries.” 
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When the program was formulated, 
Owens-Corning contacted American 
Telephone and Telegraph Company 
regarding the method of communica- 
tion. Robert E. Campbell, AT&T cus- 
tomer representative in Cleveland, ar- 
ranged for two one-way transmission 
circuits and one standby line for 
emergency purposes. Speakers and 
microphones were used so no one in 
either group would have difficulty in 
hearing the program. 

The signal was transmitted by tele- 
phone line from Toledo to White 
Plains, N. Y., where it was radioed by 


short wave to Bogota. In Bogota the 
signal was again transmitted by tele- 
phone line to the meeting at Tequen- 
dama Hotel. The program was con- 
stantly monitored in both Bogota and 
White Plains. 

Since the program was conducted 
in both Spanish and English, obtain- 
ing simultaneous translators was a 
major problem encountered by Owens- 
Corning. Interpreters for Toledo were 
obtained from the staff of the United 
Nations. Further difficulty: Marcel 
Breuer, speaking from Bogota, pre- 
ferred to speak in English, thus re- 
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THE WORLD'S AT YOUR FEET! ‘ng — fOr 
qutstaes city convention 


h ne 
When You = IM THE CLOUDS 
Convene at iI) 


RESORT HOTEL 
LOOKOUT MOUNTAIN, TENN. 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment. 


to October. 


UNUSUAL AMERICAN PLAN RESORT @ Ideal location in the heart of Kansas City. 
with food, service, and accommodations matching Chae 
the grandeur of a view encompassing seven states. Garage & parking facilities adjacent. 
Swimming Pool * Horseback Riding * Tennis ‘Seti 
Archery * Free Golf * Shuffleboard * Putting HOTEL ¢ 
Greens * Name Bands and Supper Club Stars. resident 


PLUS OUTSTANDING CONVENTION FACILITIES 
Seven Meeting Rooms—Largest seating more than 
500 . . . King Arthur's Roundtable—perfect for 
conferences of 20 to 40 . . . dining indoors or 
out . . . newly furnished comfortable accommoda- 
tions for groups to 350. 


IDEAL LOCATION . . . NEAR CHATTANOOGA . . . SERVED BY: 


Braniff * Capital * Delta * Eastern * Southeast 
More than 40 Daily Flights. Southern * NC & St. L 


16 trains daily. Hotel transportation from terminals. 


14th & Baitimore @ Kansas City, Mo. 


Write, wire or call collect: JACK M. SLONE, President 


Telephone: VErnon-!-1545 Chattanooga, Tenn. UNHURRIED, 0 
UNHARRIED it 


actle IN THE CLOUDS CONFERENCES 
Write today eee, TENNESSEE Conferences—large or small—are always 


more profitable in the relaxed atmosphere 

of The Manor’s 3500 acre mountaintop 

estate. Our New Terrace Wing offers the 

finest in modern facilities. New Terrace 

ime YOU h f Ballroom and Auditorium, additional con- 

Next time ave a conrerence, ference rooms, Terrace Cocktail Lounge, 

. suggest the complete banquet facilities. New indoor- 

outdoor Swimming Pool. 18 hole Champion- 

APPLE ship Golf Course. Every sport in season. 
Finest accommodations, delicious meals. 


Write for Conference IN 


Facilities Folder, ~~ ~ 


4) IN THE GOLDEN LAND ey £4 
J sweces POCONO MANOR 


Write, phone or teletype for 
information: Apple Valley 7-7271, 
teletype: Victorville Cal 8788 Pocono Manor, Pa. 
‘ Glenn W. Kissel, Manager « Betty J. Evans, Sales Mgr. 


John M. Crandall, V. P., Gen. Mgr. 
i ee 
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quiring an additional translator. Need 
for translation further complicated the 
audio line and necessitated additional 
equipment. 


> After months of planning, a high 
point in the project was reached on 
the day before the meeting when the 
circuit was tested for the first time 
and to quote all the people concerned, 
“worked like a charm.” 

With the symposium scheduled 
from 10 a.m. until 2 p-m., it was nec- 
essary to coordinate luncheons in both 
places to prevent any delays. Lunch- 
eons were monitored to keep the 
groups moving at the same pace. 

Henry F. Holland, former Assistant 
Secretary of State for Inter-American 
Affairs, was principal speaker at the 
luncheon held in connection with the 
event in Toledo. 

Julio Cesar Turbay, Foreign Min- 
ister of Colombia, was speaker at a 
corresponding luncheon in Bogota. 
He was introduced by John M. Cabot, 
U. S. Ambassador to Colombia. Luis 
Vera, who represented Jose A. Mora, 
Secretary General, Organization of 
American States, also was a luncheon 
speaker in Toledo. 

Mark Widerschein, Owens-Corning 
training manager, was in charge of 
overall arrangements for the program. 
John Marshall Briley, vice-president 
and general counsel, was chairman of 
the Toledo meeting, while George 
Cook, international division manager, 
was chairman of the Bogota meeting. 
M. J. Alves and J. B. Manley, Indus- 
trial and Personnel Relations Depart- 
ment, coordinated the Toledo meeting. 

The symposium was completely re- 
corded and transcriptions are availa- 
ble from Owens-Corning Fiberglas 
Training Center, Toledo 1, Ohio. 


> With the architectural symposium 
successfully completed, Owens-Corn- 
ing officials took a short and well- 
earned recess before employing the 
communications system again at 2:30 
p-m. for a Pan-American Contractors’ 
Round-Table. 

This three-hour round-table  cli- 
maxed an intensive two-week sales 
training effort, unique in size and 
scope, that Owens-Corning held in 
Bogota for its Latin American dis- 
tributors. 

Some 35 “students” brought to Bo- 
gota from all over Latin America at- 
tended classes from 8:30 a.m. to 6 
p-m., with some evening sessions 
scheduled. 

“Faculty” was composed of selected 
executives from Owens-Corning and 
subjects included markets, sales po- 
tential, product characteristics, appli- 
cation of methods and pricing. 

“School” employed a variety of edu- 
1959 
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cational techniques—movies, classroom 
lectures, application demonstrations 
and the round-table. Objective was to 
cover not only information that ap- 
plied directly to Latin America, but 
also the entire Fiberglas line of prod- 
ucts including insulation, noise con- 
trol, roofing and miscellaneous areas. 
During the school, questions that 
could not be fully answered by the 
staff in Bogota, or those that war- 
ranted further discussion, were for- 
warded to Toledo to be answered by 
the experts on the round-table which 
was carried over the radio-telephone 
system. By forwarding questions in 
advance, men in Toledo had time to 
repare their answers carefully. 
Other highlights of the school in- 
cluded a lecture on architectural sell- 
ing, a lively architectural promotion 
meeting and an application meeting. 


> Three suppliers of accessory mate- 
rials voluntarily contacted Owens- 
Corning and sent representatives to 
Bogota to assist with the school. They 
were Stig Sasse, International Divi- 
sion, Benjamin Foster, a manufacturer 
of adhesives and mastics; W. J. Haer- 
tel, president, W. J. Haertel Company, 
manufacturers of acoustical suspension 
systems; and Rolando T. Curtis, inter- 
national representative for Lok Prod- 
ucts, Inc., manufacturers of acoustical 
suspension systems. Other manufactur- 
ers supplied samples and literature 
which were invaluable in conducting 
the training program. 

Owens-Corning officials expressed 
complete satisfaction with the unique 
undertaking. The company expects to 
be doing this kind of thing in the fu- 
ture for other overseas markets. 


Sd 


IMPORTANT NOTICE 
TO USERS OF 


3¥4X4 SLIDE PROJECTORS 


If you use a Slide King, a Golde, 
a Delineascope or a Strong arc 
slide projector, you can now 
adapt to it: 
The Genarco Electric Slide 
Changer for 70 Slides 


IMustrated Literature From: 


GENARCO INC. 


97-00 SUTPHIN BLVD., JAMAICA, N. Y. 


after all... 
THERE ARE 
ONLY 10,000 
SEATS 


available. So let us know now-if you 
want to be with us on May 1, 1959, for 
Atlanta's greatest event since the 
G. W. T. W. premiere. (Only Rhett 
Butler and Scarlett O'Hara will be 
missing.) ... Construction Day cere- 
monies for the Atlanta International 
Coliseum and Merchandise Mart. This 
$20,000,000 project includes the na- 
tion's biggest coliseum, an 11-story 
ultra-modern mart, and a 608-unit mo- 
tel (the world's biggest). National and 
international celebrities and digni- 
taries, colorful ceremonies. Seats will 
not be sold... but they must be re- 
served, for 10,000 only. Write or call 
today! 


SOUTHEASTERN 
MERCHANDISE MART, INC. 


680 W. Peachtree St., Atlanta 8, Ga, 
Phone TRinity 3-2541 


INCENTIVE? 


Who has the most exciting incentive travel 
programs available this year? Alitalia. What 
airline offers the best service to almost all of 
Europe—to Africa, the Middle and Far East? 
Alitalia. Where will you find the best food— 
from 7-course first-class champagne dinners 
to appetizing Economy-class meals? Alitalia. 
How can you get “bargains” in incentive 
travel, like side-trips to any of 16 points 
in Italy at no increase over the Rome fare? 


ALITALIA! 


Contact your local Alitalia District Sales Manager or 
write: W. Barton Baldwin, Jr., Direct Sales Officer, 
Alitalia, 666 Fifth Ave., New York, N. Y. 

Offices in New York © Boston © Chicago « Cleveland 
Detroit « Miami ¢ Montreal « New Orleans « Philadel- 
phia « San Francisco ¢ Washington, D. C. + Buffalo 
Dallas * Denver ¢ Pittsburgh « Los Angeles and Toronto 
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‘Sound’ Answer to Sales Training 


Recorded situations make a game out of learning and need no 


props at meeting. Easy for salesman to identify himself with 


conversation. Group discussion is lively; instructs painlessly. 


By GENARO A. FLOREZ 
President, Florez Incorporated 


THERE CAN BE NO DOUBT about 
the basic value of visual aids in train- 
ing. Yet, there are situations where the 
presence of prepared visuals may ac- 
tually be a deterrent to the training 
process rather than a help. 

For example, we want a salesman 
to project himself into a realistic sales 
situation, and to work out a solution 
to a specific sales problem. He will do 
so far more effectively if he can relate 
it to his own selling situation—if he 
can mentally provide his own visuals 
—his store, customers he has known, 
himself as the salesman. Obviously, in 
such a selling situation, the presenta- 
tion of, say, a filmed dramatization of 
the scene might actually hinder the 
real salesman’s identification of him- 
self as part of the dramatized situa- 
tion. 

Many of our clients—among whom 
are such honored names as Cadillac 
Motor Car Division of General 
Motors, Sinclair Refining Company 
and The Ohio Oil Connetiies 
discovered this, and have exploited 
the principle involved with a new 
twist to an old device, the Florez-de- 
veloped Recorda-quiz. 

First, let’s look at what a Recorda- 
quiz is. As you will have surmised, it 
is a recorded version of a situation, 
usually a sales situation, in which the 
average salesman or dealer for that 
company might normally find himself. 


This makes it easy for the real 
salesman, as he listens, to put himself 
into the “picture” and actually see 
himself working out answers to the 
problem on the spot. 

That’s why it is so important that, 
in writing and casting the situation for 
recording, it be made to ring true. If 
it paints the salesman as a dope or his 
prospect as a pushover, it becomes a 
caricature and loses much of its ef- 
fect. 


After a minute or two of listening 
to this, the group is invited to point 
out where mistakes were made—and 
“what I would have done if I had 
been in his place.” Response is in- 
stantaneous and often fluent. 

When the leader feels that the main 
points have been made, the second 
recording of a minute or two is played 
and the situation is reenact with 
many of the more obvious errors cor- 
rected. This serves both as a review 
and as confirmation of the fact that 
the judgment of the group is on the 
ball. 

Probably the biggest reason why 
Recorda-quiz, properly planned, writ- 
ten and produced, is practically al- 
ways a highlight in a whe meeting, is 
because it is like a game. Actually, it 
is “gamesmanship” in one of its high- 


est forms—because it makes every man 
in the room go to work without even 
knowing it. It is a battle of wits—and 
that is fun. 


YA 


But there are many other reasons 
why, when the time and place and 
conditions are right, Recorda-quiz is 
an excellent medium for the job. 

First, as Cadillac found out, this 
mechanical device practically guaran- 
tees active participation and provides 
a simple, easy means to be sure the 
discussion does not get “out of hand.” 

By creating the situation through 
audio means only, Recorda-quiz allows 
each salesman to fill it out complete 
with his own “mental props”—his own 
characters and locations —and_ puts 
him right in the middle of the act. 


Then there’s another important fac- 
tor: It is about as inexpensive a train- 
ing tool as can be devised. It involves 
a brief script, a couple of professional 
voices, and a disk or tape recording. 
Reproduction cost is low. 

Generally, Recorda-quiz is used for 
change of pace and to add genuine 
audience participation to a presenta- 
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This world-famous resort offers every facility 


to get more work done ...while you have more fun 


@ Unequalled Convenience Under One Roof. This 
complete year-round resort has every facility right 
on premises. Your men (and their wives, too) are 
happy to stay right on the spot, available for meet- 
ings. Yet the Concord is just 90 minutes from New 
York City over new super highways. Airport 
nearby. Scheduled bus and limousine service too. 


@ Meeting and Exhibition Space. 16 meeting 
rooms — capacity from 10 to 2000 persons. Com- 
pletely Air-Conditioned. No extra charge for use. 


@ Convention Equipment. Slide and motion pic- 
ture projectors, duplicating machines, typewriters, 
public address system, everything you need for the 
usual convention business... plus technical main- 
tenance help to set up displays. 


@ Accommodations. Handsome rooms and suites 
to accommodate 2000 persons. Deluxe master suites 
too. If you like luxury, you'll love the Concord! 


@ Gourmet Cuisine. Superb, plentiful food on the 
economical American Plan. Conventioneers dine 
together... discuss and fraternize. Private dining 
rooms, if desired. Banquet facilities for up to 2000. 


@ Sports and Recreation. Two great golf courses, 
under head pro Jimmy Demaret. Huge Outdoor 
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Pool and glass-enclosed, radiant heated Indoor 
Tropical Pool—supervised by Buster Crabbe. Year- 
round ice skating — skiing too when temperature’s 
below 32°. Health Clubs for both men and women, 
indoor sunbathing in the luxurious Cabana Club. 
Plus every other popular sports facility. 


@ Ladies Too! Yes, every vacation and recreation 
desire is filled to keep the little darlings happy 
while you attend to convention business. Beauty 
parlors, glamorous new shops, right on premises. 


YES, THE CONCORD HAS THE EQUIPMENT AND THE 
MANPOWER TO HELP MAKE YOUR CONVENTION THE 
GREATEST EVER. We've had hundreds of the biggest 
and best —and they come back year after year. 
Here are just a few of our recent clients: 


New York State Kiwanis, Philco TV, Prudential 

Life Insurance Co., Mutual of Omaha, Motorola 

TV, American Road Builders Association, Rotary 
International, Westinghouse. 


For complete information, call, wire or write: 


RAY PARKER, MANAGER 
JAY COHEN, CONVENTION SALES MANAGER 


CONCORD HOTEL “two 


Call Monticello 1140 or, direct line from N. Y.C., CHickering 4-0773 
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4 Startling New Concept! 
Groups of 20 to 300 invited. Meeting rooms, 


soundproofed, air-conditioned with complete 
sound, stage, visual equipment. 


Hundred room, two story elevator building, all 
air-conditioned, heated. Ail rooms have TV, radio. 
Deluxe studio kitchenettes, doors adjoin for rooms 
en-suite, Overlooks spacious lawns and pool. 


Ideally located on ten acres between Edens High- 
way (Rt. 41) and Skokie Highway (Rt. 50) 2 
minutes to O'Hara International Airport, and 
Chicago loop via super highways. 


CONVENTION 


MOTEL & RESORT 
Highland Park, Ill. 


Famous Villa Moderne Restaurant and Lounge. 
Exceptional cuisine and service. 


50 bowling alleys. Indoor swimming pool—also out- 
door pool with spacious, secluded patio. Olympic 
size outdoor artificial ice skating rink. Minutes 
to five golf courses. Summer Theatre—nightly, 
popular plays, professional cast, stars. Children's 
playground. Lawn games. Extensive parking for 
500 cars. 


For infermation: 
Pat Miller 
General Manager 
P.O. Box 567 
Highland Park, Ill. 
Phone: VErnon 5-4000 


OPENS MAY, 1959 « GROUPS WELCOME AT ALL TIMES 
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In New Orleans — 
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America’s Most Interesting City 
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2. 


your convention business 
is a pleasure at the 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


¥* 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

* The center of business, civic and social activities 
in New Orleans 

%& Home of the famous Blue Room for dining and 
dancing and floor shows 

* Also for your dining convenience The Coffee Shop, 
Fountain Lounge, Coffee House and Plantation 
Room. 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manager 


tion or training meeting. However, it 
can, and sometimes does, provide the 
basis for an entire meeting all by it- 
self. 

Let’s look at the way Cadillac has 
been using the Recorda-quiz. It uses 
a single-band recording, for example, 
to re-create the normal situation of a 
Cadillac dealer salesman telephoning 
a prospect. How does he do it? Re- 
corda-quiz shows how. 

Then each salesman at the meeting 
is invited to pick out errors, if any, 
that the telephone call contained. 
What would he have done better? 
This is discussed briefly and then two 
or three more half-minutes or full- 
minute bands are played and the same 
technique followed. 


For the final band or situation, 
Cadillac has worked out a different 
twist. After playing the recording, a 
check sheet is passed to each sales- 
man, and he is asked to make a check 
mark in one of the three spaces, “A”, 
“B” or “C”. If he checks “A”, here is 
what he is indicating: 

“I agree completely with the idea 
of telling the secretary that the 
call is of a personal nature.” 
Or, if he checks “B”, he is saying: 
“I do not agree that this is a good 
way to get the secretary to put 
the call through.” 
If neither of these two opinions comes 
close to his own, he can check “C”, 
which says: 
“IT would handle it in a similar 
but slightly different manner.” 

Simple, four-page leader's guide 
suggests that the leader ask several 
men how they marked their sheets— 
and then call on some of them to tell 
the group why they checked the 
square they did. 

Easy? It certainly is—and interest- 
ing and effective, too. 

Sinclair Refining Company, in its 
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For a meeting with everyone’s approval, the 


10 MILLION DOLLAR’ CONVENTION PLAN 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


CT  , 
/ 


* Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
for a “meeting with everyone's approval!” 


@ Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

@ Seven meeting rooms for groups of 10 to 500 

@ 50,000 square feet of choice exhibit area 

@ Sunlit pools, cabana and play areas for 
outdoor fun and meetings 

@ Complete inventory of equipment 

FREE 21” TV AND RADIO IN EVERY ROOM 

300 FT. OF PRITATE WHITE SANDY BEACH 

2 POOLS e« 100% AIR CONDITIONED 


Fill, 


For complete information and newly-published 
free copy of our FULL-COLOR GUIDE TO THE 
SEVILLE write Fred Collier 

Vice President & General Manager 


TI 


The PARK- SHERATON Hore ; is the 


nattetion (Ty! 


Only a hotel with the size, the e Grand Ballroom accommodates 800 for meetings and banquets. 


specialization and the location of the e 10 other function rooms to choose from, capacities up to 400. 
Park-Sheraton can offer so much—under art-of-the-city location—one block from Coliseum, short walk to Radio City, 

e@ heart-ot-the-city a 
one roof! At the Park-Sheraton, your Times Square, Fifth Avenue p= MAIL COUPON TODAY FOR COMPLETE DETAILS «= 
convention sessions will move along shops, and theaters. Perk-Sheraten Hotel Sept, A-S 
smoothly, on time, because your people e Over 1600 guest rooms and suites. 7th Ave. and 56th Street, New York, N.Y. 
meet and live at the same address. Group e Superb exhibition facilities Gentlemen: Please send me your complete 
interest stays high because the conven- and services. Convention Brochure. 
tion stays together. Small wonder the e Famous banquet cuisine. 
Park-Sheraton is the site of many of the © Coffee Shop, Dining Rooms 
nation’s most important meetings, year and Cocktail Lounges. eo 


Name 


after year. Send for detailed brochure to e All personal guest services 
help plan your next convention. right in the hotel. 


ENTIRE HOTEL AIR-CONDITIONED omy 


Address 


MAY 15, 19359 


AN UNUSUAL 
OPPORTUNITY 


Florida this Fall, we can 

t attractive proposition. Through 
eyond its control, one of our 
» cancel its convention. We 

n mid October—wide open. 


Less Than A Day 
from Everywhere 


Unsurpassed 


Convention Facilities -Yet you pay no more! R. 1. 


PROVIDENCE 


@ Over 500 air-conditioned luxurious 


rooms and suites. when you're planning 


The PALM BEACH @ 8 meeting and private dining rooms — a convention with a... 
25 to 750 person capacity. 


@ Main Dining room with 1,100 capacity 


— the cuisine is exceptional. BUDGET 
@ 10,000 square feet of exhibit space. IN MIND 
@ Public address systems, audio visual 

equipment available. 
@ Acomplete convention staff with a mem- 


ber detailed to your affair at all times. excellent convention facil- 


nN : ities, good meeting rooms 
Ne 


aes deep sea fishing - golf - tennis courts - Olympic salt 


water pool - beach club - shuffleboard - sun deck - cabana 
colony - cocktail lounges - nightly entertainment. 


oe MS — at the Palm Beach Biltmore you, 


and every member of your group, will receive One of 3 convention hotels 
the ultimate in accommodations and ser- 


. a : . with over 800 rooms avail- 
wae pee m5 Fe eS able for conventions. Write 
a es | the Sheraton or the Provi- 

; a! 
ae dence Chamber of Commerce. 


For further information, please write, wire or phone—L. E. Ames, 


Director of Sales, Palm Beach Biltmore, Palm Beach, Florida. | 
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basic “Retail Selling Plan” confer- 
ence program designed for its sales 
representatives, uses as many as four 
different recorded situations in a 
single conference and employs the 
“two-banded” technique. First band 
sets up the situation on a realistic 
but not too successful basis. Second 
band, for use after the group has 
contributed its ideas, re-creates the 
situation with an improved and ac- 
ceptable—certainly not perfect—sales 
result. 

One thorny problem with which 
Sinclair used this game-type approach 
was in the area of dealer manage- 
ment, where the sales representative 
has the tricky and often difficult job 
to show a dealer why good records 
are so important to the success of his 
business. 

The Ohio Oil Company has used 
this same device, but has injected the 
use of a third band. First band sets 
up the problem situation the way it 
looks on the surface. This is discussed 
by the group. Second band fills in 
“off-stage” comments—what the dealer 
is really thinking but doesn’t say to 
the salesman. 

Situation is rediscussed in the light 
of this new information which the 
salesman could and _ should have 
drawn out by skillful use of ques- 
tions. Finally, the third band is used 
to confirm the judgment of the group 
and to summarize as in the earlier 
cases. 

Here is a situation where a Re- 
vorda-quiz started out to be just part 
of a meeting, and ended up by grow- 
ing into a complete meeting by itself. 

We worked with one of our clients 
in the appliance field to develop a 
sound slidefilm in color for its new 
line of phonographs. It told the com- 
plete product story and did a beau- 
tiful job. 

On the reverse side of the record, 
we prepared a Recorda-quiz that let 


Glad to GREET you 


® With complete facilities that assure 
a successful carefree meeting 

@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

@ With personalized attention to 
good service and come-back-again 
hospitality 

@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 
N. ¥.—LO 5-1115 « Phila.— Ki! 6-1937 
or write: EDWARD C. JENKINS 


THE SKYLI NE INN cotttees 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


Hen, 


the audience hear how a salesman 
actually used the new product story 
with a prospective customer. Al- 
though he did quite well with the 
story, he missed the sale. Why? 

That was where the discussion 
came in, and each dealer salesman 
listening to the recording expressed 
his own ideas. Results were so good 
that in many cases the slidefilm was 
dropped from the program and the 
Recorda-quiz became a meeting in 
itself. This adaptation was particu- 
larly appropriate. 

In the first place, to play the re- 
cording in a dealer’s store did not 


require projection equipment. It could 
be played on the phonograph in the 
store. No darkening of room, no 
screen, no bother. And the actual 
product became the principal train- 
ing aid. 

In the second place, all major sales 
points were made on display mate- 
rial on the new models themselves 
which were on the dealer’s floor. 

The Recorda-quiz was short and 
sweet. It was in the salesman’s lan- 
guage. And it let him get into the 
act on his own terms — in familiar 
surroundings, with familiar people, 
and with his own ideas. 
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<4 \. MOST EXCITING CONVENTION 
AREA IN THE WORLD... ! 


Plan your convention for the one area in the world that has every- 


offers such reasonable rates. 


enchanting islands. 


area, write or wire: 


thing. Make Hawaii the prize of your sales incentive program 
For here are flawless climate, scenic beauty, and every conceivable 
facility for fun and down-to-earth business. 


There are convention halls and rooms of rare beauty and effi- 
ciency. Exotic food to sample, and no other resort area in America 


For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one of the western states, schedule a post-convention tour to these 


For more information about the world’s most exciting convention 


HAWAII VISITORS BUREAU 
2051 Kalakava Ave., Honolulu, Hawaii 


618 Wrigley Bldg., Chicago, Illinois 


212 Stockton St., San Francisco, California 


PE 


PACKAGE DESIGNERS tour Kress variety store in search of good and bad packaging used in counter displays. 


Point-of-Problem Parley 


Brand new idea. Meeting on packaging staged right in a store. 


Technique keeps everyone hopping—physically and mentally. On- 


location workshop uses variety store on New York’s Fifth Ave. 


HAVE PROBLEMS? Why not hold 
a meeting right where they occur? 
Package Designers Council did just 
that and had for itself a new kind of 
meeting—probably its most produc- 
tive 


A group of 168 package designers 
and executives from variety store 
chains and manufacturing firms met in 
the Kress Fifth Avenue variety store 
in New York City. They took a guided 
tour through the store in search of 


good and bad packaging. Afterwards, 
they had a critique on what they dis- 
covered. In a few hours they got a 
complete picture of all facets of pack- 
aging problems as they exist in an 
actual store. 


INDIVIDUAL PACKAGES are presented to panel — designers, store executives — for criticism. 
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Here’s how Western Aijrlines 
can help yours to be a 


SUCCESSFUL CONVENTION! 


WHERE you hold your convention 
or sales meeting is a big factor in 
its success. And it need not be “the 
same old place?’ You can add new life 
and appeal by choosing any one of 
a dozen exciting convention cities in 
the West—thanks to fast Western 
Airlines service. 


Let Western Help You Decide 
Because Western serves all the major 
convention cities in Western America, 
we maintain a special Convention 
Bureau to give you unbiased facts 
about these cities and their facilities. 
The Bureau staff, headed by Betty 
West, is devoted solely to gathering 
first-hand information which conven- 
tion planners need. Here are some of 
the questions we can answer for you 

-without cost or obligation: 


© Hotels. Which hotels have meet- 
ing rooms of the type and size you 


require? What are the rates? Which 
ones Offer special “packages” includ- 
ing entertainment, recreation, etc.? 
Which deliver the service and the 
facilities you need? 


e Appropriate dates. Will your meet- 
ing conflict with another in the same 
category? What's the best time of 
year for the convention city that 
interests you? 


e Routing benefits. Can travel to 
your meeting be routed so as to make 
the occasion even more interesting? 
For example, a group flying from an 
Eastern city to the West Coast was 
able to visit Mexico City en route ar 
very little extra cost! 


e Attendance assurance. What can 
you do to make sure of the highest 
possible attendance? The Conven- 
tion Bureau can provide you with a 
proved plan that has resulted in 
boosts of 40% and more. 


WESTERN AIRLINES 


MAY 15, 


These and many other answers are 
yours for the asking... from the 
Western Convention Bureau. Look 
at the wonderful convention cities 
Western Airlines serves. Then write 
us for information about any of them. 
It’s your first step toward a more suc- 
cessful convention! Just write — 


BETTY WEST, CONVENTION BUREAU, 
WESTERN AIRLINES, 6060 AVION 
Drive, Los ANGELES 45, CALIF. 


LOS ANGELES - LONG BEACH 
SAN DIEGO - SAN FRANCISCO/OAKLAND 
PORTLAND + SEATTLE/TACOMA 
RENO « LAS VEGAS « PHOENIX 
SALT LAKE CITY - DENVER 
MINNEAPOLIS/ST. PAUL - MEXICO CITY 


SALES MEETING CENTER OF 
SAN FRANCISCO BAY AREA! 


is everything you could expect 
to make a memorable meeting? 
Here it is for groups from a 
dozen to 125 in a 10-acre gar- 
den setting around azure pool. 
Superior accommodations, 
finest-equipped banquet and 
meetings rooms. Excellent cui- 
sine. Entertainment, dancing. 
Our priceless ingredient is a 
management and staff dedicated 
to standards you'll acclaim. 


Arizona 
WMamor 


E. Camelback Rd. at 24th St. 
Phoenix, Arizona 


Send for full-color folder 
and special MEETING brochure 


6 GOOD REASONS WHY YOU WILL GET MORE 
FROM YOUR MEETING AT THE HOTEL CLAREMONT: 


- More public space than any other 4. More fun dancing to name bands in 
hotel in San Francisco Bay Area— the great Garden Room, and enjoying SUCCESSFUL MEETINGS 
23,326 square feet handles 200 ex- the magnificent food you'll relish at call tor 
hibits easily. the Claremont. 


\\ _— 
M f bi f . More business value—no traffic noise, N 
000 bone parking space—room tor no drifting away. ( { 
. More prestige—the Wall Street Jour- lone oi US 


. More true luxury—300 rooms, and nal yearly carries the names of more 
suites with fresh flowers daily from 22 than 100 top level U.S. business or- PONTE VEDRA BEACH 
acres of lovely gardens surrounding ganizations holding meetings at the FLORIDA 
the Bay Area's finest resort hotel. Claremont. 


HOTEL (Claremont 


Berkeley-Ockland, Calif. Murray Lehr, Managing Director 


D 


Reasonable rates on request THornwall 3-3720 Teletype OA 520 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES 
Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 
Advise us your needs, number in group and dates 
of meeting. We'll give you fullest cooperation 
CONVENTION BUREAU—-CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. 
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This point-of-problem meeting used 
techniques worth borrowing—if for no 
other reason than to have a different 
kind of effective meeting. But, in 
addition to variety, this session method 
offers a swift route to problem study. 
It stimulates thinking. 


> Here’s how this meeting worked: 
Everyone who attended was assigned 
to a banquet table according to his 
product interest. There were 10 prod- 
uct groups—from stationery to cos- 
metics and from hardware to notions. 
Only thing different about the first 
part of the meeting was that the din- 
ner was served on the lower level of a 
“five and dime” store instead of a ho- 
tel ballroom. Incidentally, cocktails— 
also in the store’s basement—preceded 
the dinner. After dinner, a few short 
speeches were made and then the fun 
began. 

Each product group (designated by 
table number) was taken on a trip 
through the entire store. (It was after 
store hours so there were no cus- 
tomers with which to contend on the 
speedy tour.) Each group visited 
the store’s 10 major departments. 
Tours were so planned that a group 
ended its tour in the department that 
matched its major product interest. 
Thus, while manufacturers and de- 
signers in the stationery field, for in- 
stance, visited all other departments 
in the store, they ended up at the sta- 
tionery counter. 

Each store department was marked 
by a large number so that groups 
could move quickly from one to an- 
other. Each group had a guide who 
had a list of the order of departments 
to visit. A visit—except the last one— 
lasted about five minutes. 

In each department, the store’s 
senior buyer for the line of products 
was on hand to explain what prob- 
lems his department had with various 
packages. He also pointed out what 
packages helped sales. Some buyers 
had written a little speech in advance. 
They read them in order not to forget 
important points. However, the most 
effective presentations were made by 
buyers who spoke without a script. 

After visiting nine departments— 
moving from one to another to hear 
from the buyer and examine packages 
on the counters—each group ended at 
its “product interest” counter. Here 
the group had 15 minutes to examine 
packages carefully and discuss them 
with the buyer. After examination of 
packages, each group selected two or 
three examples of the best and worst 
packages at this last counter. They 
took these packages with them to their 
banquet tables. 

A panel of packaging experts was 
seated at the head table. Each 
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Write to Director of Sales for illustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 
overlooking Central Park 


ERIE, PENNSYLVANIA 


By the Shores of Lake . « 400 Luxurious 
Guest Rooms... . Redecorated 
Executive Suites . . . One Minute to Rail- 
road Station . . . Five Minutes to Airport 
. . » 24-Hour Parking just Fifty Cents . 
Excellent Accommodations for Conventions 
and Sales Meetings, from 10 to 600... 
Large Exhibit Area . . . Unexcelled Recrea- 
tional Facilities . . . Distinguished Cuisine 
and Service. 


Erie . 
We ss 


Call Manager Collect— 
ERIE 2-523! 
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ADD A CRUISE TO NASSAU! 
via % FLORIDA from Miami 


' 

i 

i 

' 

\ 
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i 

ARRANGE for your members to come a few days early—or stoy | 

‘54 ; later for needed relaxation—and grab this chance to see colorful, ! 
F 4 ' a : \ 
foreign Nassau! 3-day cruise includes two nights at sea, two days; 
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| ‘1 Ss! 
ALL OUTSIDE and a night in Nassau. 


STATEROOMS! 
ROUND TRIP $39 up AIR-CONDITIONED dining room and cocktail lounge. Dancing to 
ship's orchestra. Entertainment. All meals—the ship is hotel all the way. 
FOR COMPLETE INFORMATION WRITE 


P. , 
BRO STEAMSHIP COMPANY yiami g rloriba! 
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TO SELECT GROUPS FROM 16 TO 600.. 


For a truly different, more productive meeting or convention, plan yours 


within the privacy of the spacious 7-acre Roney Plaza—the most conveniently 
located Miami Beach convention hotel. 


The Roney’s unique facilities are conducive to tensionless meetings . . . freedom 
from noises... absence of neon and commercialism. Instead, subtle architecture 
and magnificence in the air conditioned suites and rooms, exhibit and meeting 
rooms, even outdoor meetings can be arranged. There are acres and acres of 
relaxing enjoyment . . . the expansive (3 blocks long) ocean beach... 
racing size swimming pool . . . vast tropical gardens. . . the rare-to-find 
tennis courts and putting greens... superb cuisine... And famed 
Roney Plaza personalized hospitality. 
For complete information and exclusive location benefits 
(within walking distance of Miami Beach Exhibition Hall and 
Auditorium . ..in the very center of every attraction) 
write Armando W. Castroverde, Director of Sales. 


a 
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— 


THE WORLD 


es A, FNON EY AZA 


7 ACRES ON THE OCEAN AT 23ra ST MIiAM At Howard F. Hohl « General Manager 


Outstanding Convention Address in the Southwest 


HOTEL ADOLPHUS 


Summary of Convention and Meeting Facilities 


FLOOR SEATING DINING 


Grand Ballroom* Lobby 1,35 
Regency Room* Lobby 1,000 

Roof Garden 15th 500 

Cactus Room 21st 300 

Danish Room 15th 200 1,500 
North Room 15th 100 900 
French Room Lobby 2,000 
Press Room 7th 2,100 
Directors Room 7th 700 
Parlor A Mezzanine 1,290 
Parlor B Mezzanine 378 
Parlor C Mezzanine 627 
Parlor D Mezzanine 957 
Parlor E Mezzanine 288 
Parlor F Mezzanine : 385 
Parlor G Mezzanine 682 
*Connecting 


Auto Lift: Via Ramp. Blackboards: Portable. Lecterns: Table and 
Standing types. Complete range of sound and projection equtp- 
ment, including public address systems. 


pan tease, Eitdin d aa HOTEL ADOLPHUS 


Grorcz H. Suita, Sales Manager H. H. “Anpy” Anpgxson, Managing Director Dallas 1, Texas 
Completely Air Conditioned © Connecting Garage for 600 Cers © TWXDLSII © Phome Riverside 7-641! 
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group's spokesman (appointed in ad- 
vance and given a special yellow 
badge) came forward and presented 
his group’s choices of good and bad 
packaging to the head-table experts. 
These experts then commented on in- 
dividual packages. 

> As attendees found at this meeting, ceed i anil ee 
you can talk all you like about packag- 
ing in a conference room, but when 
you get into the store where every 
package is in competition, you really 
see your problem. 

This meeting was unusual on several 
counts. It was the first ever held in 
a variety store. It probably covered 
more actual packaging problems in 
less time than ever before. 

Just the idea of this kind of session 
sparked imagination. About 80 peo- 
ple had to be turned down on the 
meeting because the Kress store din- 
ning facilities could not handle more 
than the 168 reservations. 

Obvious advantage of this session 
was that problems in packaging could 
be spotlighted in a real setting. Here 
are some added values: 


This oceanfront resort 
is ideal for conventions! 


HOTEL and CLUB 


1. People moved: When a group 
physically exerts itself, it adds life to 
a meeting. Small groups had to rush 
from one counter to the next—often fishing ! 
up and down stairs in the multi-floor 
store. 


Mile-long private ocean beach; beautiful tropic setting; 
cabana club; two olympic swimming pools; Gulf Stream 


For meetings: rooms of every size, accommodating up 
to 700; theatre with huge stage and screen; expertly 


2. Direct contact: There was no trained staff. 


hearsay on good and bad packaging. 
Attendees could see for themselves if 
packages could not stand up under 


Gourmet meals; five bars; dancing and entertainment 
nightly. Also tennis and championship golf: 27 holes 


normal counter use, or if one particu- 
lar shape was awkward to stack or 
handle. They could see the entire 
range of competitive packaging just as 
it would be in this and other stores. 


3. Retailer reaction: People at this 
meeting heard from 10 different re- 
tail buyers on what they like and dis- 


supervised by famed Pro Sam Snead, plus 9-hole 
pitch ’n putt right on the premises! 


For further information: |. N. Parrish, Convention Manager, Dept. 120 
BOCA RATON HOTEL and CLUB 
Boca Raton, Fiarida Stuart L. Moore, President 


National Representatives: ROBERT F. WARNER, INC. 
Offices in New York, Chicago, Washington, Boston, Toronto 


like about actual packages on coun- 
ters in front of them. These on-the- 
spot comments with opportunity for 
discussion offered an excellent com- 
posite of what store buyers look for 
in packaging. 


Perfect Setting for Executive Meetings 


On the Brink O’ The Beach 
Convention Season from May 15th to Oct. 15th 


4. Participation: Not only did 
meeting attendees physically exert 
themselves to cover the store, they had 
to think. They had to make selections 
of good and bad packaging. They * 2 New Meeting Rooms 
were involved directly with what ex- Banquet Facilities for 200 
perts said later about packages, be- 


= 
cause the experts spoke only about GURNEY’S Inn 
the packages selected by members of 


the audience. An individual in the Ocean Front Cottages and Hosteiry 


audience could consider himself in a Montauk, Long Island 
contest to see if the experts had the Nick Monte, Owner-Meneger 


same opinion of a particular package | § Phone Montauk Point 8-2345 
as he did. : 
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© Luxury Accommodations for 100 persons 


Sececeseeeeeneeceseesesseeesessersessssesed 
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Business 


is a pleasure 
¢ 


meet ings... conferences 
... forums are held at 


Mstorrc 
Williamsb urg 


Virginia’s restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams- 
burg Motor House, to provide fine 
accommodations for groups up to 
100 persons. 

Conference delegates and their fam- 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
buildings, craft shops, 
plantations, gardens, the carriage 


historic 


rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at... 


WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


For booklet and information write: 


William E. Bippus, Hotel Sales Manager, 

Williamsburg, Virginia or call New York, 

Circle 6-6800; Washington, EXecutive 
3-6481; Chicago, MOhawk 4-5100. 


SEBECCCSEBBCBBEES | 
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MEETING—PERFECT! 
AT THE-ALGIERS 


Pepe 
. 


Excellent 
meeting rooms and 
facilities . . . nationally 
famous personalized service .. . 
superb food... pool, beach, 
entertainment ... PLUS intelligent 
planning by group meeting experts! 


Only a few minutes from the great new 
Miami Beach Exhibition Hall. 


Luxurious rooms . . . Group rates. For 
complete information and illustrated 
brochures, write, wire or phone— 
contact Joseph T. Case, Sales Manager 
600 Fifth Avenue, New York 20, N.Y. 


JUdson 2-5831 


| 
OCEANFRONT 


25th TO 26th STREETS © MIAMI BEACH. 


wer 


QLLWOYS maw seers finest 


FOR YOUR 
MOST SUCCESSFUL 
CONVENTIONS 
SALES MEETINGS 
INCENTIVE GROUPS 


LLOQ LL miami Beach's newest 


If you are thinking of Miami Beach 
for your next gathering, 

write, wire or phone for Information 
That Will Give You Inspiration! 
Miami Beach: JE 8-6811 


HENRY G. PHILLIPS 
National Sales Manager 


ON THE OCEAN at 32nd St. MIAMI BEACH 
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The NEW 


UNEXCELLED FACILITIES 
for SALES MEETINGS 


9 Private Dining and Meeting Rooms plus 
Grand Ballroom to accommodate meetings 
and banquets from 30 to 1000 persons. Com- 
pletely Air Conditioned. 400 Rooms. 4 Res- 
taurants and lounges. Free Radio—TV Avail- 
able. Free Parking. Freight Elevator Service. 
As much as 5200 square feet of exhibit space. 


TELEPHONE GRand 1-5100 


Plan your next 


CONFERENCE 
at this Distinguished Hotel 


S| 
BILTMORE 


“ The Executive Hotel of New York" ' 


43rd Street at Madison Avenue 
Private elevator from Grand Central 


@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000. 
@ Staff of specialists in 
meeting arrangements. 


INFORMATION & RESERVATIONS — 
Write or phone The Biltmore 

(MU 7-7000) or Service Representative 
Robert F. Warner, Inc. in New York, 
Boston, Washington, Chicago, Toronto; 
Glen W. Fawcett, Inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle. 


Private elevator from Grand Central | 


a 


a Na AES 


SALES MANAGEMENT 


5. Speed: Pace was fast. Every 
wasted minute or potentially wasted 
minute was squeezed out in plans for 
this session. With stop-watch pre- 
cision, each group moved from depart- 
ment to department. Group leaders 
were briefed on their roles as were 
buyers. Everything clicked. It had 
to. When you move 168 people 
through a three-level store to study 10 
departments in little more than an 
hour, good planning is a “must”. 

Panel of experts included represen- 
tatives of stores and packaging de- 
signers. They heard a _ 10-minute 
presentation (timed with a loud 
alarm) from each product group after 
everyone had toured the store. Fol- 
lowing the good and bad package 
selection explanations by a group 
chairman, the panel discussed each 
package. Panel experts usually 
agreed with choices, but sometimes 
contributed ideas that may have been 
new to most of the audience. Their 
comments-often gave new insight into 
package design problems. 


> Sidelight on this meeting was that 
Kress store, in agreeing to be site of 
the session, in effect invited com- 
petitors in to get an extra close look 
at its operation. 

George L. Cobb, president, S. H. 
Kress & Co., opened the meeting by 
welcoming workshop guests to the 
store. Keynote speaker was Bernie 
Elfman, director of advertising, H. L. 
Green Company. 

Robert Zeidman, president, Robert 
Zeidman Associates, organized the 
meeting and acted as chairman. This 
was the first on-location workshop ever 
staged by Package Designers Council. 


> Billed as a session on “Designing 
Packages for Variety Stores,” this 
meeting did offer some valuable tips. 
Among defects in packages now on 
variety store counters, these were 
pointed out most: 


1. Package does not identify con- 
tents fully or at all. 


2. Quality or size information is 
not given. 


3. Normal handling tears or breaks 
package. 


4. Package does not stack or takes 
up more room than product is worth 


in sales. 


5. Package does not deflect qual- 
ity or price of merchandise inside. 


6. Package has no “sell.” 
Sf 
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Do You Browbear 
Your Salesmen 
ToGetem S= 
To Sell ? 


Exy Communicate 
“> ¥ /nstead, Youll Do 


Twice As Well ! 


A sales meeting that utilizes our 
Communications For Business 
will turn your order takers into 
order makers. Then watch your 
sales curve climb! Interested? 


Just write or call 


WILDING 


ING 


1345 Argyle Street Chicago 40, Illinois 


relephone: LOngbeacéh 1-8410 


"Open Year ‘Round” 
SUCCESSFUL MEETINGS ARE ASSURED 


At delightful Hotel Hershey. Centrally located, easily accessible by 
air, rall or highway. Ii conference rooms, tastefully decorated and 
comfortably equipped, acc date 12-225, Seclusion if desired, 
renowned sport and recreational facilities available. Superb food, 
most of it fresh from Hershey Farms. Evening entertainment includes 
special attractions at Sports Arena and Broadway Productions at 
Theatre. New Swimming Pool. 


For Reservations Write: Charles E, Todd 
Room 127, Hotel Hershey, Hershey, Pa. Managing Director 


AMA CONFERENCES are large-scale meetings. Anywhere from 200 to 2,500 attend. 


Who'd Run 70 Meetings a Day? AMA! 


Easily the world’s most prolific meeting planner, American 


Management Assn. stages over 1,000 conferences, seminars and 


workshops a year. Here’s what AMA believes, how it operates. 


HOW'D YOU LIKE to stage 1,100 
meetings this vear? It’s simple. All 
vou need is a $7-million budget and 
a staff of 400 


it? Just watch American Management 


How do vou go about 


Association 

AMA will hold 1,100 meetings this 
vear—all designed to improve manage 
ment skills of 70,000 executives who 
will attend them. 

AMA’s 35 years’ experience in con- 
ducting management meetings is un- 
So is its meeting facilities and 
“Running a meeting is a 
craft,” says one AMA staff member 
He compares it to writing a book - 
both take certain skills, knowledge 
and information. “Not evervone can 
write a book,” he says, “so how can 


rivaled 


techniques 
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everyone expect to be able to run a 
meeting? Meetings have suffered much 
abuse in industry because people who 
stage them do not have the skills or 
temperament for it.” 

Product AMA turns out is meetings. 
Peak is 70 in one day. More than 
half are held in AMA headquarters, 
The Hotel Astor, New York City. 
Thirty percent of the Astor is de- 
voted to Association activity. 

AMA also has an academy located 
in Adirondack State Park near Saranac 
Lake, N. Y., where executives “live 
in.” The AMA Academy, says Presi- 
dent Lawrence A. Appley, “is the 
most modern and completely equipped 
management education and research 
center in the world.” Facilities here 
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are used for practice in management 
skills. During the summer months, 
registrants can also live in at Colgate 
University where AMA holds regular 
summer programs. Sessions are spe- 
cial projects plus a continuation of 
regular seminars and courses. Rest of 
the meetings are held in such cities 
as Chicago, San Francisco, Los An- 
geles, Houston, Dallas, Montreal, and 
as far away as Hawaii. 

Staff numbers 400. Association is 
a non-profit organization which oper- 
ates on a $7-million budget obtained 
from membership dues and service 
and registration fees. Approximately 
28,000 are members. Three thousand 
companies have six or more of their 
executives enrolled — with General 
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CONFERENCE features coast-to-coast telephone survey. AMA PRESIDENT APPLEY greets course registrants. 


WORKSHOP SEMINARS are 
small but intense group 
meetings. Executives meet 
other executives to ex- 
change information on a 
specific management area. 
They outline problems, 
hear suggested solutions 
and learn systems used 
in other companies. 


QUALIFIED LEADER guides 
each seminar. AMA per- 
sonnel determines subjects 
for meetings and then finds 
the best talent to run them. 
Last year approximately 
3,000 executives served as 
group leaders—all picked 
from top management. 
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Cel more 


BANG 


oul of your next 
eonvention 


Miss Kay Protsman and Miss Karen 
Kinnison point old cannon from his- 
toric fort... 


Hold it on the 
sunny, historic 
MISSISSIPPI 


—_——— 


Coast 


Everything's in your favor, 


from weather to costs, when 
you hold your convention on the 
Dixieland Riviera . . . Meeting 
rooms from 20 to 1500 persons 
. . » Banquet rooms seating up 
to 800 . . . approximately 5000 
rooms in modern beach hotels 
and motels . . . Golf, swim, fish, 
sail. . . Lots to see and do days 
and nights . . . 60 minutes from 
New Orleans or Mobile . . . Air 


facilities. 


MAIL THE COUPON 


For complete convention information just 
mail the coupon to Chamber of Commerce 
of any of the Mississippi cities shown 


BILOXI 
GULFPORT 


LONG BEACH 
PASS CHRISTIAN 


Electric and DuPont holding the larg- 
est memberships (close to 300 each). 


From its beginning, AMA has pro- | 


vided national meetings on many sub- 
jects. Past 10 years, however, have 


seen its greatest growth. “Since 1948 | 


membership has more than doubled, 


meeting attendance has more than | 


tripled, income has increased more 


than 15 times, and the number of | 
events has multiplied nearly 100 | 


times,” reveals Appley. 


Reason for this big growth is the | 
“change in management.” According 
to AMA, one person no longer can | 


handle all the responsibilities of man- 
agement. 


gating the parts.” 


ity. 


>» AMA breaks this down into four 
goals. First is to exchange ideas. Sec- 
ond is to air problems. Third is to 
understand different points of view. 
And last is to motivate people. 

Goals are reached through three 
types of meetings—conferences, semi- 
nars and courses. 

Conferences are large-scale meet- 
ings—anvwhere from 200 to 2,500 at- 


tend. Registrants hear authorities | 
speak on new developments or prob- | — 


lem areas. An example was a special 
AMA 


change in the tax laws in 75 years — 
at which government personnel and 


attorneys brought industry up to date | # 


on the changes. 

Two tvpes of seminars are avail- 
able. Orientation seminars are de- 
signed to give a brief review of funda- 
mentals and new developments in the 
field. Workshop seminars are small 
discussion groups where executives 
meet other executives faced with 
similar problems. They exchange ex- 
periences, outline problems, hear sug- 
gested solutions and learn successful 


systems and methods used by other | | 
Discussion, although in- | > 
tensive, is kept at an informal level | = 
and is guided by a skilled chairman. | 


companies. 


Courses offer basic education in 
management. They vary in length 
from one to several weeks. Courses 
available include management, execu- 
tive action, systems and procedures, 


marketing, production planning and |; ~ 
control, field management of salesmen | } 
and cost reduction. Newest program | | 


is a management course for govern- 
ment executives. 


Few meetings are run by AMA 


personnel alone. Here’s how the set- 
up works: 

Members are enrolled in Associa- 
tion’s 10 operating divisions accord- 


eee 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


Thus executives must be | 
taught “to control the whole by dele- | 
AMA feels this is | 
a science. It tries to develop the in- | 
dividual’s managerial skills to capac- | 


conference on the tax law | ; 
passed three years ago — first basic | 


HERATON-\{ sIBSON 


Complete Convention Facilities 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


CONVENTIONS AND 
SALES MEETINGS IN 
PHILADELPHIA 


AIR-COWDI TONED 
MEETING ROOMS 


City’s most convenient hotel. 
400 modern, attractive 
rooms—all with private 
bath, radio, and circulating 
ice water. Finest convention 
facilities—entire floor of 
air-conditioned meeting rooms. 
Closest to everything in Phila. 


Reserve direct or 
through your travel agent. 


Telephone: Rittenhouse 6-3000 


Adele Downey 
Sales Manager 


Bennett Tousley 
General Manager 
For Wining 

and Dining— 

@ Adelphia Room 
e Coffee Shop 


ADELPHIA HOTE 
CHESTNUT STREET AT 13TH 
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ing to professional needs. Divisions 
are general management, personnel, 
finance, office management, insurance, 
manufacturing, marketing, packaging, 
international management, and _ re- 
search and development. 

Each division has a full-time man- 
ager who organizes his group's activi- 
ties. Vice President—an executive from 
industry who serves without pay — 
guides each division. Under him is 
a non-salaried planning council of 
20-25 executives who provide counsel 
and guidance on programming. Each 
division holds a fully program of con- 
ferences, seminars and courses. AMA 
personnel determines subjects for meet- 
ings and then finds best talent to run 
them. Last year approximately 3,000 
executives served as group leaders. 


> Backbone of AMA’s program is its 
“faculty.” “All are drawn from the 
front ranks of management—men who 
have made outstanding contributions 
to the theory and practice of manage- 
ment—whose ideas have withstood the 
test of actual use in business and in- 
dustry,” says AMA. 

Association has broken planning of 
meetings down into three phases. First 
is conception or programming: to de- 
termine subject matter and to pick 
the experts to run it. Biggest problem 
is to research the subject to present 
the best balance. This probably takes 
more staff time than anything else, 
says staff member. “And meetings are 
strictly business—no monkey business, 
no door prizes,” he adds. 

Second phase is organization. As- 
sociation gives leader a two-page out- 
line so he'll understand his part in 
the total program. It works with 
speaker on presentation techniques 
that will best develop his subject. 
AMA visual aids expert is on hand to 
help. He plans all sorts of aids to 
liven up a meeting — from theater and 
dramatics to closed-circuit TV and in- 
ternational telephone hookups. Five 
other specialists are right there, too, 
to keep things running smoothly. They 
take care of items such as hotel ar- 
rangements, registration, promotion, 
programming, organization. 

Third and last phase is administra- 
tive and procedural details. Staff 
briefs hotel on needs, prepares speak- 
ers, times program, plans for questions 
and answers, anticipates traffic prob- 
lems—flow of people, etc. 


AMA does everything in its power 


to aid speakers and leaders. After 
observing the operation of hundreds 
of workshop and orientation seminars, 
it has prepared booklets and pam- 
phlets to help them. These give tips 
on techniques of running seminars, 
and how to be an effective leader. 


Booklets stress that good leadership 
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Beach salutes 


Frank E. Beane joined the Underwood Corpo- 
ration in September, 1956, as Vice President 
and Controller and six months later assumed 
the specially created position of Vice President- 
Finance. In June, 1957, he became Chairman 
of the Board and Chief Executive Officer and 
later that year was elected President of the 
company. 

Before joining Underwood, Mr. Beane held 
an executive post with Allied Chemical and 
Dye Corporation and served as President of 
the Equitable Bearing Company of Walden, 
New York. 

Residing in Greenwich, Connecticut, he is 
a Director and past President of the Board of 
Directors, Greenwich Academy; former Di- 
rector, Brunswick School and Chairman of 
the Special Activities and Nominating Com- 
mittees, Greenwich Community Chest. 

in 1957, Underwood Corporation held its 
Progress Unlimited Convention at the 
HOLLYWOOD BEACH HOTEL. 


BEN TOBIN, President 


FRANK E. BEANE 


President and 
Chairman of the Board 
UNDERWOOD CORPORATION 


\ 


HOTEL/GOLF CLUB 
HOLLYWOOD/FLORIDA 


New York Office: MU 8-6667 
Chicago Office: SU 7-1563 


RICHARD H. FREY, Vice President—Sales 


THE 
Saw Wares HOTEL, BUNGALOWS & COUNTRY CLUB 


LET'S TAKE A LOOK AT THIS UNUSUAL ARIZONA PICTURE 


(in the Greater Phoenix Area) 
One of the most effective meeting sites @ New air-conditioned conference 


in the resort field. 


rooms. 


Finger-tip control in timing your e All new stables and corral on 1400 acres 


meetings—social events—off-hours 
recreation. 


of desert, with excellent horses for trail 
riding, cook-outs, Western entertainment. 


Our own private 6800-yard 18-hole e Exceptionally attractive programs for 


golf course. The only all-green course 
in Arizona. 


the ladies, including health and beauty 
salon—fashion shows—Suite 21. 


Our turquoise-blue heated swimming e A skillfully trained, convention- 


pool, with its coral-pink patio for 
dining al fresco. 


Season November to May 


minded staff assures a most successful 
meeting to groups up to 300. 


John H. Quarty, President, Co-owner 


* 
Ef Mirador | Florida’s Famous 
? same Hotel Ponce de Leon 


@ ... cordially solicits your 
group meetings from 25 to 400. 


@ ... Adequate meeting, dining - to business... 


and conference rooms. 
It’s a pleasure to concentrate 


on the business at hand in 
@ ...For your free the handsome setting of the 
time, outstanding St. Moritz. Function rooms are 
resort facilities amg Pipe assuring 
= rivacy and quiet for your group. 
in the heart of And ths famed &. Mates’ 
Palm Springs. service and cuisine add immeas- 
urably to your affair. Newly 
decorated private function rooms 
accommodate from 10 to 300 
for directors’ meetings, sales 
meetings, luncheons, banquets, 
receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Central Park from high 
atop the St. Moritz. 


HOTEL ST. MORITZ 


PALM SPRINGS, CALIF. ON- THE - PARK 
50 Central Park South, New York 


Plaza 5-5800 
Nancy 8B. Zabel, Sales Manager 


with its exceptional 
facilities for 330 
FLORIDA EAST COAST HOTEL CO. 


Proudly presents 
the New, Deluxe 


PONCE DE LEON MOTOR LODGE 


located right on the Championship 
Ponce de Leon Golf Course. 
Accommodations for 140 persons. 


— ee 8 EE 


For complete information on both 
properties write 
Edward G. Flather, Jr., Mgr. 
P. O. Box 1291 
Saint Augustine, Fioride 


Contact: 
RICHARD VANDER VEER 
Manager 


a SS See se 


~~ ee 


EE TE ee Ee ee a, 


melback Inn 


One of the world's Great Vacation Resorts 


ee PHOENIX, ARIZONA 
— 


Golf at adjoining Paradise Valley Country Club 


Chicago MOhawk 4-5100 Washington EXecutive 3-6481 
Detroit WOodward 2-2700 Los Angeles DUnkirk 8-1151 


New York Circle 7-6940 San Francisco EXbrook 7-2717 


3 e, Box 40, Pa. 
Beautiful Modern Meeting rooms 

accommodating groups up to 250 A distinguished summer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 


¥ ; space. Capacity 225-250. “Golf 
The South's Finest Resort — a ee 


Overlooking the Gulf of Mexico sports facilities. 
Midway Between Gulfport & Biloxi WELDON S$. GARRISON 
HOTEL | EDGEWATER PARK, MISS. | PARK, | EDGEWATER PARK, MISS. | Generel Manager 
= 


EDGAR A. SWEET 


FEATURING EXCELLENT NEW CONVENTION — aa 
HALL TO ACCOMMODATE 700 DELEGATES | a 


Everythiag weder o. reef — montion rome tor malt, Int'l. Reps. 
egional or large National groups, banquet an ining 

facilities. Beach —swimming pool — private {8-hole ROBT. F. WARNER, INC. 
Championship golf course — dancing — planned entertain- 17 East 45 St. 


ment. We lize in per d attention! NEW YORK 
MU 2-4300 


Johnny Revolta, winter golf pro 
Write: FRANK FAGAN, Manager 
N. MEISNER, Sales and Convention Mgr. 
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can make or break a group discussion. 
Material says discussion leader’s most 
important functions are “to introduce 
and present topic for discussion, to 
stimulate exchange of knowledge and 
experience, to keep objectives of the 
discussion clearly before the group, 
and to guide discussion toward the 
objectives without appearing to do 
so. 
Sound like a tough project? These 
tips and the ones that follow — all 
taken from AMA material — can help 
not only the AMA discussion leader 
but anyone who is planning to stage 
a meeting. 


> Weeks before seminar begins, chair- 
man draws up a short outline. He 
sends two copies to each registrant. 
Registrant checks areas of discussion 
he is interested in and mails one copy 
back to chairman. After chairman re- 
ceives all registrants’ marked copies, 
he develops his outline further. When 
planning program, leader knows semi- 
nar rooms are equipped with chalk- 
boards and chart pads. Space is avail- 
able around the room and AMA will 
provide any type of projector. Fa- 
cilities are tops. 

To assist chairman, AMA also pro- 
vides a company information sheet, 
which each registrant fills out. Thus, 
instead of answering a question di- 
rectly himself, chairman can spot the 
member of the group whose _back- 
ground is closest to the problem. 

AMA has a number of simple yet 
effective procedures for conducting its 
workshop seminars. At beginning of 
session leader allows each man one 
minute to write about himself. Leader 
starts by reading what he has written 
about himself since he sets the pace 
for those who follow. Then he allows 
each registrant to read what he has 
written. This gets seminar off to a 
flying start and allows the men to 
become acquainted with each other. 

Next, leader reviews the outline. 
Registrants get an opportunity to voice 
opinions by suggesting additions, dele- 
tions, sequence, etc. This seldom re- 
sults in anything more than accepting 
the outline but members have the 
feeling they have had a voice in 
making it up. - 

Third item is to state scope of 
seminar and definitions. This gives 
everyone an idea of boundaries for 
discussion. Leader also lists words 
which need working definitions. Even 
though complete agreement may not 
be reached, at least everyone will 
know how it is used. 

Now it is time to start discussion 
from outline. Following is an outline 
of basic techniques in conference 
control that AMA uses in its small, 
discussion-type seminars: 
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1. How to regulate discussion: See 
that no one speaks too much or too 
little. Use appropriate questions to 
stimulate or limit discussion. Deter- 
mine how far off the track you want 
to go. 


2. How to focus discussion: Re- 
main alert and one step ahead of 
participants. Keep main topic before 
the group at all times. Use visual 
aids, charts, blackboard. Use directed 
question. 


3. How to guide discussion: Have 
a plan and follow it. Keep discussion 
from straying too far from the main 
issue. Summarize and use _illustra- 
tions. Use follow-up questions to move 
discussion along. Avoid heated argu- 
ments. Use questions and factual in- 
formation to regain control when dis- 
cussion gets too far afield. Keep track 
of time. 


4. When to interpret contributions: 
When idea is cloudy or incomplete; 
when participant has not expressed 
himself clearly; when several ideas 
have been mixed together; when the 
point presented arouses antagonism; 
when group is divided and its mem- 
bers are discussing different topics; 
when discussion has strayed from pre- 
determined objective. 


5. When to point up discussion: 
When you are ready to move on to 
next topic; to highlight an important 
point; to summarize. 


On the last day, leader brings vari- 
ous points of view into proper per- 
spective. Leader’s summary is simply 
a re-reading of entries already dis- 
cussed by registrants. Good closing 
leaves participants with the feeling 
they have gained information and a 
better understanding of principles they 
use in their everyday work. 

AMA produces 750 mailing pieces 
to promote its meetings. Between 10 
and 12 million are sent out each year. 

Although AMA accomplishes _ its 
goal mainly through meetings, it also 
has many other services for its mem- 
bers. 


Three periodicals are sent out. The 
Management Review, a monthly, pro- 
vides business readings from the press 
plus original features. Personnel, a 
bi-monthly, is concerned with indus- 
trial relations, employe selection and 
training. Management News is a 
monthly membership news letter con- 
cerning all phases of management. 
Supervisory Management, also a 
monthly, is specifically written for su- 
pervisors. 

AMA is not a spokesman for man- 


Every sales executive should have a 
copy of this 16-page directory. You 
can depend on it to provide helpful 
suggestions when you plan sales meet- 
ings or training programs. 


TODAY! 


ING 
Les TRAIN 
- FILMS 


HEADQUARTERS 
FOR SALES 
* ‘TRAINING FILMS 


-DARTNELL| 


4662 Ravenswood 
Chicago 40, Ill. 


Now Iowa’s largest 
and finest . . . and close 
to the auditorium! 


HOTEL 
SAVERY 


IN DES MOINES 


Middle America’s favorite 
convention city 


@ 3 large balirooms: 
7 other meeting rooms 

@ 425 guest 
rooms; free 
radio and TV 
Air conditioned 
rooms 
available 

®@ Fine food, 
experienced 
catering 
service. 

® Closed 
circuit TV 

@ Plenty of 
adjacent 
parking 

@ 2 biocks to 
Veterans 
Auditorium. 


You'll feel at 
home at the 
SAVERY ..- 
a friendly 
BOSS hotel 


PAUL E. LEFTON 


General Manager 


YEAR-ROUND CONVENTION-LAND! || 2gement. It does no lobbying. It puts _ cepts no gifts 


out no propaganda; takes no stand on Since AMA is no stranger to meet- 
public issues. Its function is purely ing craft, any meeting planner would 


J educational. It can help management _ do well to take note of AMA’s opera- 

onkshlre rs do a better job in all the functional | tions. When AMA adopts a new 

. | areas in which it operates. meeting technique, you can bet it will 
His : All AMA funds are earned; it ac- work. ® 


MASSACHUSETTS 


Popular Reprints Available 


The perfect setting for 
successful conventions While supplies last, you may order the following reprints from 

. large or small. The Readers’ Service Dept., Sales Meetings, 1212 Chestnut St., Philadelphia 
BERKSHIRE HILLS, 7, Pa. Send remittance with your order. 


site of the Tanglewood Festival, 


offers unexcelled hotels and resorts, 
HOW TO CLOSE SALES AT A TRADE SHOW—William Rados 
16 tips on what it takes to sign more orders at your next trade 
show 


all sport facilities, theatres, 
and art galleries 


Ideally located... ; 
135 miles from HOW TO BE A CLEVER CONVENTIONEER-—E. D. Parrish 

NEW YORK Here are 12 “musts’ to help you get the most out of any con- 
and BOSTON. s vention you attend 


EXECUTIVE CUE SHEET FOR PLANNING A MEETING 
Ashicutaiiinitiamntininias A guide to elements to consider when you plan any type of 
group meeting facilities in the Berkshires, write meeting 

CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE HOW TO HANDLE “SQUARES” AT ROUND-TABLE DISCUSSIONS— 
50 SOUTH STREET, PITTSFIELD 96, MASS. Paul Roberts . 


Nothing encourages constructive thinking like a round-table 


MEETINGS Cc L | C K! | discussion 


in: Porte: Rice OBSESSION WITH NEW TECHNIQUES DESTROYS MEETING EFFEC- 
TIVENESS—Hugh A. Gyllenhaal . 

Here’s a problem-solving guide to help you slen sound 

conference 


In the gracious setting of modern 


FOR THE MODERN MEETING PLANNER: GUIDE TO STYLES, GROUPS, 
METHODS—Hugh Gyllenhaal 


HOW CAN SO MANY GOOD COMPANIES DO SO POORLY—Ed Greif 
Odds are 50 to one that your company misses the boat on 
. or an hour's drive , most public relations opportunities at shows. Few tap the 
into the cool : potential in publicity. Here’s how to improve your odds 
green hills 7 : 
ARE YOU GUILTY OF “HIJACKING” AN AUDIENCE?—Harry R. White 
How far should a speaker go to plug his company and product 
at an association or club meeting? 


WHAT’S WRONG WITH COMMITTEES (and what you can do about 
it)—Milton J. Wiksell 


Time to think and talk—free from 
interruptions. 

Time to relax — swimming pools, WHAT'S THIS BUSINESS OF BRAINSTORMING AND CREATING 
golf, tennis, riding. THINKING ALL ABOUT? —Dr. B. B. Goldner 

Excellent facilities. Stimulation or stifling of creating imagination is in the hands 
Sensible rates. of top management 


For oll deteils: WHY DOESN’T BRAINSTORMING ALWAYS SEEM TO WORK?—Dr. 
UTELL INTERNATIONAL B. B. Goldner 


160 Central Park South, New York 19 There are four big reasons why creating-thinking sessions do 


| not produce effective results for a company: management not 
CONDADO-CARIBBEAN HOTELS CORP really “sold” on the idea; poor group leadership; problems not 
| clearly defined; technique used as a “one-time shot.” 
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MIAMI’S MOST POPULAR CONVENTION HOTEL 


THE cM Aust ) 


A perfect convention or sales meeting... yours at Miami’s 
McAllister Hotel. A million-dollar improvement program has 
transformed Miami’s largest, most completely equipped hotel 
into Miami’s most beautifully designed convention site. 

All of the ingredients to make your next meeting 

the most successful ever are here... location, transportation, 
accommodations, service and facilities for every group function. 


LOCATION: Downtown Miami overlooking Biscayne Bay in the heart 
of the greatest resort center in America, yet with a host 
of "in-the-city" facilities to please every delegate. 


TRANSPORTATION: Direct air, rail and bus service to every major marketing 
area — one of the world's great transportation centers. 


ACCOMMODATIONS: 475 bedrooms, each with individually controlled air- 
conditioning, 21" TV, private bath and distinctive decor. 


re FACILITIES: Meeting and banquet rooms to satisfy 20 to 800 for a 


meeting or 500 for dinner. Attractively decorated function 
rooms are complete with every modern convention service 
for visual, aural and graphic presentations. Distinguished 
cuisine and culinary specialties to make every banquet 
an adventure in dining. Home of El Centro de las 
Americas, headquarters in Miami for business leaders 
from the world over. 


SERVICE: A trained staff of convention experts to assist and assure 
you of well-coordinated, efficiently planned business 
functions. 


Sy’ 
FOR CONVENTIONS AND SALES MEETINGS OF DISTINCTION 
CONSIDER THESE DISTINGUISHED SCHINE HOTELS, TOO 


in MIAMI BEACH in MIAMI 
THE RONEY PLAZA THE McALLISTER HOTEL 
JEfferson 1-6011 FRanklin 4-6151 


in LOS ANGELES in SARATOGA — LAKE GEORGE AREA 
THE AMBASSADOR HOTEL SCHINE QUEENSBURY HOTEL 


and COCOANUT GROVE Glens Falls, N. Y. 
DUnkirk 7-7011 Glens Falls 2-1121 


in NEW ENGLAND 
SCHINE AIRPORT HOTEL HOTEL NORTHAMPTON 
Serving Hartford & Springfield and WIGGINS TAVERN 
Bradley Airfield, Conn. Northampton, Mass. 
NAtional 3-2441 JUstice 4-3100 


For illustrated brochures and complete catalog of Schine Hotel facilities, 
write, wire, or phone the Schine Hotel or office nearest you. 


SCHINE HOTELS EXECUTIVE OFFICES: 120 24TH STREET, MIAMI BEACH, FLORIDA 
NEW YORK OFFICE: 375 PARK AVENUE, NEW YORK, NEW YORK 


BOSTON HA 6-4396 + NEW YORK MU 8-0110 * CHICAGO AN 3-6222 + WASHINGTON, D.C. EX 3-0929 + SAN FRANCISCO EX 2-4330 
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THREE CAMERA CREWS tape plowing demonstration at Yuma farm for Ford’s closed-circuit TV meeting. 


Video Tape: Goof-Proof System 


Mobile unit puts Ford’s tractor demonstration on tape for 


dealer meeting. 


First use of tape in the field; first TV 


meeting for farm equipment dealers. Reaches 20,000 dealers. 


NOW THERE'S a goof-proof system 
to stage outdoor demonstrations of 
equipment. Ford Tractor and Imple- 
ment Division used video, tape and 
closed-circuit TV to put impact—with 
no fluffs—into its dealer meeting 

Ford’s TV meeting for farm equip- 
ment dealers was staged and pro- 
duced by Haford Kerbawy & Co., De- 
troit. While demonstration of equip- 
ment in action was on tape, most of 
the broadéast was live. 

It took 8,200 miles of A.T.&T. long 
lines and projection facilities of Tele- 
PrompTer Corp. to cover the country 
with the show. It featured Herb 
Shriner and a cast of singers and 
dancers. Between songs—many orig- 
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inal—and dialogue, Ford brought in 
the equipment demonstrations from a 
58-acre farm at Yuma, Ariz. “Cast” 
on the farm included 45 tractors and 
112 implements—used to introduce 
the 1959 Ford line to 20,000 tractor 
dealers and customers in 30 cities. 

The 30 cities that received the tele- 
cast were scattered throughout the 
major farming areas. This made it 
possible for dealers to remain in their 
approximate sales territories. Instead 
of each dealer arranging his own farm 
demonstration for customers and pros- 
pects, he was able to invite them to a 
nearby theater or hotel to view new 
equipment. 

Event marked the first time a manu- 


facturer has ever used closed-circuit 
television to introduce a new line of 
farm equipment. It is also the first 
commercial use of the new Ampex 
mobile video-tape unit. Demonstra- 
tion part of the show from Yuma was 
put on video tape Jan. 28 with the 
Ampex Mobile Unit. Tape was inte- 
grated in Hollywood into the live por- 
tion of the show presented Feb. 3. 

Prior to the introduction of the 
Ampex mobile unit, Yuma demonstra- 
tion would have been put on motion 
picture film, sent to a laboratory for 
processing and then edited. This is a 
time-consuming process and if a se- 
quence fails to turn out, entire pro- 
duction has to be repeated a day or 
two later. This involves a great deal 
of additional expense. Video tape 
allows you to play back shots in- 
stantly. If a retake is necessary, it can 
be done immediately. 

According to Kerbawy, impact of 
mobile video-tape units will be far 
reaching. “We can see the day when 
most TV commercials will be on tape 
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and sports and news events scheduled 
for re-broadcasting will certainly be 
on tape, as many of them are now. In 
addition to lowering production costs, 
tape gives far better reproduction 
than film. When video tape hits the 
home market, we predict its financial 
and social impact will be as pro- 
nounced as television or the home 
movie camera.” 

In November ’58 when Ford Trac- 
tor decided to introduce its 1959 line 
with closed-circuit TV, big problem 
was to develop suitable demonstration 
facilities. Ideally, a farm planted with 
proper crops and mature enough for 
tractor work, was needed. With the 
line scheduled for dealer introduction 
in February, this seemed like a tall 
order. Only possible area that could 
support the rapid crop growth was the 
Southwest. 


> A suitable farm of 58 acres was lo- 
cated at Yuma, Ariz. It was deter- 
mined that lettuce, hay, cantaloupe 
and barley would be mature in early 
February. Corn, left to its own de- 
vices, would be much too small at 
introduction time. So, a hothouse tent 
of polyethylene film was constructed 
over the corn and equipped with high 
powered lights to lengthen the grow- 
ing day. This device over a quarter 
acre of corn broke all growth records. 
For one stretch it tricked the corn into 
gtowing at a rate of three inches per 
day. 

While corn was breaking records in 
Yuma, live portion of the show was 
taking shape at Kerbawy’s office in 
Detroit. By unanimous choice, Herb 
Shriner was selected as guest star. 
Singer Russell Arms was cast as mas- 
ter-of-ceremonies, backed up by a 
cast of 10 performers. A sizeable seg- 
ment of the script was reserved for 
the executive group at Ford Tractor. 
It included Merritt Hill, division 
general manager and Emery Dear- 
born, general sales manager. Also par- 
ticipating in the live telecast were 
Irving A. “Red” Duffy, vice-president, 
Ford Motor Company, and a member 
of its board of directors. 

A special seven-minute film, pro- 
duced by Kerbawy and _ featuring 
Ernest Breech, chairman, Board of 
Directors, and Henry Ford II, presi- 
dent, Ford Motor Company, was 
shown at each outlet just prior to the 
Hollywood presentation. 


& To tie the Yuma and Hollywood 
parts together, Kerbawy employed the 
“Wide-Wide World” technique. Off- 
screen narrators were used to handle 
“cut-ins” that were put on video tape 
five days earlier at the Yuma farm. 
Necessary arrangements for studio 
time and technical personnel were 
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HENRY FORD Il, left, gets final instruction from producer Haford Kerbawy. 


HERB SHRINER, right, and Merritt Hill, gen. mgr., Ford Tractor, discuss show. 
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The Mote! on 
The Mountain 
Suffern, N. Y. 


Call: 

Vince Riker 
in N. Y. 
OLympia 
8-8181 


brochure 
on request 


Sales 
Meetar 12 


OFF THE GROUND 


made with NBC in Hollywood. 

In reviewing problems that could 
develop if the Yuma portion or 
demonstration was presented live, it 
became apparent that great risks were 
involved. Risk number one was the 
weather. There was always the pos- 
sibility of equipment failure or its 
misuse. Line failure, too, was a possi- 
bility and “cut-in” problems over such 
a distance could always develop. The 
Kerbawy group knew about and had 
been following the progress Ampex 
was making with its mobile unit and 
were convinced it would solve their 
transmission problem. It was most 
important that the audience get the 
impression that the Yuma demonstra- 
tion was going on at the time of the 
telecast. Video tape would give this 
impression. 


Ampex showed such interest in the 
project that it moved up completion 
date of its mobile unit to meet the 
Yuma requirement. Three TV cameras 
with telephoto lenses mounted on 
towers, varying in height from 20 to 
50 feet, taped the entire demonstra- 
tion without incident. Tape was flown 
to Hollywood and used on the live 
telecast. 

Reaction to the closed-circuit pre- 
sentation from farmers, dealers and 
distributors was enthusiastic without 
exception, according to Merritt Hill. 
He says, “It was the most enthusiastic 
reception of a tractor line I have ever 
seen. We were delighted with the re- 
sponse and are convinced it will give 
us a big head-start on competition.” 
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Let us help make your next 
sales meeting the best one yet - 
at a ahgnate te w 


THREE LAKES, 


SWMZO07T SF SALES MEETINGS 


“Don’t get your hopes up. This may be just a gimmick to get attention.” 
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Choose The BERKSHIRES For Business Conventions! 


Choose the Berkshires for Business Conventions . . . and 
particularly Oak n’ Spruce. 366 private acres of fishing, 
hiking and hunting are yours together with the many 
other advantages and facilities of this famous vacation 
resort. Excellent foods, luxury private and semi-private 
accommodations, full resort facilities such as swimming 
tennis and the like . . . special function rooms for meet- 
ings and planned schedules that can be custom designed 
to meet your requirements . ideal for company 
sponsored meetings and conventions. 
Duncan Hines and AAA recommended 
Write for FREE Color Folder 
OAK n‘ SPRUCE South Lee 25, aw 


Cenk n Yrtuce oe 
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In the land of Hiawatha on 


f 27 ine-rimme 
a chain lead? con- 


facilities plus golf, 


lakes — 


pon ve pool, health baths, 


ing an 
floor shows. dancing 
fishing. Open year round. 


me ce be ee Ey 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 481 | 
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No Big Meetings for Him 


“It's my job to give the men the selling tools they need. They 


shouldn’t have to sit through a soft-shoe routine or listen to a 


chorus singing ‘Nu-Lite Forever’ in order to get information they 


need,” says Cioffi, v-p sales, Nu-Lite Corp. Here’s an iconoclast 


who whittles away at some conventional ideas on meetings. 


“IF YOU'VE GOT plenty of white 
meat in vour meetings, you can skip 
the gravy,” says Richard Cioffi, vice- 
president for sales, Nu-Lite Corpora- 
tion, Newark, N. J., manufacturer of 
lamps and lighting fixtures. 

Cioffi heads a staff of about 225 
direct salesmen who sell fixtures to 
business and industry. “We're in com- 
petition with Westinghouse and Gen- 
eral Electric and we get twice as 
much for our products. So, we have 
to sell. It's my job to give the men 
the selling tools they need. They 
shouldn’t have to sit through a soft- 
shoe routine or listen to a chorus 
singing ‘Nu-Lite Forever’ in order to 
get information they need,” says Cioffi. 
“We serve our men white meat onlv.” 

Company holds an average of 1,400 
to 1,500 “meetings” a year. Cioffi de- 
fines a meeting as “anytime two or 
more men get together to exchange 
ideas.” Backbone of the Nu-Lite 
meeting program is a series of bi- 
weekly telephone conferences among 
Cioffi, a regional vice-president, Nu- 
Lite’s service and credit managers and 
a stenographer to take notes. Com- 
pany has 12 regional vice-presidents 
scattered over the country. Regional 
v-p’s coordinate activities of individ- 
ual salesmen. They interview and hire 
new salesmen. Twice a week, be- 
tween | p.m. and 3 p.m., regional vice- 
presidents report in. To make every- 
one time conscious, Cioffi limits all 
calls to three minutes. 

Everyone must be prepared before 
the meeting. Each man is supplied 
with a form that lists information on 
his territory that the home office 
wants: how many men hired, sales 
records and prospects for next week, 
plus other items. Bottom of the form 
has space for information that home 
office personnel must supply the vice- 
president: earnings, direct sales in 
sales territory made through the home 
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office and other information. Confer- 
ence is over at the end of three min- 
utes “whether we're finished or not,” 
says Cioffi. “At first it’s a little hard 
to get new men to limit themselves 
to just three minutes. But they soon 
catch on and we manage to cover all 
important points well under the time 
limit.” 

Important saving is not money, but 
time, says Cioffi. “I can cover my en- 
tire sales operation in one afternoon. 
We have all exchanged business in- 
formation and that’s the sole purpose 
of any business conference. I’m not 
interested in whether Bill Jones in 
Dallas got his hair cut yesterday and 
I’m sure he doesn’t care if I got mine 
cut!” ; 

Time consciousness is carried over 
into face-to-face conferences, too. 
Company is fond of “alarm clock” 
meetings. Before meeting starts, 
length of time it will run is agreed 
upon and a regular alarm clock is set 
to go off at the end of the time. When 
it goes off, the meeting is over — no 
matter who’s talking. Even Cioffi has 
heard the clanging bell toll an end 
to his presentation. Technique cures 
a big meeting problem—extemporane- 
ous speaking—says Cioffi. “Just know- 
ing that the meeting is only going to 
last so long keeps everyone on the 
subject.” 

Traditional problem in direct sell- 
ing is heavy turnover of personnel. 
Nu-Lite combats this with a continu- 
ous hiring program. Regional vice- 
presidents travel over their territories 
continuously setting up interviews with 
prospective employes. 

Training meeting for new salesmen 
is set up in a hotel parlor in their 
home cities. Regional v-p uses black- 
board and portable flip-chart in his 
presentation. Large part of meeting 
time is spent reviewing a streamlined 
version of Nu-Lite’s sales catalog. 
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RICHARD CIOFFI 


New men are then turned over to an 
experienced salesman, called “district 
sales managers” by Nu-Lite. Rest of 
the training is completed on the job. 

All meetings must be held during 
non-working hours. Company policy 
forbids any morning meeting running 
after 9:30 a.m. “We don’t waste ou 
men’s time,” says Cioffi. “Men can't 
make any money sitting around listen- 
ing to company executives sounding 
off. If we call a meeting to discuss a 
new sales technique, the men are 
out in the field trying out that tech- 
nique the same day. We don’t have 
to worry about time lapse.” 

Meetings never cover more than 
one subject. “If we have three sub- 
jects to discuss we call three different 
meetings,” says Cioffi. “No one leaves 
a meeting wondering what we were 
trying to get across. Because we have 
only one topic, chances of wandering 
off the subject are lessened consider- 
ably.” 

No pencils or pads are supplied. 
Cioffi believes they're a waste of time. 
“Check notebooks after a meeting and 
youll usually find more doodles than 
notes,” he says. 

Company meeting sites might be 
called unorthodox. A firm believer in 
personal contact, Cioffi flies thousands 
of miles each year. Carefully planned 
itinerary gets the most out of each 
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WHERE BUSINESS 


IS A PLEASURE 


. +. 365 DAYS A YEAR 


In the beautiful POCONOS ... 


only 


3 hrs. from N. Y. or Phila. Unsurpassed 
facilities for any Convention, Meeting 
or Group Outing. Comfortable rooms, 


superb cuisine... 


and don't over- 


look either, the excellent sports & 
recreational facilities. Dancing every 
evening in our magnificent “Club 


Suzanne” . . 
ballroom in the Poconos, 


Informative 
24 Page 
Color Booklet 
on request. 


MOUNT POCONO 44, PA. 


. the largest night club 


Mount Airy 
Lodge 


Best time out’ spot 
in 49 states! 


It takes two things to make a suc- 
cessful convention—play and work. 
Here at the fabulous Fontana Village 
Resort, high in the Great Smokies, 
we've teamed up with Mother 
Nature to provide the “time out” 
fun that makes ‘‘time on” the job 
more resultful, more memorable, 
more profitable. A special color 
film will be sent at your request. 
Write for a preview of what we are 


" FONTANA 
VILLAGE 


NORTH CAROLINA 


5 LAKES 
5,500 ACRES 


SKY HIGH in the 
WHITE MOUNTAINS 


TARLETON 


Pike « New Hampshire 


EVERYTHING 
(But everything!) 
To Make Your Next 
CONVENTION 


A SUCCESS! 


« COMPLETE PRIVACY « 
Magnificent 18-Hole Golf Course 


« 2 Putting Greeas + Famed Cuisine « 


Boating +« Water-Skiing + Fishing 
* 7 Tennis Courts, 3 all-weather « 


ALL-INCLUSIVE RATES... 
NO EXTRAS! 


BEN HARRISON 
Director of Sales, 
LAKE TARLETON CLUB 


Pike @ New Hampshire 


trip. Before Cioffi leaves Newark, 
each man in the territory Cioffi will 
visit receives a copy of his schedule 
plus an outline of the meeting sub- 
ject. Meetings take place in any spot 
convenient to both Cioffi and the 
men. Often the meeting site is a hotel 
in a centrally located city. But it can 
be—and sometimes is—the busy wait- 
ing room of an airport terminal. “You 
don’t need a ballroom for a successful 
meeting,” says Cioffi. 

“Thanks to the advance memo we 
all know what we're going to talk 
about. Men have had time to formu- 
late any questions they might have 
and I'm able to anticipate most of 
them. Where we hold the discussion 
isn’t important.” 

If Cioffi plans a lengthy or de- 
tailed presentation, speech is written 
and recorded on tape in Newark. 
Tape and text are mailed to all re- 
gional vice-presidents in advance. 
Areas he will visit personally have a 
chance to interpret the speech in 
terms of their own territories—at their 
leisure. Areas Cioffi won’t visit have 
a canned presentation to play — with 
complete control over subject matter. 

Company held national sales meet- 
ings until a few years ago. “We de- 
cided they were a waste of time,” says 
Cioffi. “You take the men awav from 
their jobs for a week or more. They're 
losing money and we're losing money. 
When they go back they have to sell 
twice as hard just to break even.” 

“Because it’s a big meeting, you're 
tempted to add a ‘little dressing.’ I've 
attended meetings where they used a 
Broadway star and 50 dancing girls 
to introduce a new sales campaign. 
If Marilyn Monroe knew more about 
selling lamps than I do, Id hire her. 
I believe the average salesman would 
rather take home some real informa- 
tion on selling. If you give him plenty 
of “white meat’ you can skip the 
“gravy.” 

“Another time killer at national 
meetings is the plant tour. Knowing 
that our lamps are made in a modern 
air-conditioned plant won't help sales- 
men sell anv more fixtures to a busi- 
nessman in Oshkosh,” continues Cioffi. 

Company holds no banquets or cock- 
tail parties at its meetings. If confer- 
ence is slated during dinner hours the 
men are given food allowances for 
dinner — after the meeting. “A good 
meal is wonderful,” explains Cioffi, 
“but it does slow up your thinking. I 
want to be wide awake and I want 
the men to be the same way during 
our meeting.” 

Nu-Lite salesmen appear to be 
thriving on the Spartan-like fare dished 
out at company sales meetings. Last 
year company racked up a 25% in- 
crease in sales—in the face of a na- 
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WHILE RIDING, salesmen hear analysis of sales calls they have made enroute. 


On-the-Spot Meeting on-the-Run 


Bus whisks salesmen from one city to another. During stops 


salesmen call on customers. On bus, between cities, expert 


helps salesmen to analyze problem customers; teaches remedies. 


ONE OF THE MOST UNUSUAL of 
all sales meetings was -conducted not 
long ago on a chartered bus. 

It was held on approximately 500 
miles of Oregon highway intermit- 
tently for the better part of a week. 
In attendance were three top execu- 
tives and 22 salesmen of Blitz-Wein- 
hard Co., Portland, Ore., a beer firm. 

Meeting was conducted by com- 

any’s sales manager, Ru Lund, and 
tb an outsider, Stuart Atkins, director 
of an organization known as Sales 
Career Institute, Los Angeles. Sales 
Career Institute is a training division 
of a concern formed a decade ago by 
a group of psychology professors from 
University of Southern California. 
They make their talents available to 
industry and commerce while pursu- 
ing their academic careers. 

Institute’s parent organization, 
which is still directed by its original 
founders, is known as Psychological 
Services, Inc.; it helped to provide 
a good part of the subject matter At- 
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kins was to put across on the tour 
The youthful-looking S.C.I. director 
had himself served as sales manager 
for Max Factor & Co., Hollywood 
cosmetics firm, and Winfield Arms 
Corp., which makes powder of an- 
other kind, before joining Psycho- 
logical Services. 

Blitz-Weinhard hired Atkins’ serv- 
ices to give its people an on-the-spot 
version of a course S.C.I. provides to 
paying students at its Los Angeles 
classrooms in the evenings. Subject: 
how to sell the “problem” buyer, the 
fellow whose psychological quirks get 
in the way of sales logic. 

To make his points more effective 
Atkins drew from the experiences of 
Blitz-Weinhard people themselves, as 
they called on customers and pros- 
pects. For this was no joy ride, but 
actually a group of salesmen on the 
road performing their usual duties in 
their usual manner. The analyses 
would come later, mainly on the bus 
between cities but also at mealtimes 


wherever the group happened to be. 

Customers and prospects, in fact, 
weren't let in on what was going on. 
When Atkins accompanied an indi- 
vidual salesman or executive on a 
call, he was introduced simply as an 
assistant. In contrast, Atkins generally 
was well-briefed on the prospect in 
advance—often in the presence of the 
entire Blitz-Weinhard crew who would 
later be treated to Atkins’ observa- 
tions. 

The tour, in the words of Sales 
Manager Ru Lund, was “a tremen- 
dous success.” Blitz-Weinhard sales- 
men and executives, he noted, gained 
insights they might otherwise never 
have had, insights that would pre- 
sumably pay off one day in sales other 
wise lost. Yet, the theory on which 
Atkins’ method is based is a rather 
simple one. It consists essentially in 
a belief that there are two kinds of 
logic in the selling situation: plain, 
straightforward logic involved in the 
proposal itself, and the more complex 
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Nassau in the Bahamas 


101 Years ¥ S 
of Convention 
Experience 


..and a Lot of Imagination 


HCA’s long experience can make 
your meeting a wonderful experience. 
Not only with perfectly suited accom- 
modations and expert service, but with 
the “‘little things,’ that often make a 
big difference. 

And here’s where imagination comes 
in for HCA hotels don’t serve 
groups — they serve individuals in the 
group. That means your particular 
needs get experienced attention 
but never a standardized routine. For 
reservations at any of the HCA hotels 
listed below contact your nearest HCA 
hotel. Look into HCA and you'll book 
into HCA! 

HOTEL ROOSEVEL' The MAYFLOWER 
New York, N. Y Washington, D.C. 
EDGEWATER BEACH HOTEL 
Chicago, Ill. 

SOMERSET HOTEL-HOTEL KENMORE 
Boston, Mass. 

ROYAL ORLEANS HOTEL 
New Orleans, La. 

Under construction 


CHARTERHOUSE MOTOR HOTELS 
AND LODGES 


HOTEL CORPORATION 
OF AMERICA 


A. M. SoNNABEND, President — 


| psycho-logic of the buyer’s reaction 
to that proposal and to the individual 
making it. 

Atkins is not concerned with the 
logic of the sales proposal itself, which 
is largely a matter of having the 
right product available at the right 
time at the right price. That’s the 
job of the company’s operating per- 
sonnel and management. His concern 
is with the buyer who, for one psycho- 
logical reason or another, cannot ap- 
preciate facts presented and make the 
buying decision that would go along 
with it. Such buyers, unfortunately, 
are not altogether uncommon, it is 
contended. 

Dr. Floyd Ruch, founder and presi- 
dent, Psychological Services, author 
of “Psychology and Life” and head of 
Business and Industrial Program, Psy- 
chology Department, U.S.C., main- 
|tains that “at least one prospect in 
|four is a ‘problem buyer’ because of 
| the barrier his psycho-logic presents.” 
|Dr. Ruch advises salesmen who en- 
counter such buyers not to throw their 
jhands up in despair. “Understand 
| them,” says he, “and you will be as- 
tonished how easy they are to sell.” 

Atkins teaches this “understanding.” 
| His method consists first in identify- 
| ing the prospect as a ‘problem buyer,’ 
| next, in determining what type of 
|‘problem buyer’ he is—bully type, ex- 
pert, complainer, fence-sitter, timid- 
|soul or silent sufferer and, finally, in 
getting across the approach that is 
generally most effective with each 
given type. 

This, of course, is no mean task— 
and far more difficult in theory than 
in practice. Hence, the tour, with dis- 
cussion sessions well sandwiched in 
between. 


> Itinerary itself was planned by 

|Sales Manager Lund. His main con- 
sideration was to pick an area that 
would provide a representative cross- 
section of the company’s distribution. 
In Lund’s words: “Major objective 
of this trip was to examine sales super- 
vision techniques and problems, ana- 
lyzing distributors by relative sales 
effectiveness as measured against dis- 
tributorships of other brands in each 
of eight cities—including Portland 
where we are our own distributor— 
and to learn Atkins’ techniques for 
understanding and communieating 
with difficult customers.” 

Territory Lund selected ran nearly 
200 miles down the Oregon coast 
from Astoria in the north to Coos 
Bay, nearly 100 miles from the Cali- 
fornia border, and then east to Rose- 
burg before heading north to Portland 
via the cities of Eugene and Salem. 
Between them, Lund and his four 
sales supervisors selected the over- 
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night sites and accommodations. Res- 
ervations were made subsequently by 
mail from the outer office. 


> “Operation Orbit,” as the mobile 
talkathon was called, got its kickoff 
in Portland at 6:30 on a Tuesday 
evening, when the group gathered 
with other local es in the Bagdad 
Theatre to see a closed-circuit tele- 
vision show on salesmanship emanat- 
ing from New York City on a national 
hookup. Event was only coincidental 
and did not determine the timing of 
the tour but was readily recognized 
as an opportunity to be taken. Though 
the “Tele-Sell” took the place of an 
organized dinner or get-together, it 
was not an economy measure. Each 
ticket cost Blitz-Weinhard approxi- 
mately $6. Bill for the evening thus 
amounted to well over $100. 
Following day, Wednesday, began 
at 8 a.m. with a half-hour meeting at 
Blitz-Weinhard headquarters, where 
Atkins was introduced simply as a 
public relations official from Pacific 
Trailways, which was providing the 
bus under a charter arrangement. 
Atkins wanted to observe the group in 
action for a full day before hse, em 
his identity. Lund had complete 
charge of the group in the interim. 
But left Portland at 8:30 for the 
hour-long trip to the St. Helens dis- 
tributorship, where a half-hour coffee 
stop was made, and thence departed 
for Astoria, one hour and 45 minutes 
away. It was on this leg of the trip 
that the first rolling meeting was con- 
ducted—by Lund, who stood at the 
front of the vehicle. He addressed the 
group through a microphone, told 
how Blitz was faring against competi- 
tors in various areas to be visited. 
Shortly after arrival at John Jacob 
Astor Hotel in Astoria, the group 
gathered in that hotel’s Rose Room 
for luncheon with the mayor and 
other leading dignitaries. At 1:45 p.m. 
the group met briefly with the com- 
pany's Astoria distributor and several 
of his driver-salesmen before depart- 
ing for the town of Tillamook. Stops 
were made en route to permit sales- 
men to call on grocers, restauranteurs 
and tavern keepers in the towns of 
Garibaldi, Manzanita and Nehalem. 
After arriving in Tillamook and 
touring the well-known Tillamook 
cheese plant, the group was divided 
into parties of five to six men each 
and dispatched to dine at different 
key accounts around the city and in 
such neighboring towns as Fern and 
Victory. They were always in the 
company of the account salesman who 
could make the proper introduction 
and the group’s presence known. For 
approximately three hours after din- 
ner, slightly smaller teams of three to 
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four men each, using rented autos, 
resumed calls on individual accounts 
and prospects. 

Following morning at breakfast in 
the Tillamook Hotel, Atkin’s identity 
was revealed and received in good 
humor by the men, who already knew 
of him through printed literature on 
his techniques. From 10:30 until the 
bus arrived in Newport at 12:15, the 
group heard of these techniques first 
hand. Pattern of distributor meetings, 
customer calls and back-and-forth an- 
alytical sessions continued throughout 
the following three days — down and 
up western Oregon — until each man 
could perform the “difficult buyer” 
analysis on his own and apply ap- 
propriate techniques. 

Before the trip began, each sales- 
man was asked to submit a “customer 
analysis profile” that would give other 
members of the group an idea of Blitz 
retailers or prospects they'd be dis- 
cussing. After the trip was over, par- 
ticipants were asked to turn in a “diffi- 
cult buyer” report on at least one re- 
tailer each day and at least three con- 
sumer presentations weekly for a pe- 
riod of two weeks. In these reports, 
the salesman was expected to describe 
briefly the outlet in question but par- 
ticularly: (1) What the buyer said or 
did that showed him to be a psycho- 
logic buyer rather than a logical one; 
(2) What technique was used to turn 
the buyer's words on himself; (3) 
What type of “difficult buyer” he 
turned out to be and what evidence 
there was for thinking so; (4) How 
his sale was won—or why it was lost. 

A venture of this type, of course, 
takes weeks of planning. In Bilitz- 
Weinhard’s case, preliminary prepara- 
tions were made more than two 
months in advance, beginning with 
Lund’s trip to Los Angeles and his 
first discussions with Atkins on the 
possibilities of such a meeting. Hotel 
reservations, chartering of a bus and 
appointments with key accounts were 
made several weeks in advance. Calls 
on smaller accounts, however, were 
left on a “drop in” basis. Arrange- 
ments for local V.I.P. luncheons, for 
the most part, were left with the local 
distributor. 

“The trip,” reports Atkins, “clicked 
like clockwork — except for a bit of 
unscheduled motion sickness the boys 
want through the last day on the trip 
to Salem. I guess we were just a 
little too pooped-out by then.” 


SOMETHING SPECIAL? 


If you are in need of some ideas 
on a particular subject, you may 
find them among reprints listed 
on page 154. 
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Site-Seeing 


Can Be 


Rough 


By GEORGE J. JAFFE 


YOUR BEING a meeting planner can 
be pleasant—sometimes. There’s trav- 
eling and seeing first-class hotels; 
some free drinks with friendly sales 
folk; free rooms and, occasionally, 
free meals. But, more of the time, 
site-seeing can be rough. 

In fact, majority of planners queried 
feel the field of “buying convention 
facilities” is annovingly mined with 
needless trials and tribulations. Un- 
doubtedly, some of the reactions re- 
counted here will strike a familiar 
chord. Does this one? 

Beside being an attractively chic 
young lady, Miss Jones (musn’t men- 
tion real names) is executive director 
of a national trade association. Time 
had arrived for her to go in search of 
convention sites for the next five vears. 
She had narrowed her visits to half a 
dozen hotels in Miami Beach - 
chosen bv the 


locale 
association’s annual 
meeting committee 

For months prior to her site-seeing 
expedition, expensively concocted bro- 
chures and similar promotional mate- 
rial had been mounting on her desk 

from one spankingly new hotel in 
particul: ir. Its sales-letters crowed: 

“Make OU R hotel your he or swe 
. a car will be placed a 
youl r disposal!” “Be our guest 

Properly enticed, Miss Jones took 
off into the wild, blue Yonder. 

So, what happened? 

Well, to start, no one met her plane 
in Miami (as promised) and the fare 
from airport to hotel cost her asso- 
ciation eight and a half hard-maneu- 
vered dollars. 

Next, she found that the hotel 
wasn't even open yet, officially (four 
days later it did open, you'll be re- 
lieved to know). The hotel’s sales 
staff was knee-deep in press parties, 


” 
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grandstand playing, festivities, etc. 
The sales manager (who had visited 
her New York City office three times 
to entice her) was running around the 
place like a sales manager with his 
head cut off. Miss Jones was in that 
hotel two whole days before she even 
heard from the sales office and, when 
she did hear, it was to be told “more 
pressing matters caused the delay in 
contacting her.” 

As she expressed her annoyance to 
me, when we lunched in New York 
City, “Wouldn’t you think someone 
would have welcomed me by phone? 
I even phoned them three times to 
say I was ready — yea, eager — to in- 
spect their facilities. I didn’t even 
know where I was supposed to eat, 
let alone where my membership would 
have eaten had we booked that hotel 
for our annual meeting. Certainly | 
didn't expect to be greeted a la visit- 
ing rovalty, but the way they ignored 
me and wasted my time for two davs 
is unforgiveable!” Be our guest — in- 
deed! 


> Which sashays us around to another 
site-seer queried and his pet peeve. 

Like Miss Jones, this particular ex- 
ecutive heads a _non-profit-making 
group with a limited budget. Though 
its membership is not very large, any 
hotel chosen as the group’s four-day 
annual meeting site probably realizes 
a $15,000 gross take, roughly. 

Though he is not new at the game, 
he is still puzzled at this “be our 
guest” pitch made so often by hotels 
and their big-city representatives. He 
can’t understand why he should be 
expected to pay for his meals (at top- 
seasonal rates, more often than not) 
when he looks over possible hotel 
sites. Since his is a non-profit associa- 


tion, he especially resents this situa- 
tion. 

His reasoning is this: If a hotel goes 
out of its way to seek his group’s con- 
vention business via expensive phone 
calls, office calls and elaborate tl 
motion schemes, it seems pos Be 
consistent to stop at a few mea 
asking him to pay for them. Didn't 
they invite him there in the first 
place? Should a hotel operate on the 
European Plan, it ought to make this 
quite clear to invitees before the in- 
vitation is accepted! 

A surprising number of other meet- 
ing planners object to this frequent 
hotel practice of not making clear 
what “be our guest” really means. 

In those instances when being a 
site-seer might call for a laugh, it can 
still be rough. To wit: 

Lon Leonards (a pseudonym, for 
reasons you're about to learn) is site- 
seer for a good-sized food chain, head- 
quartered in the Midwest. Although 
he’s a bachelor, whenever he goes 
a-hunting for sites, he requests a 
double room. Claims he can’t abide 
that cooped-up feeling of a small 
hotel room. 

A short time ago he was research- 
ing the West Coast’s hotel possibili- 
ties for his organization. His first 
stop was a handsome structure in 
Seattle. After a cordial visit in that 
hotel, he made his way southward. 

However, as he checked in at the 
appointed hotel in San Francisco, he 
was handed a telegram. It read, some- 
what frantically, “Darling stop Call 
me immediately stop Urgent.” It was 
from his fiancee. 

He called, of course, and found his 
intended chagrined. Understandably 
so. She nervously informed him that 
the social page of their small town 
paper had just carried the seemingly 
innocent, albeit tasty, news item: 
“Mr. and Mrs. Lon Leonards are en- 
joving a pleasant few days as guests 
of Seattle’s luxurious Hotel ————.” 

When I curiously asked how this 
had happened, he explained (hasten- 
ing to add he’s married the above tele- 
gram sender since). It seems the pub- 
licity man for the Seattle hotel was an 
eager-beaver. He'd seen Leonards’ 
name on the new-arrival list, noticed 
the double-room reservation, and as- 
sumed, naturally, Mr. Leonards had 
a wife with him. 


> Short-sightedness of hotels that woo 
buyers of convention facilities is a 
rough spot and a source of wonder- 
ment to one veteran planner ques- 
tioned. 

One of the first facilities that he 
tests when looking around a hotel is 
its room-service. Why? For two rea- 
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sons: one, he believes efficiency of 
room service is a true barometer of 
a hotel’s general efficiency; two, his 
company cohorts use room service 
much more than average due to many 
small meetings in their rooms. 

Well, recently he found his wife 
and himself in an Atlantic City sea- 
side hotel. As they unpacked, they 
found need for a dozen more hangers 
than were in the closet. He called 
the housekeeper; she told him to call 
the bell captain. The captain said it 
was check-out time and his boys were 
busy, better call the housekeeper. She 
argued but finally and curtly agreed 
to send more hangers. Fifteen minutes 
passed, then a half hour. His wife 
called the housekeeper again, to be 
told that the maids were very busy 
and (sarcastically), “You'll just have 
to wait, Madame!” When the hangers 
did arrive an hour later, there were 
only five of them in lieu of the dozen 
requested. 

By now, the visiting couple were 
in need of martinis. They called bar 
room service and ordered two drinks 
“on the rocks, with lemon peel and 
extra cubes, please.” The boy brought 
two regular martinis with olives in 
each glass and no ice cubes at all. 
When the mistake was mentioned to 
him, his reply was decidedly flippant. 
So was his reaction to the tip he 
received. 

At dinner that evening with the 
hotel's sales manager, the meeting 
planner hinted about his interest in 
a hotel’s room service when trying tu 
choose a site. He had to smile to him- 
self as he listened to the salesman’s 
pompous build-up of “their Room 
Service being among the finest and 
best run on the Eastern seaboard.” 
The non-buyer’s thought was: if this 
character is so blind about the hotel 
he’s selling, I won't be able to take 
his word about anything he tells or 
promises me. 


> I couldn't help asking the teller ot 
this tale why he blamed a thing like 
room service on the sales manager? 
He told me why. 

“If I were a sales manager trying 
to impress a buyer and to land a 
juicy convention account,” he ex- 
plained, “I'd do one important thing. 
I'd make sure every department of 
my hotel was alerted to the buyer's 
visit—front desk, each facet of room 
service, dining room — everyone. As 
sales manager, I'd make very sure a 
planner testing my hotel's facilities 
received preferential treatment every 
minute of his stay. Your running 
around the country, packing and un- 
packing constantly and catching planes 
and trains is rough enough for you as 
site-seer without unnecessary obstacles 
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making it rougher—not to mention the 
business a hotel loses when a buyer 
gets an unpleasant taste of its facili- 
ties!” 


> But then there’s the danger of be- 
ing “over treated” or hounded. Quite 
a few put-upon planners bring up this 
“rough” angle. Such an occupational 
hazard occurs when a site-seer is 
casing a locale that’s thick with com- 
petitive hotels. One gentleman elabo- 
rated the point in this fluent manner. 

“I was in the market for ‘just the 
right hotel’ in the Chicago area. Prior 
to my Chicago visit, my New Orleans 
office was literally bombarded with 
invitations. Salesmen left me little 
time to run my office. I was offered 
more invites to be wined and dined 
than if I'd been Brigitte Bardot in- 
terviewing applicants for a new boy 
friend! 

“I finally landed in one of the three 
hotels I was interested in seeing in 
the Chicago area. The hounding didn’t 
stop there, it only began. 

“Before I'd even unpacked, the 
hotel’s sales manager was in my room 
making his pitch. I resented this lack 
of even a few moments privacy. I 
knew he was doing his job but I still 
resented it. 

“Then began our business talks dur- 
ing the cocktail hour which stretched 
(as it always does) into three hours. 
With ‘to many martoonies’ under my 
belt, I was led through the hotel’s 
premises by the enthusiastic sales- 
man. This meant covering more mile- 
age in an hour than my corns nor- 
mally cover in a month. By this time 
I was famished and irritated enough 
to say so. To brief the evening—I 
drank too much, heard too many sta- 
tistics and promises I couldn't absorb, 
and was too royally treated to appre- 
ciate it. I got to bed at three a.m., 
bushed. 

“The sales manager’s too-cheery 
voice woke me at nine the next morn- 
ing with an offer to see the hotel’s 
golfing facilities. I was kept on a 
frantically paced tour the rest of the 
day. And I lived through exactly the 
same routine in the other two hotels 
I visited in the Chicago area. So, 
don’t let anyone ever tell you a site- 
seers’ lot isn’t a rough one!” 

Aside from general agreements 
among site-seers that the job is pep- 
pered with tribulations, there is agree- 
ment as to the reason. They feel that 
sellers of convention facilities are at 
fault—they either undersell or over- 
sell. Rarely is a happy-medium struck. 

Until the sellers get smart to this 
situation—and do something about it— 
the buyers probably will continue to 
find that site-seeing can be rough. 

* 


ATLANTIC CITY 


MODERN AS TOMORROW 
TO SERVE YOU TODAY 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons, Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE B. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 


Telephone Atlantic City 5-127! 
‘S WHé SHISCHAPER 
et es ae #39 
BY- THE “SEA <i 


et RR lll Dn a 


ING 
ANNERS 
NDBOOK 


Handy, pocket-size booklet contains reprints 


a. VS 
>r 


of some of the most popular articles on 
meeting planning that have appeared in 
Sales Meetings Magazine. 


32 pages—more than 14 articles 


CONTENTS 


What I've Learned from My !!,000 
Speak Engagements 


Put Small Groups to Work for 
Idea Developments 


Guided Conference: Good Substitute for 
Skilled Leadership 


Why Doesn't Brainstorming 
Always Seem to Work? 


Buzz-Write Workship Insures Participation 


A Conference Is a Contest— 
Do You Win Or Lose? 


If It's Worth Saying It's Worth Reporting 
How Bankers Become Good Speakers 


43 Ways to Excite Interest in 
Your Meeting Objectives 


For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods 


Good Audiences—Made Not Born 
It's Real Work to Plan Women's Activities 


Your neg og | On-the-Spot Program 
Change Is Valuable 


How to Get the Most Out of Hotel Service 
Send 50 cents in coin to: 
Readers’ Service Dept. 


SALES MEETINGS Magazine 
1212 Chestnut St., Phila. 7, Pa. 


165 


Adelphia Hotel (Philadelphia) ...... 
Hotel Adolphus (Dallas) 

Aero Mayflower Transit Company 
Algiers Hotel (Miami Beach) 
Alitalia Airlines 

Allied Van Lines . 

Ambassador Hotel (Chicago) 


American Airlines, Inc 


Andrews dee 
Apple Valley lan (Apple Valley, California) 


Bartlett & Associates, Inc. ... 


Arawak Hotel (Ocho Rios, Jamaica) 
Arizona Manor (Phoenix) 
Astor-Manhattan Hotels (New York City) 
Atlanta Biltmore Hote! (Atlanta) 

Award Displays 


Bahamas Government Development Board 
Baker Hotel (Dalias) 

Balmoral Hotel (Miami Beach) 

Barbizon Plaza Hotel (New York City) . 

The Barcelona Hotel (Miami Beach) . 
Bedford Springs Hotel (Bedford Springs, Pa.) 
Belmont Plaza Hotel (New York City) 
Berkeley-Carteret Hotel (Asbury Park, N. J.) 
Berkshire Hills Conference (Pittsfield, Mass.) 
Bermuda Trade Development Board . 

The Biltmore Hotel (New York City) .... 
Bismarck Hotel (Chicago) 

Boca Raton Club (Boca Raton, Florida) ... 
Bon Air Hotel (Augusta) . 

Buena Vista Hotel (Biloxi, Miss.) 

Buffalo's Midtown Hotel Group (New York) 


Camelback Inn (Phoenix) 
Canadian National Railway 
Canadian Pacific Railway 
Capex Company, Inc 
Capital Airlines 
The Carillon Hotel (Miami Beach) . 
Castle in the Clouds Hotel 
(Lookout Mountain, Tenn.) 
The Cavalier Hotel (Richmond, Va.) 


Chalfonte-Hadden Hall Hotel 

(Atlantic City, N. J.) ‘ivnes 
Cincinnati Music Hall (Cincinnati, Ohio) 
Claremont Hotel (Berkeley, California) . 
Claridge Hotel (Atlantic City, N. J.) 
Hotel Claridge (Memphis) 
Colonial Inn (St. Petersburg) 
Commodore Hotel (New York City) 
Concord Hotel (Kiamesha Lake, N. Y.) 


Condado Caribbean Hote! Corporation 
(San Juan, P. R.) 


Continenta! Hotel (Kansas City) 


Dartnel! Corporation 
Daytona Beach Convention Bureau 


Daytona Plaza-Princess Issena Hotels 
(Daytona Beach, Florida) 


The Deauville Hotel (Miami Beach) 

Hotel De! Coronado (Coronado, California) 
Delta Airlines 

Hotel Dennis (Atlantic City, N. J.) 

Design Built Studios 

Detroit-Leland Hotel (Detroit) 

Di Lido Hotel (Miami Beach) 
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ADVERTISERS' INDEX 


Dinkler Hotels 

Diplomat Hotel (Hollywood Beach, Fla.) ... 
Display & Exhibit Co. ........ccceeeeeeeeees 
The Displayers ....... a, i Pee 
Distinguished Hotels 

The Doric Company 

Drake Hote! (Chicago) 

Drake Hotel (Philadelphia) 

DuPont Plaza Hote! (Miami) 


Eastern Airlines 
Eden Rec Hotel (Miami Beach) 


Edgewater Gulf Hotel 
(Edgewater Gulf, Miss.) 


Edison Hotel (New York City) 

El Mirador Hotel (Palm Springs, California) 
Emerald Beach Hotel (Nassau) 

Empress Hotel (Miami Beach) 

The Essex & Sussex Hotel (Spring Lake, N. J.) 168 
Everglades Hotel (Miami) ..............-- — 
Exhibit Producers & Designers Assn. ........ 28, 29 


Fields Management Company 

The Flanders Hotel (Ocean City, N. J.) .... 
The Fontainebleau Hotel (Miami Beach) .... 
Fontana Village (Fontana Dam, N. C.) 

Hotel Fort Des Moines (Des Moines) 

Fort Montagu Beach Hotel (Nassau) ........ 
Freeman Decorating Company 

French Government Tourist Office 


French-Lick Sheraton Hotel 
(French Lick, Indiana) 


Galt Ocean Mile Hotel 
(Fort Lauderdale, Fla.) 


Galveston Moody Center (Texas) 

Gardner, Robinson, Steirheim & Weiss, Inc. 
Genarco, Inc. 

General Exhibits & Displays 

Gill Hotels . 

The Golden Gate Hotel (Miami Beach) 
Grand Hotel (Mackinac Island, Mich.) .... 
Grand Hotel (Point Clear, Ala.) .. 

The Greenbrier (White Sulphur Springs, 


Griswold Hotel (Groton, Conn.) ....... . 
Grossinger's (Grossinger, N. Y.) 

Gulf Hills Dude Ranch (Ocean Springs, Miss.) 128 
Gurney's Inn (Montauk, L. |.) 


Hain Wolf Studios . 

Fred Harvey Hotels 

Havana Riviera Hotel (Havana, Cuba) 
Hawaii Visitors Bureau 

Hotel Hershey (Hershey, Pa.) 

Hilton Hotel Corporation 

Hilton Hotels International 


Hollywood Beach Hotel 
(Hollywood Beach, Florida) 


The Homestead (Hot Springs, Va.) 
Hotel Corporation of America 
Henry Hudson Hotel (New York City) 


The Inn (Buck Hill Falls, Pa.) 
Intercontinental Hotels 

International Amphitheatre (Chicago) 
Ivei Construction Corporation 
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Jamaica Tourist Board 

Jam Handy Organization 

Jefferson Hotel (Atlantic City) 

Jug End Barn (Great Barrington, Mass.) .... 
Jung Hotel (New Orleans) 


La Concha Hotel (San Juan, P. R.) 
Lake Tarleton Club (Pike, N. H.) 
LaSalle Hotel (Chicago) 

La Vegas Convention Bureau 

Hotel Lawrence (Erie, Pa.) 

Lido Hotel (Long Island, N. Y.) 


Lincoln Chamber of Commerce 
Convention Committee 


Long Beach Chamber of Commerce 


Madison Hotel (Atlantic City, N. J.) 

Manger Hotels 

Manncraft Exhibitors Service, Inc. 

Manoir Richelieu (Murray Bay, Que.) 

Manpower, Inc. 

Marott Hotel (Indianapolis) 

Massaglia Hotels 

City of Miami 

Miami Beach Exposition Hall 

Mississippi Gulf Coast 

Monmouth Hotel (Spring Lake Beach, N. J.) 

Mont Tremblant Lodge (Mont Tremblant, 
Que.) 

Montauk Manor (Montauk Manor, N. Y.) .... 

Monterey Convention Bureau 

The Motel on the Mountain (Suffern, N. Y.).. 

Mount Airy Lodge (Mt. Pocono, Pa.} 

Mount Washington Hotel (Bretton Woods, 


Muehlebach Hotel (Kansas City) 
Myrtle Beach Chamber of Commerce 


Nassau Beach Lodge (Nassau) 
Nassau Inn (Princeton, N. J.) 
National Airlines . 

National Exposition Service 
National Guard Armory (Washington, D. C.) 
New York Trade Show Corporation 
Hotel New Yorker (New York City) 
North American Van Lines 
Northeast Airlines .... 

Northernaire (Three Lakes, Wis.) 
Northwest Orient Airlines, Inc. 
Novelart Company 


Oak n' Spruce (South Lee, Mass.) 
Olympic Western Hotel (Seattle) 


Palm Beach Biltmore Hotel (Palm Beach, Fila.) 
Pan American World Airways, Inc. 
Park Sheraton Hotel (New York City) 
Peninsular & Occidental Steamship Co. ...... 
Pick-Congress Hotel (Chicago) 
Pickwick Hotel (Kansas City) 
Pocono Manor Inn (Pocono Manor, Pa.) .... 
Poland's Spring & Mansion House 

(Poland Springs, Me.) 
Hotel Ponce De Leon (St. Augustine, Fia.).. 
Ponte Vedra Club (Ponte Vedra, Florida) .... 
Hotel President (Atlantic City, N. J.) 
Hotel President (Kansas City, Mo.) 
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Princeton Inn (Princeton, N. J.) . 
Providence Chamber of Commerce 


The Prudential Insurance Company of America I! O , / 
Puerto Rico Visitors Bureau ut oor ‘a twater 
The Queen Elizabeth Hotel (Montreal) ..... SWIMMING POOL 


Radisson Hotel (Minneapolis) 

Richmond Hotels, Inc. 

Riviera Hotel (Las Vegas) 

Hotel Robert Meyer (Jacksonville, Fla.) .... 
Roney Plaza Hotel (Miami Beach) 

Roosevelt Hotel (New Orleans) 


a (Nex A 
St. Moritz Hotel (New York City) .. 
San Marcos Hotel (Chandler, Arizona) Tee 
Sans Souci-Versailles Hotels (Miami Beach).. burne 


ni Convention Bureau 
— eer ‘ BOARDWALK AT MICHIGAN AVENUE ATLANTIC CITY 
Hotel Savery (Des Moines) 
: Spacious guest rooms (air-conditioned) fresh and salt 
Saxony Hotel (Miami Beach) eeeee . water baths. Ship's Deck. Boardwalk Lounge. Famous 
Schine Hotels PLA : Shelburne Dining Room. Golf on two courses. 


Seville Hotel (Miamt Beach) ......... New Unique Coffee Shop 


Shawnee Inn (Shawnee-on-Delaware, Pa.) .... Hy png Foarery gor hy - tee ts 
Shelburne Hotel (Atlantic City, N. J.) capacity 600. 

Sheraton-Blackstone Hotel (Chicago) Write MARCUS FORD, Vice President in Charge of Sales f| 
Sheraton-Cadillac Hotel (Detroit) Telephone ATLANTIC CITY 4-8131 
Sheraton Corporation of America 
Sheraton-Gibson Hotel (Cincinnati) 


Sheraton-Park Hotel (Washington, D.C.) .. 


Sheraton-Towers Hotel (Chicago) . wcbnins | > 

Hotel Sherman (Chicago) ........ ; } th, iy ad press adds the personal touch 

Sho-Aids, Inc. . ; 4 =" that means so much! 

Shore Club (Miami Beach) 

Skirvin Hotels (Oklahoma City) .. | 

Skyline Inn (Mt. Pocono, Pa.) .. CONVENTIONS and SALES MEETINGS 

Skytop Club (Skytop, Pa.) 

Sleepy Hollow Beach Hotel 
{South Haven, Michigan) 


Southeastern Merchandise Mart 


Our superb facilities offer you an attractive choice of flexible rooms 
designed for groups of 10 to 1000... with special Display Areas, 
Penthouse Club, superior equipment and print shop. PLUS our 

own staff of convention experts 


Southwest Hotels, Inc. whose thoughtful service assures 


Stardust Hotel (Las Vegas) .. he you smoothly successful meetings. 
State Fair of Texas (Dallas) ‘~< : 


Harvey G. Stief, Inc 


® For leisure hours, our magnificent 
' péol-lounge area...fun programs and 

Strauss Decorating & Exposition Co ¥ nightly entertainment and dancing add 
Structural Displays to your pleasure. And we’re only minutes 
Sun Valley (Sun Valley, Idaho) . ; from golf courses, horse racing, deep sea 
fishing, boating, shopping...and Miami 

Tabery Corporation 52, 63, 74, 88 : Beach Auditorium and Exhibition Hall. 


Tamanaca Motel (New Orleans) wee 93 Write for Convention Brochure 


Three Dimensions ; So Philip Snyder, Mgr 

Tisch Hotels ° ae ' Kowal Ownership AFL/CIO Hotel 
Trans Canada Airlines cae oa a completely air conditioned 

Trans World Airlines, Inc. .. Cover 2 | 

Tulsa Convention and Visitors Bureau ; DIRECTLY ON THE OCEAN AT 43rd ST. « MIAMI BEACH, FLORIDA 


Union Stockyard & Transit Company MEETING ey FOR 


United Airlines, Inc. . Hotel eae Has Coined A New Word!... 10 TO 


U. S. Hotel Thayer (West F Point, N. Y.) ; | e e Ae 2 BLOCKS FROM 
United Van Lines 5 onvent iit CONVENTION HALL 


; : 100’; AIR 
Veterans Memorial Hall (Des Moines) CONDITIONED 


Villa Moderne (Highland Park, Ill.) Yes, we've coined a word to describe the proficient manner 

in which a at the Claridge are handled. This claim 
Hotel Webster Hall (Pittsburgh) is based on: Our complete convention facilities; 2. Our 
advantageous ee m (practically next door to the Memphis 


Convention Hall); and 3. And most important of all, 
Western Hotels Claridge Conventionship is based on our experience. \nvesti- 


Hotel Westward Ho (Phoenix) gate Claridge Conventionship we've demonstrated it time and ROOMS NEWLY 
Whesten Ven Lines. tac again ... and we're ready and waiting to serve you and your REFURBISHED 
. group. Write, wire or phone for details. 


The Wigwam (Litchfield Park, Ariz.) CONVENIENT 


Willard Hotel (Washington, D. C.) ave e GARAGING 
aint MEMPHIS 

Wilding Inc. .. (: ' ROY D. MOORE PREE 

Williamsburg Inn & Lodge DIR. OF SALES O'NITE PARKING 


(Wililamsburg, W. Va.) 


Western Airlines PROJECTORS 


AND SCREENS 


MAY 15, 1959 


HOMESTEAD 


HOT SPRINGS. Virginia 


JBISTINGUISHED 
€ONVENIENT 
ATTENTIVE 


A tradition of distinguished 
service. Convenient to New 
York and Philadelphia. 

Attentive to your every wish. 


Complete facilities for groups to 
400 during June and September. 


Essex & Sussex 
Spring Lake Beach, N. J. 
Por full information write or phome: 
F. FP. Schock, Sales Mgr. GIbson 9-7000 


TN 


LY BEST I'VE HEARD 


Subject: STATISTICS 


“Figures don’t lie,” said the in- 
structor as he strived to drive home 
some truths. “For instance, if one 
man can build a house in 12, days, 
12 men can build it in one.” 

“Then 288 will build it in one 
hour,” shot back a puzzled student, 
“and 17,280 in one minute, and 
1,036,809 in one second! I don’t 
believe they could lay one brick 
in that time.” 

The instructor was stopped cold 
and before he could recover, the 
fast-thinking student was at it 
again: “And if one jet plane can 
cross the Atlantic in six hours, six 
jets can cross it in an hour. I don’t 
believe my statistics anymore than 
I believe yours.” 


Subject: FRIENDS 


A group of followers of the Dale 
Carnegie approach were telling 
about their successes. One sales- 
man told about his experience with 
a prospect: 

“I did everything in the rule 
book. I started off by greeting 
him warmly. I smiled at him and 
asked him about himself. I paid 
close attention to his statements on 
how good a businessman he was. 
I went out of my way to agree 
with him. He talked for nearly an 
hour and when we finally parted 
company, I knew I'd made a friend 
for life.” The story teller paused 
to catch his breath and went on: 
“But, boy! What an enemy he 
made!” 


Subject: STRATEGY 


One of those million-dollar in- 
surance salesmen was asked how 
he managed to write so much busi- 
ness. He offered this plan to have 
more prospects accepted as insur- 
ance risks: 

“If I have a thin prospective 
client who wants life insurance, I 
always have him examined by a 
thin doctor. If I have a fat pros- 
pective client, I always have him 
examined by a fat doctor.” 


An exchange of anecdotes and 
facts to help a speaker spice 
his speech and make a point. 


Subject: ADVERTISING 


A man walked up to the want- 
ad counter of his local newspaper 
to place an ad. “Copy should read,” 
he told the clerk, ““Reward. $500 
for return of black-and-white cat 
with red collar.’” 

“I want to place the ad just like 
you say, Mister,” explained the 
clerk, “but isn’t that an awfully 
high price to advertise for a black- 
and-white cat?” 

“Not this one,” said the man. 
“It’s my wife’s. I drowned it.” 


Subject OLD TIMES 


Mom suddenly had the urge to 
relive the past. She complained to 
Dad: “You used to kiss me when 
we sat on the sofa together,” so 
he leaned over and gave her a 

k on the cheek. “You used to 

old my hand,” she said, so he 
reached over and took her hand. 
“You used to snuggle up and bite 
my neck,” cooed Mom, and Dad 
got up and started to leave the 
room. 

“Where are you going?” de- 
manded Mom 

“To get my teeth.” 


Subject: DRINKING 


A bride of three months com- 
plained to her relatives about her 
husband’s drinking. “If you knew 
he drank, why did you marry 
him?” she was asked. 

“I didn’t know he drank,” the 
girl replied, “until one night he 
came home sober.” 


Subject: TEXAS 


He passed away and as this tall 
Texan arrived at the gates of his 
eternal home, he remarked, “Gee, 
I never thought heaven would be 
so much like Texas.” 

“Son,” said the man at the gate 
sadly, “this ain’t heaven.” 
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THE DOOR 1S OPEN... 


for a successful convention... yes, the multi-milhon dollar 
Las Vegas Convention Center has opened its doors with 
everything you need for a working convention: 


* seating capacity for 8,000 delegates 


¢ 119,000 square feet of exhibit space 


® a potential 2,000,000 square feet of outdoor exhibit area 


* completely air conditioned 


e offices for convention and exhibit chairmen 


¢ lighting and sound installation for radio, TV and photo coverage 


¢ only minutes away from 12,000 luxurious air conditioned hotet 
and motel rooms. 


SCORES OF NATIONAL ORGANIZATIONS AND REGIONAL GROUPS 
WITH THOUSANDS OF DELEGATES HAVE ALREADY CONFIRMED 


ace A UNNULNU 
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AS VEGAS CONVENTION CENTER 


Desmond Kelly, Convention Mgr. 


ti Cent 
FOR ADDITIONAL INFORMATION CONTACT | Convention Center 
Paradise Road 


Las Vegas, Nevada 


FOR THE BIG RETURNS 


Nothing sets up your salesmen like a definite competitive edge. 
Extra skill and understanding can help you bring home the big 
returns in good times and bad! 


With Jam Handy professional sales training services you can 
put your men through regular workouts in the basic ground 
strokes of selling. We'll help your men score consistently, with 


motion pictures, slidefilms and other training aids that pay 
their way in sales power. 


Costs will be surprisingly modest for top-flight quality. So 
next time you'd like to sharpen your sales stroke for more of 
the big returns, call on us. For full details, get in touch 
now with... 


7e JAM HANDY Onganigélion 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES e DRAMATIZATIONS e PRESENTATIONS 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-2321 


DETROIT, TRinity 5-2450 


VISUALIZATIONS e¢ SLIDEFILMS e TRAINING ASSISTANCE 


DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


